‘Look, Mom’... 


Dentists’ Okay of 
Crest as Bar to 
Decay Elates P&G 


Soft Sell Treatment 
Tells of Ist & Only ADA 
Nod to Therapeutic Claim 


Curcaco, July 
paste, drilling 


29——Crest tooth- 
away at the “de- 
cay preventive” theme since its 
introduction five years ago, has 
finally struck a sensitive market- 
ing nerve. 

On Aug. 1, the American Den- 
tal Assn. will officially recognize 
the Procter & Gamble fluoride 
dentifrice as “an effective decay 
preventive agent,” the first and 
only toothpaste ever to receive 
therapeutic acclaim from the ADA 

In a statement published in the 
Aug. 1 issue of the Journal of the 
American Dental Assn., the ADA 
council on dental therapeutics re- 
ports: 

“Crest has been shown to be an 
effective anti-caries [decay pre- 
ventive] dentifrice that can be of 
significant value when used in a 
conscientiously applied program of 
oral hygiene and regular profes- 
sional care; Crest dentifrice may 
also be of value as a supplement 
to public health procedure.” 


@ The council emphasized that its 
action applies only to this specific 
brand, whose principal active in- 


gredient is a patented stannous 
fluoride formula. The patent is 
held by the Indiana University 


(Continued on Page 101) 


‘Including Ads’... 


Onus of All Aired 
Matter Rests on 
Broadcaster: FCC 


FCC Issues Policy 
Statement Plus Staff 


Report on Programming 


WASHINGTON, July 29—Seven- 
teen months of probing radio and 
tv programs led the Federal Com- 
munications Commission today 
(1) to issue a “report and state- 
ment of policy” and (2) to unveil 
a 368-page interim report by its 
staff on “responsibility for broad- 
cast matter.” 

In an 11th hour action before 
closing up shop for the month of 
August, FCC rushed out i9 single- 
space pages of comment on its po- 
sition on program content, wind- 
ing up with the announcement 
that “we will initiate further rule- 


making on the subject at the 
earliest practicable date.” 
FCC’s policy statement was 


adopted by a 5-1 vote, with Com- 
missoner Rosel H. Hyde dissenting. 
Mr. Hyde said the policy state- 
ment “misses the central point” 
(Continued on Page 93) 
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NEW SUNBEAM SHAVER 
Shavemaster with ads like 
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Nothing * 
shaves like a gp. 
blade- [9 


Rate ey Bemeen Cet ne mates 


Sunbeam Corp. will promote its new Sunbeam 
this one 


in the Wall Street Journal, 37 


newspapers and 13 magazines. Three network television shows also 
will be used 


Sunbeam Plans 
$2,000,000 Drive 


for New Shaver ~ 


Cuicaco, July 28—Sunbeam 
Corp. today publicly unveiled its 
new electric shaver (AA, July 25), 
the Model 555 Sunbeam Shave- 
master, at a press luncheon. The 
company will invest more than 
$2,000,000 this year to promote the 
shaver. 

The new shaver employs three 
self-sharpening steel blades, 
mounted so that they reach all 
whiskers on the facial surface by 
shaving the beard “in triplicate” 
with each pass of the shaver, ac- 
cording to Louis W. Prestin, Sun- 
beam vp of marketing. Model 555 
has a suggested retail price of 
$32.50. 

Mr. Prestin said that the Model 


|555 employs “the first new princi- 


ple in shaver design since before 
World War II.” The new shaver 
is the successor 


so. markets Rollmaster and Lady 
Sunbeam shavers. 


® Sunbeam will launch the most 
extensive advertising campaign 
ever planned for any product in 
its history in August, with the pro- 
gram lasting until Christmas. 
Trade advertising breaks in Au- 
gust with spreads and page ads in 
Drug Topics, Electrical Merchan- 
dising Week, Home Furnishings 
Daily and Jewelers Circular Key- 
stone. Large space ads will run in 
the Wall Street Journal and in 37 
newspapers in 29 markets. 

Magazines on the schedule in- 
clude Glamour, Good Housekeep- 
ing, Ladies’ Home Journal, Life, 
Look, McCall’s, The New Yorker, 
Photoplay, The Saturday Evening 
Post, Seventeen, Sports Illustrated, 
True Story and Vogue. In addition, 
the shaver will be featured on 
three network tv shows sponsored 
by Sunbeam—“The Untouch- 
ables,” “What's My Line” and 
“Naked City.” 


}@ The principal theme of the cam- 


paign is, “Nothing shaves like a 
blade.” 
Foote, Cone & Belding, Chicago, 
is the agency for the new shaver. 
Perrin-Paus Co., Chicago, has 
the rest of Sunbeam’s account. # 


to Sunbeam’s | 
original Shavemaster. Sunbeam al- | 


Sackel-] ackson Organizes; Billing Zooms 


gA 


New York, July 29—J. Walter 
Thompson Co. is intensifying its 
efforts to obtain local rates, wher- 
ever possible, for Ford 
spot radio advertising 

Stations throughout the Midwest 


dealers’ 


have been getting letters asking 
them to grant Ford dealers the 
same rates as “any other local 


merchants.” Letters have gone out 
from executives in JWT’s branch 
offices. Among the districts cov- 
ered in the mailings reported by 


From $2,000,000 to $12,000,000 with Lestoil 


Boston, July 28—Details of the 
newly created Sackel-Jackson Co. 
were announced here today by Sol 
Sackel, president of the merged 
agency. This new company was 
created by the marriage of Mr. 
Sackel's five-year-old Sackel Co. 
with Lestoil’s former house agency, 
Jackson Associates, Holyoke, Mass. 

Standard International Corp. 
took over Adell Chemical Co. in 
June from the Jacob L. Barowsky 
family and renamed it Lestoil 
Products Inc. At that time Stand- 
ard’s president, Daniel E. Hogan 
Jr., assumed the presidency of Les- 
toil and revealed that the $10,000,- 
000 Lestoil account would go to 
Sackel-Jackson (AA, June 2). 

The acquisition of this business 
boosts billings of Mr. Sackel’s 
agency from $2,000,000 to approx- 
imately $12,000,000. The present 
offices at 18 Newberry St. have 
been expanded, and the agency 
staff has been increased to about 
40 people. 


s Following Mr. Sackel in the 
lineup is Ralph Schiff, exec vp, a 
former Sackel vp. Don Heath, who 
was executive director of Jackson 


Associates, which was housed at 
the Lestoil plant and acted as Les- 
toil’s ad department, has been ap- 
pointed vp and account supervisor 
for Lestoil. 

Other top appointments: 
Eison, now Sackel director of mar- 


keting, as vp in charge of market- | 


ing; Leonard Tarcher, formerly 
charge of media; Andrew Halmay, 
formerly with L. W. Frohlich & 


Co., as vp and creative director; 
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) JWT Seeks Local Rate 
- for Dealer Radio Ads 


Money Is Local and 
So Are Advertisers, 
Stations Are Advised 


station representatives were Dav- 
enport, Lansing, Cleveland and 
the Kansas City area. 

For years the case of JWT and 
the Ford dealers advertising fund 
account has been singled out by 
reps as an example of national spot 
business that has frequently been 
placed af the local rate. A source 
within the agency estimated that 
90% of this sizable spot radio budg- 
et already is placed at the local 
rate 


® Burton R. Durkee, JWT vp in 
Detroit, told Apvertisinc AGE he 
did not know how many stations 
or Ford districts had been covered 
in the recent survey to clarify the 
rate situation. He said there had 
been a great deal of pressure from 
dealers and dealers’ advertising 
committees, who want to be sure 
that they are getting the same sort 
of rates as other retail establish- 
ments. Chevrolet dealers also are 


| said to be concerned over whether 
| they are buying radio as efficiently 
|as other retailers. 


Irv | 


Thomas Healy, Sackel art director, | 


as vp and art director; Pamela 
Wood, previously with Bresnick 
Co., copy chief; Rene Reyes, Jack- 
son time buyer, as director 
broadcast media; Mary Casey, for- 
merly of Bresnick Co., director of 
print media, and John Nutter, 
Jackson art director, and Lou Bar- 


tone, Sackel Co., as assistant art 
directors. 
Under the new setup, Lestoil 


Products Inc. will have a separate 
internal advertising organization. 
Aaron Kingsberg, former head of 
Jackson, will be a consultant to 
the detergent company. Eleanor 
Miller, an account executive at 
(Continued on Page 96) 


Last Minute News Flashes 


Seem Resigns at Autolite; No Agency Changes 


TOLEDO, July 29—D. B. Seem, vp and director of advertising of Elec- 


tric Autolite Co». 


has resigned. He will announce his plans Aug, 15; no 


successor has ccen named. ApvERTISING AGE also learned today that 


Autolite has b 


1 talking with a number of agencies in a review of its 


ad program. 1!.e¢ company said, however, that it is satisfied with its 


present agencic 


.—Grant Advertising, which has the 


bulk of the ac- 


count, and Briwn & Butcher—and that no agency change is contem- 


plated at prese 


. The account bills more than $2,000,000. 


Crush Inte: ;;ational Names Edward H. Weiss 


EVANSTON, I! 
Crush Co,), ha 
effective Nov. 
& Sons, Chiac; 
eral agencies e) 


July 29—Crush International 
opointed Edward H. Weiss & Co., Chicago, its agency, 
The account bills an estimated $350,000. H. W. Kastor 
is the present agency. The company talked to sev- 
ier this month before deciding (AA, July 11). 


(formerly Orange- 


Barbour Resigns as B&B Radio-TV Programming VP 


New York, 
of tv and radi 
for 13 years, h 
B&B about a : 
Films. Last Mz 
partment, with 
and programm : 
resignation. 


iy 20—Oliver Barbour has resigned as vp in charge 
rogramming at Benton & Bowles. With the agency 
Barbour moved up to the top programming job at 
r ago, after Tom McDermott left to join Four Star 
a reorganization put television under the media de- 
sdia vp Lee Rich taking over the title of vp for media 
. This move reportedly precipitated Mr. Barbour’s 


| Additional News Flashes on Page 93) 


of | 


f *y | papers, 
with Lennen & Newell, as vp in| dealer funds and that none of the 


JWT emphasized that this Ford 
dealers ad budget, which goes 
mainly into spot radio and news- 
is comprised strictly of 


money comes from the factory. 

JWT reported that representa- 

tives get a commission on this 
(Continued on Page 94) 


Republican in Act! 

Republicans can’t resist 
making senseless cracks at 
Madison Ave., either. At the 
opening session of the Re- 
publican convention in Chi- 
cago, Gov. William G. Strat- 
ton of Illinois said: 

“The time for quibbling 
over meaningless phrases is 
over. We want straight talk 
in our platform. We want 
flesh and blood on our ticket, 
not a pale creation or image 
of Madison Ave.” 


Pacific Phone's 
New Northwest 
Unit Names GB&B 


SEATTLE, July 28—Pacific Tele- 
phone/Northwest, first operating 
unit set up by the Bell System 
since 1929, has chosen Guild, Bas- 
com & Bonfigli, San Francisco, on 
the basis of what a top phone com- 
pany official calls “a fresh ap- 
proach” to telephone advertising. 

Neither Pacific Telephone nor 
GB&B explained just exactly what 
was meant by “a fresh approach.” 
ADVERTISING AcE did learn, how- 
ever, that the agency put strong 
emphasis on its creative approach 
when it made its presentation to 
Pacific Northwest executives. In 
particular it used its work for Rals- 
ton Purina as an example of how 

(Continued on Page 94) 
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Ayer Expands for 
De Soto, Valiant 
Responsibility 


Detroit Head Says Ayer 
Has Largest Staff of 
Reps Working with Dealers 


Derrort, July 27—N. W. Ayer & 
Son, preparatory to taking over 
the Plymouth-De Soto-Valiant ac- 
count, has just completed a major 
program of expansion and realign- 
ment 

A veteran in the auto advertis- 
ing line, Ayer serviced the Cadil- 
lac account as early as 1903, held 
the Ford account from the Gays of 
the Model T into the late ‘30s, and 
took on Plymouth for Chrysler in 
1943 

To this was added De Soto and 
the compact Valiant last March 
when Chrysler reorganized its ad- 
vertising setup. Ayer takes full 
responsibility of the account Aug 
15, just in advance of the new 
model year 


® Richard T. O'Reilly, vp in charge 
of the agency's Detroit office, says 
Ayer now has in the field the 
largest staff of representatives 
spending full time working with 
dealers and dealer associations of 
any agency serving an auto man- 
ufacturer. In each city in which 
the Plymouth-De Soto-Valiant di- 
vision maintains a regional office 

18 in all—Ayer has assigned an 
ad representative 

Two former auto dealers head 
this staff: Robert B. Conroy, di- 
rector, was an auto dealer for 
eight years in Doylestown, Pa., and 
joined Ayer last spring after 
three-and-a-half years with Grant 
Advertising, which at that time 
held the Dodge account; Patrick J 
Frank, manager of the field staff, 
has been with Ayer since 1955, and 
before that was national used car 
manager for Packard. Before 
World War II he was a dealer in 
Davoa, Philippine Islands, until 
the Japanese invasion. When he 
returned to the U.S., he operated 
a dealership in St. Louis for eight 
years before joining Packard 

Basic planning for the auto ac- 
count is done by Ayer's plans and 
marketing department in Phila- 
delphia. Copy, art and media pro- 
duction personnel there also 
assigned to the account, but the 


Detroit office carries an expanded | 


staff of more than 100, including 
copywriters, layout designers, me- 
dia, production and publicity spe- 
cialists 

Mr. O'Reilly said the agency ex- 
pects the auto market for the next 
few years to be extremely com- 
petitive, with four new compact 
cars 
ready in the market 


“When you have nine new cars 


coming into the market within 
two model years, you have a fair 
indication that you are going to be 
running on a pretty fast track,” 
he said. “We have studied the 
change of market with our clients, 
and we are ready with a hard- 
hitting advertising and promo- 
tional program.” 


e Mr. O'Reilly joined Ayer in 1946 
and has been in auto advertising 
for the past 10 years. While as- 
signed to the Philadelphia office 
he set up procedures for handling 
the former Piymouth dealer coop- 
erative account and later planned 
and established the Ayer field rep- 
resentative force which serves 
dealers and dealer associations. 
Prior to becoming vp and head of 
the Detroit office he served as 
service representative responsible 
at various times for print, broad- 
cast, outdoor advertising and mer- 
chandising. 


are) 


to be added to the five al-| 
| 


Louis T 


Hagopian is account 


supervisor of all Ayer activities 
concerning the Plymouth, Valiant 
and De Soto cars. Before joining 


Ayer last spring he was director 
of advertising and sales promotion 
at Plymouth, a post he had held 
since 1956, when he transferred 
there from Dodge where he was 
merchandising manager, sales pro- 
motion manager and eastern car 
sales manager 

Service supervisor on Valiant is 
Ira Rothbaum. He has worked on 
Plymouth advertising since joining 
Ayer in Philadelphia in 1953 as a 
copywriter. He transferred to the 
Detroit office in 1956 and has been 
active in print, radio and tv ad- 
vertising, merchandising, field op- 
erations, public relations and sales 
planning. John P. Finneran has 
service responsibility for all ad- 
vertising of Plymouth and De Soto, 
and has been on print advertising 
for Plymouth for the past year. He 
joined Ayer in 1959 after 13 years 
in advertising, six of which were 
in the automotive field. He was an 
account executive at Kenyon & 
Eckhardt for four years. # 


Pontiac to Launch Safari 

The Pontiac Motor division of 
General Motors Corp., Pontiac, 
Mich., will introduce a new concept 
of an automobile owner magazine 
when it begins publication of “Sa- 
fari” on Aug. 1. The bi-monthly 
publication will go to approxi- 
mately 1,000,000 owners and serv- 
ice customers. The magazine will 


NEW PRODUCT— 
Shutton Inc., 
New York, takes 
the plunge into 
the growing mar- 
ket for bath prod- 
ucts with Desert 
Flower Beauty 
Bath These 
counter displays 
are illustrated 
with adaptations 
of the consumer 
we ad running in 
November issues 
of Cosmopolitan, 
Glamour, Ladies’ 
Home Journal 
and Vogue. Wes- 
ley Associates, 
New York, is the 
agency 


Court Rules State 
Can Ban Outdoor 
Ads as Traffic Peril 


Atpany, N. Y., July 27—The 
appellate division of the state su- 
preme court today cited traffic 
safety in a decision holding that 
outdoor boards and other advertis- 
ing signs could be barred from pri- 
vate land along highways 

The majority opinion held that 
New York State had the same pow- 
er to regulate advertising signs as 
it had to eliminate buildings, trees, 
dangerous curves or other hazards 
to safety in traffic. It referred to 
hazardous advertising as “so in- 
geniously contrived as to succeed 


in its purpose of winning the at-| 


tention of drivers.” 

By its 4-to-1 decision the ap- 
pellate division upset a supreme 
court ruling which favored five 
property owners who brought suit 
to force the state to give up an 
easement on a section of highway 
in Sullivan County. The appellate 
division decided that the state su- 
perintendent of public works could 
keep outdoor boards from high- 
ways by obtaining easements un- 
der the real property law. Its rul- 
ing covered signs visible from the 
highway to persons with normal 
vision. # 


be identified with dealers by spe- 
cial imprints of the local dealer's 
name on front and back covers 


‘Geographic,’ ‘Baby 
Care,’ ‘Parents’ ’ 
Set Rate Hikes 


New Yorx, July 28—New cir- 
culation and rate figures were an- 
nounced this week by the follow- 
ing magazines 


e Baby Care Manual, effective 
with its February, 1961, issue, will 
increase its circulation base from 
600,000 to 650,000 per quarterly 
issue. The one-time, b&w page 
rate will be boosted from $6,425 to 
$6,950 with the same issue 


e National Geographic, effective 
with its January, 1961, issue, will 
increase its average net paid cir- 
culation base from 2,300,000 to 2,- 
500,000 and will boost its bkw page 
rate from $8,620 to $9,650. In ad- 
dition, effective with its new rate 
card (No. 75), Geographic will 
offer horizontal facing half-page 
units in either b&w or color at 
$9,650 and $11,030 respectively, 
and a half-page unit, two-color, 
at $5,515 


e Parents’ Magazine, effective 
with its February issue, will in- 
crease its circulation guarantee 
from 1,825,000 to 1,850,000 net 
paid yearly average, and will boost 
its b&w page rate from $8,735 to 
$9,170. According to Allison R. 
Leininger, exec vp and ad direc- 
tor, the increase in ad rates is 
attributable to the higher circu- 
lation figure and to “unavoidable 
increases in paper and other pub- 
lishing costs.” = 


KBCO-FM, San Francisco, 
Boosts Commission to 20% 
KBCO-FM, San Francisco, has 
boosted its agency commission 
| from 15% to 20% on all purchases 
of time made through its San 
Francisco office. The raise follows 
a similar move made a few weeks 
ago by Western Fm Sales, Los An- 


geles, which represents 16 fm sta- | 


| tions. 

Reason given in both instances 
is that since fm rates are low in 
relation to other broadcast media, 
a higher commission was needed 
to make fm buys—and the crea- 
tion of special fm copy—more prof- 
itable to agencies. 


Cahners Names Jartman 
Cahners Publishing Co., Boston, 
has named Marc R. Jartman man- 
ager of publication services. He 
formerly was a U.S. Army major. 


‘Highlights of This Week’s Issue 


Albert Frank-Guenther Law Ine. 


names 
John V. McAdams, a director since 
1958, president Page 4 


Dorethy Gray, a division of Lehn & Fink 
Products Corp.. will use Latin models 
in a series of four ads scheduled for 
the Caribbean editions of Reader's Di- 
gest and Life en Espanol Page 6 


Negotiations will start in September to de- 
termine minimum performers’ fees for 
live and tape tv programs and fog all 
tv commercials for the next two 
years Page *& 

Giantview General Television Network, 
closed circuit and tv tape producer and 
equipment manufacturer, merges with 
Tapes Unlimited Inc Page 2 


Ziv-United Artists names Edward J. Bro- 
man to the new post of vp in charge of 
the Chicago office Page 30 


Justice Department charges that central 
charge services in Washington and Bal- 


timore use illegal exclusive dealing 
contracts in their arrangements with 
local retailers Page M4 


Seme 2,500 international advertisers spent 
a total of $14,914,000 in international 
magazines during the first half of 1960, 
a 20% gain over the comparable 1959 
period Page 


British conservatives reject a Laborite 
bid to set up an inquiry into the con- 
trol of political advertising expendi- 
tures in Britain Page 40 


Former Official Films executives join to 
establish a new tv production and dis- 
tribution company, Program Sales 
Inc. ln Page 47 

Erwin Wasey, Ruthrauff & Ryan records 
a gain of almost 50% in its print and 
television billings in 1959 

Page 48 


of $18,162,-| 


Thomas Aitken Jr.. general manager of 
McCann-Erickson in Buenos Aires, says 
“the fundamental reason why U.S. in- 
vestment is unpopular in Latin Amer- 
ica is that it is now, and in the fore- 
seeable future, the largest investment 
there” Page 


Sereen Actors Geild and the Writers 
Guild of America contracts clear way 
for the free flow of post 1948 films from 
Hollywood studios to television .Page 59 


Columbia Breadcasting System plans to 
build a skyscraper building to house 
all its New York offices on plot of land 
it has purchased in a revitalized section 
of the city Page 60 


Radio Advertising Bureau study reveals 
new and used car dealers contributed 
more to radio stations’ $380,000,000 local 
revenue in 1959 than did any other 
single category of business Page 62 


Rey M. King, editor of Food Field Re- 
porter and Food Topics, says food 
market operators, faced by narrowing 
profit margins, are more and more 
setting up standards to insure that pack- 
ages help maintain profits Page 6 


Sir Harry Pilkington, head of the Pilking- 
ton glass empire, is appointed to head 
the British government-appointed com- 
mittee of inquiry into the future of 
broadcasting in Britain Page 72 


Gamble-Skogmo sells its interest in West- 
ern Auto Supply Co. in compliance 
with an anti-trust action initiated by 
the Justice Department Page 76 


Leon Morgan, president of Buchen Co., 
bewails the public's conception of ad- 
vertising as show business, and charges 
that business and media “have gone 
along with the critics” instead of back- 
ing the advertising field Page %1 


Jiro Yamanaka, Japanese researcher, de- 
velops a mathematical formula for the 
prediction of readership scores of print 
advertising Page 92 


Federal Trade Commission charges that 
Hooker Chemical Corp. violated the 
anti-merger law by acquiring Durez 
Plastics & Chemicals and certain assets 
of Monsanto Chemical Co Page 99 


Majestic Television Preductions Corp. 
will begin test marketing of a new 
science-fiction show, “Atomic Subma- 
rine,” over KMBC-TV, Kansas City, the 
week of Aug. 1 Page 100 


FIGURES TO FILE 


5® Leading Advertisers in 
International Magazines Page 36 
Total 1959 Billings of 12 


British Agencies Page 4% 
"S8-'58 Press, TV Billings of 
British Agencies Page 4 


REGULAR FEATURES 


Advertising Market Place 
Agencies Ask Us 

Along Media Path 

Ceming Conventions 
Creative Man's Corner 
Editorials 

Employe Communications 
Getting Personal <2 
Information for Advertisers . 
Obituaries —— Ss SS 
On the Merchandising Front 
Peeled Eye Department 
Photographic Review 

Rough Proofs 

Salesense in Advertising 
Voice of the Advertiser 
What They're Saying 
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FCC Denies NBC [i 
Plea to Postpone 
Rep Activity Ban 


Wasuincton, July 28—The Fed- 
eral Communications Commission 
today denied a petition by National 
Broadcasting Co. and four of its af- 
filiated tv stations to suspend the 
two-year transition period set for 
its divestment of national spot 
sales representation. 

The deadline for divestment is 
Dec. 31, 1961, under the FCC order 
issued in October, 1959. This order 
is before the court of appeals, and 
the network asked that the delay 
be extended pending a judicial de- 
cision 

Joining in the NBC 
were KOA-TV, Denver; 
Schenectady; KSD-TV, St 
and WAVE-TV, Louisville. The 
FCC rejection was by unanimous 
vote of the six commissioners par- 
ticipating. + 


Ice Cream Makers 
Plan Court Test of 
New FDA Standards 


WASHINGTON, July 26—At least 
15 years of backing and filling 
ended today when the Food & 
Drug Administration adopted con- 
troversial standards for ice cream 
which industry spokesmen said 
they “can’t live with” and will 
challenge in court. 

An official of the International 
| Assn. of Ice Cream Manufacturers 
|told Apvertisinc Ace that he ex- 
pects at least two of the new stand- 
jards on composition and labeling 
| will prove offensive to association 
| members. A decision on a court 
| appeal will be reached soon. 

FDA apparently anticipates an 
|industry challenge, stating in its 
|announcement that the standards 
|will take effect Oct. 25 “unless 
|stayed by court action.” The as- 
|sociation told the members in a 
| special bulletin this week that it is 
|urging deferment of the effective 
date of the order. 

| The association spokesman ex- 
plained that some ice cream mak- 
ers maintain a six to nine-month 
inventory of labels, and charged it 
was unfair for FDA to expect them 
| to be discarded. 


petition 
WRGB, 
Louis; 


|@ The standards call for ice cream 
| to contain a minimum of 10% but- 
|terfat, a reduction from the 12% 
\figure suggested by FDA when 
| standards were first proposed back 
in World War II. This shift, FDA 
said, reflects changing public taste. 
“People want to eat ice cream, but 
|they don’t want to get fat,” an 
| FDA official commented. 

The association and FDA dis- 
| agree on interpretation of the “‘va- 
| nillin clause” of the standards. The 

association argues that the rules 
limit use of the term “vanilla ice 
cream” to ice cream flavored ex- 
|clusively with vanilla beans or ex- 
tract. 

| “The order’s terms seem clearly 
inconsistent with the general pro- 
visions of the standards, which 
|make no distinction between the 
optional flavoring ingredients, 
which may be used to flavor ice 
cream,” the bulletin stated. 

FDA denies the standards say 
}any such thing. In its press release 
FDA states, “The flavor of vanilla 
ice cream may be supplied by nat- 
ural vanilla, artificial vanilla (va- 
nillin), or a blend.” I[AICM claims 
that the FDA misinterpreted the 
vanillin provision in its release.. 

Six products—regular ice cream, 
egg-containing ice cream sold as 
frozen custard, French ice cream 
or French custard ice cream, ice 
cream often sold as soft ice cream, 
fruit sherbets and water ices— 
come under the standards. = 


ot ee ees chs ~ ea |. iil At Re SES a aicieeny a ee Baars ci Coe ee ae tn 5 EE Bo ve at oie cae cee i OATES ye Oe 
Fe He ee a Oe ite ee Atk Se Me RS ai ae a Se : a ae ; 
oe a eae aaa om Ps a SE ee ae Re gee Voie ene ee MI aes ee ae Bence ead Bre ene ore 1 Aa ae i. iii Ss 6 
ae = ke . : : ’ * 4 ig a ‘eo ie 4 ene - ee tac” Ee ea eee a ee a ean ia eee ; pr ea bBo + MRT ees ea 
es co ee ee ee ee er TE ee adie 3 alae. 
tage ae hee aie ae eae At , Pe ee ten ey wee ee Sr ee TE eae. Ae 7 Sn tee : ae eee O's timate <3), 
a eee ‘ueaeee : ipa aed ieee ae Tee Pi. FY ee SETS ee Ree oN Rien Be ea : aes a 
ce nay : ig ga, Soo Sg ea es hee? ire Sat ee SN ie ae ena green tel 2 0,0 7 eee ae ee pet cae “ Mg i eS: Sn ne mate ee, 
_ See pe oe Sees Si ae i ine ai ee aes og Sa ee le : oie ape et a ene ones ay Coe te ee Ue EE EG 
ere 
| : ee CERITY ety oem 
ri ot pe Cate 
. tow i *,/ 
; - ii i 
ie sigul \ 
- - @& : 
si oo ——" 
ap ee ave Pee 
-” # 
7 ft ae? 
i —-= ae pS 
a od De 
“i : cote 
» oe 
; _— a) 
re es ae 
we - a aS ee 
ae yore al 
eee . fore 
ae oe ~—. 4 ei. 4 
. eae Sie in: 
7 “4 _ . | Bey ck 
aa a oe 
oa nme YN 4 , 4 ae 
Pees, . “~. oa 
— Wo : sac 
a a — a = a 
ae r 
age Ate 
E ; fe ; 
nay oe 
Sige ab Reps 
Hales as 
nae is wan Be 
sig aiine 
a! ee 
a Faas Vig 
a - > ye 
ae) ae cx ee 
doe en ss ca 
ae ; Eee 
eee eis 
Ter were S per 
ee: ae 
ae 
a d 
Loe ere ree 
Soon meals 
: aan 
Ese ee 
a te 
oth 5 ig 
en a PAGS 
aes ees ee 
Peer Pate 
Poke 
Bar ee: a 
ee - 
a ci « a ae soc 
te TEES LIT ec: 
ene nee 
8 aa 
i Ce ne 
Si 
“ae ee 
as 
a nee i 
Met as 
= rai 
3 ee 
Pee et. ag ss 
Page a 
2 Bie ee 
ai rm bee a 
to" eee 
a ge 
rae “7 é; 
oe atl 
7 a 
Bo 
Po a4 
“si . a 
“a “ ce 
oS oe 
- : i 
3 pt or De faery ~ 3 ay ae an é a pha Salar 
: oes ee ae - cee 
PR tReet te Oe Mil eer ne Se ove my 


Advertising Age, August 1, 1960 


Notwithstanding Political Upheavals, 
Caribbean Magazine Revenues Grow 


Rivalry Shrinks Income 
of Newly Established 
Editions in Mexico 


New York, July 27—Despite the 
turmoil in the Caribbean, interna- 
tional magazines came through the 
first half of 1960 with solid adver- 
tising gains in this area (see story 
and figures on the top 50 advertis- 
ers on Page 36) 

Developments in Cuba and Ven- 


Chrysler Is Higher, 
Schenley Lower in 
Revised BofA Data 


New York, July 28—A final 
tabulation of national newspaper 
expenditures for 1959 was issued 
here this week by the Bureau of 
Advertising, ANPA 

The total expenditure by ad- 
vertisers—$7 72,905,000—was un- 
changed from the figure previous- 
ly announced by the BofA in a 
preliminary report issued in April 
(AA, April 25) 

There was one change, however, 
in the top ten ranking of news- 
paper advertisers. General Elec- 
tric Co., with a newspaper expen- 
diture of $7,591,773 last year, 
replaced Schenley Industries ($7,- 
579,830) as No. 10 in the list of 
leading advertisers after Schen- 
ley’s figure was revised downward 
from $7,624,421 previously an- 
nounced in April. 


® Chrysler Corp., with a revised | 
investment figure of $18,095,839 
{as against a previously an- 
nounced expenditure of $17,193,-) 
094) was the oniy advertiser in| 
the top ten assigned a new total, 
but it continued as No. 3 in the) 
lineup, following General Motors | 
($38,622,558) and Ford Motor Co. | 
($19,679,542). 

The order of leading classifica- | 
tions—automotive, with a $178,- 
460,000 investment; groceries, 
with a $154,540,000 expenditure, 
and alcoholic beverages, with a 
$62,300,000 figure—remained un- 
changed from rankings in the 
preliminary report. 


ad 
& an 


wet) 
ezuela had been expected to cause pn 
great difficulties for these Ameri- J 
can magazines a ‘ 
“In Cuba, the Fidel Castro gov- » 
ernment has taken an increasingly ~ . », 
anti-American line, and U. S. ship- * ; 


ments to the island have dropped 
Cuba has traditionally been the top 
market for U. S. goods in the Car- 
ibbean. 

In Venezuela, the government is 
pursuing a “build-our-own indus- 
tries” program, and imports from 
the U. S. have been cut sharply 

In the face of all this, advertis- 
ing directed to the Caribbean area 
has not only held up, but has ex- 
panded. The explanation seems to 
be that other Caribbean markets— 
particularly Puerto Rico and the 
Central American countries—are 
taking up the slack 

In addition, the expanding econ- 
omy in Mexico has helped to off- 
set losses in Cuba and Venezuela 


You can be Younger Looking 
with mild, mild Palmolive Care! 


uy 
7 , 
y 


PINK SOAP—Colgate-Palmolive Co 

is currently testing a new pink 

Palmolive bar in Orlando, Fla., and 

Evansville, Ind. This 1,200-line 

two-color ad appeared in the Or- 

lando Sentinel-Star. Ted Bates & 
Co. is the agency 


Advertising by 
Groups Rose 22% 
in ‘59, MAB Says 


Total Was $58,000,000; 


s Of course, it is not all sweetness 
and light. Reader’s Digest has fin- 
ally been forced to close down its 
operations in Havana, and adver- 
tisers were informed this week 
that, effective with the October 
issue, the Digest would be unable 
to g@frantee the Cuban portion of 
its Caribbean circulation. 


R. C. Sanchez, exec vp of Read- 
(Continued on Page 102) 


Magazines Got 58%; 


Beaucoup Ads in 


Dairy Assn. Top Spender 
| 
> | N York, July 27—Busi 
Air France Sinkes| 2 ieneseed aaa 


jthan $58,000,000 in three major 
|media in 1959, according to a tab- 
julation issued by the Magazine 
| Advertising Bureau, MPA. The ad 
jinvestment—in magazines, news- 
|papers and network television— 
| represented a 22% increase over a 


Off-Season Push 
$48,000,000 expenditure the~ pre- 


New York, July 27—Air France | yjous year (AA, July 25). 
this week launched the biggest! of 196 group advertisers who 
campaign it has ever undertaken | spent more than $25,000 during the 
to promote off-season travel. |year, 152 used magazines, 78 used 

The airline broke 600-line ads|newspapers, and ten advertisers 
in 35 Sunday travel sections and| used network tv, MAB said. 
large-space insertions in 15 weekly| The total investment of $58,358,- 
travel pages to announce “Parisian | 726 broke down this way: $33,834,- 
Holidays,” a 17-day package tour|243 (58%) went to magazines; 
of Europe that comes in for $498.60, | $18,867,638 (32%) was spent in 
including round-trip jet transpor-|newspapers; $5,656,845 (10%) 
tation, first-class hotel accommo-/| went to network tv. 
dations, sightseeing in Paris and | 


‘sNew! Pinte! Palmolive! Campaign Associates Gears Up for 
Appointment to Handle GOP Drive 


Formed to Pool Skills, 
Not Because of ‘Stigma’ 
of Madison Ave.: Newton 


CuHicaco, July 28—Like the con- 


= fident young woman who buys her | 


wedding gown before her beau has 
popped the question, Campaign 
Associates set about forming its 
agency structure this week, wait- 
ing for the Republican National 
Committee to designate it formally 
as the GOP agency. 

The party's presidential candi- 
date is given the prerogative of 
naming the agency for the national 
campaign, and it is expected that 
Vice-President Richard M. Nixon's 


camp will formally appoint Cam- | 


paign Associates next week. 
Carroll P. Newton, vp of the Re- 
publicans’ longtime agency, Batten, 
Barton, Durstine & Osborn, New 
York, and president of Campaign 
Associates, was in Chicago this 
week, helping the Nixon forces 
during the GOP convention. He 
worked out of the offices of Ted 
Rogers, who has worked on past 
campaigns for the Vice-President 
jand is an officer of Campaign As- 
| sociates. 
| Mr. Newton, who has worked on 
|GOP campaigns in the past as an 
}executive of BBDO, explained why 
an agency was formed specifically 
for running a campaign: 
| 


|@ “It is the best means of bringing 
together the best talent in the 
agency business under one roof for 
one campaign,” he said. “No agency 
has a monopoly on political experi- 
ence.” 


DX Sunray Oil 
Launches New Push 
to Attract Women 


Tusa, July 26—DX Sunray Oil 
Co. will launch a newspaper cam- 
paign this month in the company’s 
|17-state Midwest and mid-south 
| marketing area, which is designed 
|to attract women customers into 
| service stations. 

The campaign is based on the 
results of a recent nationwide sur- 


Included in the final tabulation | Versailles and tickets to the Folies|@ Associations—industry groups, | vey, which disclosed, among other 


is a rundown of biggest increases | Bergere and Lido shows. 


by advertisers in ’59. This includ- | 
ed American Motors Co., 


jarea development boards, cham- 
The special excursion fare will| bers of commerce, etc.—which in- 


whose | be in effect from Oct. 1 through | vested more than $1,000,000 in ad- 


| things, that eight out of ten women 
| drive; 51% visit service stations 
|regularly or occasionally; 75% 


$4,295,899 investment represented | March 31 and will be promoted | vertising last year were American |pave a favorite service station; 


a 98% increase; 
stein Inc., with a $1,759,850 budg- 


et, up 346%; Columbia Broadcast- | > 
ing System, with a $2,127,269 in-|" Next month Air France has 


vestment, up 201%, and Miles 
Laboratories, with $1,636,860, rep- 
resenting an increase of 
over newspaper 
previous year. + 


‘Bon Amigo’ Is Bon 
Ami Promotion Disc 
(Has It Scratched?) 


New York, July 21—Bon Ami 
Co., Seeco Records Inc. and Allied 
Record Mfg. Co. will join in a pre- 
mium program in September, of- 
fering a record album titled, “Bon 
Amigo.” 

The album will consist of high- 
lights of Jose Melis albums. Bon 
Ami products will either be im- 
printed or carry hangers attached 
promoting the premium. The con- 
sumer may enclose a hanger or an 
empty package with $1 and mail 
it to Allied Mfg. Co. in Hollywood. 
‘Allied will handle the fulfilment 
for Bon Ami and Seeco. 

Simultaneously, Jack Paar will 
promote the premium program on 
his NBC-TV show on which Mr. 
Melis performs, for about 30 
days. = 


111% |Travel Agent, Travel Trade and 
investments the | 


\sales staff of the publication. 


Helena Ruben- | heavily in consumer and trade | Dairy Assn. ($3,620,595); Ameri- 


media. can Gas Assn. ($3,116,451); 


American Iron & Steel Institute 
($1,000,510); America’s Indepen- 


scheduled color spreads in ASTA 
Travel News, Pacific Travel News, panies 


| ($1,834,258); 


Assn. of 
Travel Weekly. Dominion of Canada ($1,263,945); 
The consumer drive will run in| Edison Electric Institute ($1,307,- 
|September and October, utilizing | 734), and Florida Citrus Commis- 
color pages in Holiday, National \sion ($5,328,066). 
|Geographic, New Yorker, Satur- | 
|\day Evening Post and Time. jturers Institute ($1,044,775); 
A separate series directed at|stitute of Life Insurance ($1,509,- 
|women will run in Glamour, Na- | 023); Portland Cement Assn. ($1,- 
tional Business Woman, The Sec- | 852,636); Commonwealth of Puerto 
retary and The Soroptimist. |Rico ($1,385,284); Savings & Loan 
In addition, there will be a spot Foundation ($1,004,200); Steel 
radio campaign in 10 major cities,| Companies Coordinating Commit- 
including the Air France gateway |\tee ($2,405,469); Sunkist Growers 


cities of New York, Chicago and | $2,012,185) and U. S. Brewers) 


|Los Angeles. 

Batten, Barton, Durstine & Os- | 
born is the Air France agency. # 
' 


‘Scholastic Boosts Westland —s Madison Ave., New York. # 
Scholastic Magazines, New York, | 

has promoted Clayton Westland GOA First Half Earnings Rise 

from its sales staff to eastern ad-| Earnings of General Outdoor 

vertising Manager, succeeding Advertising Co., Chicago, for the 

|Arthur Neiman, who became ad first six months of 1960 were $1,- 


Foundation ($2,016,989). 


|tures of the 186 advertisers is avail- 


iG—C igh Aug. 1 oral 
manager several months ago. At) 277,693 as compared to $1,255,573 | ae ee ee ree et ae nr ee egg 


the same time the publisher ap- | for the same period last year, Burr | 
pointed David Mercer advertising| Robbins, president, has reported. 
manager of Science World, a new) Gross sales for the first half in-| 
post. Mr. Mercer had been on the creased from $20,036,528 in 1959. 
| to $21,119,622 in 1960. | 


American Railroads ($1,300,233); | 


Also, Glass Container Manufac- | 
In- | 


A detailed listing of expendi-| 


jable on request to the MAB, 444, 


|\97% think “efficient service” is an 
|important factor in causing them 
| to buy where they do, and 26% 
|feel that trading stamps are an 


dent Electric Light & Power Com-| important factor in getting them | 


|to buy. 


| 
(Dx Sunray’s agency. # 


| 
| 
| 


Thoughts about forming such an 
agency began after the last Pres- 
idential election in 1956, Mr. New- 
| ton said. Campaign Associates was 
|incorporated in New York a few 
|months ago. 

| The agency will operate as any 
}other agency, he said, offering full 
jagency services and collecting its 
15% commission on media place- 
ment and other services. 


|® Rumors that some media may 
|look upon Campaign Associates as 
|a Republican house agency and re- 
|fuse to allow the standard agency 
commission were brushed aside by 
Mr. Newton, a media buyer by 
| trade. 

| “I have no fears about that,” he 
| said, indicating that he had talked 
|with key media people about that 
| problem before forming the agen- 


" Actually, the agency will prob- 
(Continued on Page 96) 


AFA Unit Hits 
Democrats’ Slurs, 
Urges Watchfulness 


Fort Wortn, July 27—A resolu- 
tion alerting admen to anti-adver- 
| tising views expressed by political 
|candidates and their advisers was 
adopted last week by the board of 
directors of the tenth district, Ad- 
vertising Federation of America. 

Denny Heard, district governor, 
also sent off a telegram to Vice- 
President Nixon in Chicago this 
week, urging the Republican Pres- 
idential nominee to give “positive 
recognition in the Republican par- 
ty platform to advertising’s con- 
tribution to the economic growth 
of American business and the na- 
tional standard of living,” and to 
reject “the philosophy of a com- 
pletely government-managed econ- 
omy that would include curbs and 
a federal tax on advertising.” 

The Republican platform, adopt- 
ed today, made no mention of ad- 
| vertising. 


s The resolution took note of “re- 
\cent unrealistic and unsupported 
assertions” regarding advertising at 
the Democratic convention in Los 
|Angeles (AA, July 18), and urged 
|member clubs “to promptly and 
|accurately inform the respective 
|memberships of policies and phi- 
losophies bearing specifically on the 
profession of advertising as they 
may develop in the campaigns of 
| both major parties .. .” 
| The group requested the national 
| AFA office to submit the resolution 


Potts-Woodbury, Kansas City, is|to all affiliated organizations for 


| consideration. # 


manager of the American Newspaper Publishers Assn., New York, 
receives a memo from the ANPA staff presented by John P. Cun- 


ningham. Mr. Williams, who spent 21 years with the ANPA, will 


live in Lynchburg, Va., and will continue with the ANPA as a con- 
sultant. 
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McAdams Named President in Shift at 
Albert Frank; Calkins Still Chairman 


‘Not a Shakeup,’ Shifts 
Made to Handle Recent, 
Anticipated Growth 


New Yor«x, July 27-—Albert 
Frank-Guenther Law today an- 
nounced top-level shifts which 


gear the agency to a $20,000,000- 
a-year tempo, and advance its 
younger people 

Chief figure in the new lineup 
at the financial and general agen- 
cy is John V. McAdams, a director 


since 1958, who has been named 
president of the company 
At 42, Mr. McAdams is “the 


boy in the top position.” He joined 
the agency in 1943 and was elected 
a vp six years later. Previously he 
was associated with the oid New- 


ell-Emmett agency in 1942 and 


1943 and before that with the old 
Federal Advertising Agency. He 
attended Ohio State University and 


John McAdoms Howard Allen 


Columbia College 

Announcing the appointment, 
Howard W. Calkins, chairman of 
the board of directors and chief 


executive officer of the agency, 
said that Howard C. Alien, a di- 
rector since 1932, has been named 
vice-chairman of the board 

As president, Mr. McAdams 
takes over a position which Mr 
Calkins temporarily assumed on 
the death of Frank J. Reynolds in 
1958. Mr. Allen’s position as vice- 
chairman has been unfilled since 
1952 

In a frank appraisal of the 
agency's organizational changes— 
“which I make only because Ap- 
VERTISING Ace is a bible of the in- 
dustry”——Mr. Calkins said that the 
appointment of this “balanced 
team" at the head of the company 
is not to be regarded as a “shake- 
up.” 


@ “We haven't looked at it as that 


To me it reflects an essentially 
progressive move. It puts new 
people in top positions. The whole 


thing is a tightening 

think of the whole 

of a good idea,” 
Mr. Calkins 


up. We 
thing as a hell 
he said 

said that the agen- 


where things are happening to keep 
business good...and make it better! 


Tacoma bank transactions total more 
than $7 billion per year — reason 
enough why four banking facilities 
have recently been built to serve a 
growing need. Now comes another— 
Puget Sound National’s 10th office on 
downtown Tacoma Avenue. Things 
are happening in Tacoma! 


So, when you're planning a promotion 
—think twice about Tacoma. First, as 
a separate metropolitan area, vital to 
the total economy of the Puget Sound 
Circle. Second, as a market which can 
not be covered by any outside news- 
papers. Proof? Ask the man from 
Sawyer -Ferguson-Walker Company. 


The TACOMA NEWS TRIBUNE now delivering more than 85,000 daily 


| 
| 


cy has doubled its billings in the 
past 10 years and, “unless every- 
thing goes to the devil” this year, 
1960 billings should total $20,000,- 
000. The new appointments are 
therefore intended to shape the 
management to that situation. 


@ “We see no reason now that we 
can't go up a little faster,” Mr 
Calkins added 

Also, to meet the new demands 
of a rapidly-growing organization 

which reports an average staff 
of 200 people—Albert Frank Guen- 
ther-Law intends to reconstitute 
the executive committee. This will 
be proposed to the meeting of the 
board in August. The idea is to set 
up a “new business group” work- 
ing closely with the executive com- 
mittee and the plans board 

Mr. Calkins said that the in- 
tended realignment of duties is an 
attempt to “try, internally at least, 
to have the company better or- 
ganized, not only to meet the new 
opportunities, but also to create 
new opportunities for business.” 

He said that many people might 
wonder why the agency had not 
contemplated such measures be- 
fore. “Well,” he said, “these moves 
may have been overdue. But we all 
have been too busy with our own 
business to think about it. And, in 


any event, we needed to wait to get | 


our own men to mature.” 

Thus the present measures are 
not really a shakeup, he reiterated, 
“because ever since I assumed the 
presidency in 1958, that movement 
was considered by me as & tem- 
porary assumption of the title.” The 
bylaws under which the agency 
operates, he said, require that 
“someone must sign the documents, 
etc.” 


@ It strengthens the whole thing 
to have a young president, Mr 
Calkins said: “Jack McAdams is 
younger than Mr. Kennedy!” 

Mr. McAdams is one of the 
company’s top “financial house 
men,” widely known in the finan- 
cial world, from which about 50% 
of the agency’s volume comes. He 
has been account supervisor on 
accounts such as Home Insurance 
‘o., Canadian Bank of Commerce, 
Noma Lites Inc. and Tangee lip- 


sticks and cosmetics. Mr. Mc- 
Adams took over the Tangee ac- 
count when it came to Albert 


Frank-Guenther Law in Septem- 
ber, 1960; according to an ADVER- 
TISING AGE estimate, Tangee bills 
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about $250,000 at present. 


@ The new vice-chairman, Mr 
Allen, joined Rudolph Guenther- 
Russell Law in 1920 and in 1931 
was elected a vp, before the com- 
pany merged to become Albert 
Frank-Guenther Law. He was 
named a vp of the new company 
and was elected a director in 1932. 

Mr. Calkins is 58. In comparison 
with Mr. McAdams, “I'm getting 
to be an old man,” he said. He will 
continue as chief executive offi- 
cial of the company. He came to 
Albert Frank-Guenther Law from 
the New York Times. The agency 
has offices in New York, Boston, 
Philadelphia, Chicago, San Fran- 
cisco and Los Angeles. 

Among the bigger non-financial 
accounts which it serves is Buito- 
ni Foods Corp., which bills close 
to $1,000,000. = 


Detroit Chevy Dealers Assn. 
Holds GM Employes Promotion 

A longtime Genera! Motors Corp 
policy against direct solicitation 
of its plant employes by dealers 
handling its cars has been sus- 
pended recently to the extent of 
permitting the Greater Detroit 
Chevrolet Dealers Assn. to direct 
a sales promotion at the 60,000 
GM employes in the Detroit area 

The dealer association was per- 
mitted to come into the plants and 
display placards and banners. The 
promotion, keyed to “General Mo- 
tors Employes Month” and her- 
alded as a “salute from those who 
sell General Motors cars to those 
who build them,” featured a Cor- 
vair sweepstakes, which brought 
the award of a 1960 Corvair to one 
employe, Bill Rogers, of Chevrolet 
Gear & Axle Plant No. 6. The in- 
plant promotion was followed by 
mailing of a. sweepstakes entry 
card to the home of every employe. 
The effort brought response from 
35,000. W. B. Doner & Co., agency 
for the dealer group, handled the 
promotion. 


Oregon Mutual to Pacific 

Oregon Mutual Savings Bank, 
Portland, has reappointed Pacific 
National Advertising Agency, 
Portland, to handle its advertising 
and public relations, effective Aug. 
1. During the interim the account 
was served by Compton Advertis- 
ing and most recently by Timothy 
Kilduff Associates, Portland. Ore- 
gon Mutual has an ad budget of 
about $40,000 annually. 


i to More Than 


*330,000, 


000,000 


The critical market for household prod- 
ucts is the never-ending stream of young 
men and women who get married each 
year—3,400,000 in 1960. 

They spend $9 billion a year for what 
they eat and use—grow steadily in num- 
ber to become America’s huge $330 
billion Family Market. Today these big 
buyers of tomorrow are making their 
brand decisions for a lifetime. 

Many manufacturers of packaged foods, 
household and personal products are 
making lifelong customers of these new 
families by using the low-cost BRIDAL- 
PAX program of Controlled Product 
Sampling, and getting outstanding re- 
sults—increasing sales up to 242%. 
Get the facts. Find out what this new 
low-cost program can do for you. Drop 
us a note, or call [Vanhoe 5-0660. 


BRIDAL-PAX, INc. 


Controlled Product Sampling 
25 Hempstead Gardens Drive, West Hempstead, N. Y. 


Offices in principal cities: United States, Canada and Great Britain 
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The most 


powerful 


selling force 


in print 


CIRCULATION MORE THAN 


13,000,000 
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Dorothy Gray to “am 
Use Latin Models = 
in Caribbean Ads © 


New Yorx, July 28—One of 
the frequent complaints of Latin 
American admen is that too many 
ads directed their way from Mad- 
ison Ave. feature blonde-headed 
Nordic-looking modc's 

Young & Rubicam sets out to 
avoid this pitfall in its new cam- “SS 
paign for Dorothy Gray cosmetics, pees == e 
scheduled to begin in September . ‘ 

Dorothy Gray, a division of 
Lehn & Fink Products Corp., will 


z 
of 
g 


cS eee Trey met 


four ads scheduled for the Carib- 
bean editions of Reader's Digest 


and Life en Espanol. The ads,|@ Each insertion will be domi- 
spaced between September and nated by a painting of a typical 
May, will all be bleed color pages. Latin American beauty, with brief! othy Gray makeup, the second for 


SPANISH TYPES—Ads No. 1 and No. 2 in the new Dorothy Gray inter- 
be featuring a “gallery of Latin national campaign show how Young & Rubicam is featuring “gal- 
American beauties” in e series of ‘€?y of Latin American beauties,” with paintings done by Peruvian 
artist Mario Agostinelli 


poetic copy running below the pic- 
The first ad will be for Dor- 


moisture cream, the third for eye 
shadow and the fourth for lipstick 

Y&R commissioned the paint- 
ings for the series from Mario 
Agostinelli, a noted Peruvian art- 
ist who is now living in New York 
and whose work has been ex- 
hibited at numerous shows 

The art director for the cam- 
paign is Len Ruben, who was art 
director on the Lehn & Fink Tussy 
campaign handled by Y&R in the 
US. Stanley E. Ely is the account 
executive 

Y&R succeeded McCann-Erick- 
son on the Dorothy Gray interna- 
tional account last year. # 


Walgreen Plans P.R. Stores 

Walgreen Drug Stores, head- 
quartered in Chicago, will open 
several large self-service drug 
stores in Puerto Rico. The first 
store, near San Juan, is scheduled 
to open this fall. The Puerto Rican 
stores will be the first Walgreen 
units outside the US. Walgreen 
operates 449 drug stores in this 
country 


“This promotion requires a little extra effort” 


“This little promotion isn’t worth the extra effort”’ 


J 


CLEAR COMMUNICATION — internal and _ex- 
ternal group communications are essential today. 
But getting the right message to the right people 
isn’t easy. You can lose so much in transmission. 
The simplest directions or statements get foggy as 
they’re passed along. Complete and clear under- 
standing saves time and money. 

That’s why more and more clear-thinking execu- 


tives turn to The Jam Handy Organization for 
straight-line communications assistance. Our busi- 
ness is helping to put the right message before the 
right people in the most effective and memorable 
way. For group communications help in all media, call 


THE JAM HANDY ORGANIZATION 


CHICAGO HOLLYWOOD 
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66 National 
‘Publications to 


Promote ‘61 Autos 


Derrorr, July 27—Although De- 
| troit’s 1960 National Auto Show is 
still almost three months away, 66 
national publications, general and 
business magazines, trade and 
news magazines and newspaper 
supplements have notified the 
Automobile Manufacturers Assn. 
that they will feature special auto- 
motive articles or editions keyed 
to the national show. 

The show, scheduled for Oct. 15- 
23, will include not only the newly 
introduced 1961 auto models, but 
also a special “Auto Wonderland” 
of the Society of Automotive En- 
gineers. This will feature automo- 
tive research, production processes, 
styling, and the contributions made 
to the auto field by allied indus- 
tries. 

This will be the first show in 
Detroit's new Cobo Hall, scheduled 
for dedication Oct. 13 

The AMA is covering a 300-mile 
radius around Detroit to urge resi- 
dents to prepare special group trips 
to Detroit for the show. Elsewhere 
throughout the country, auto deal- 
ers are being supplied with materi- 
al to stage their own “Auto Show 
Week.” = 


Souvenir Magazines Planned 
for Ballet, Coldstream Guards 

Sigmund Gottlober, director of 
National Theater & Concert Mag- 
azines, New York, has been ap- 
pointed exclusive advertising rep- 
resentative for two souvenir mag- 
azines. The first will be sold at the 
149-performance tour of Great 
Britain's Royal Ballet. The tour 
will start Sept. 11 in New York, 
then proceed to 26 cities across the 
country. 

A second magazine is planned 
for the tour of the regimental 
band of the Coldstream Guards 
and the Pipes and Drums of The 
Queen’s Cameron Highlanders 
from Sept. 17 through Dec. 2. The 
tour will open in Madison Square 
Garden and continue in large 
arenas in 45 cities. These books 
bring to a total of 41 souvenir 
magazines from 15 different na- 
tions represented by Mr. Gottlober. 


Inco Plans Third ‘Gleam 
of Stainless Steel’ Push 

International Nickel Co., New 
York, is planning its third annual 
|\“Gleam of Stainless Steel” pro- 
/motion for 1961 based on the suc- 
|cess of this year’s effort in Feb- 
ruary. The 1960 program (AA, 
Nov. 20) resulted in an average 
traffic increase of 18% for partic- 
ipating stores, with sales of stain- 
less steel housewares and appli- 
| ances jumping 34%, the company 
|reports. Sixty department stores 
and their more than 100 branches 
| participated. About 300 other 
| stores, in non-competing areas, en- 
| joyed similar results. 

The 1961 push is scheduled 
from Feb. 20 to March 10. Mc- 
Cann-Marschalk Co., New York, a 
division of McCann-Erickson, is 
the agency. 


Gar Wood Boosts Davis 

Gar Wood [ndustries, Detroit, 
has named David J. Davis vp and 
director of sales and advertising. 
Mr. Davis had been with Buck- 
eye Tractor Ditcher Co. since 
| 1940, and joined Gar Wood when 
| the latter acquired Buckeye. Most 
|recently he had been general sales 
|manager of construction and also 
‘advertising manager. 


‘Ehriich, Neuwirth Names Two 
Robert C. Liebler, formerly ad 
|promotion manager of Women’s 
| Wear Daily, New York, has joined 
‘Ehrlich, Neuwirth & Sobo, New 
| York, as a group copy chief. Ehr- 
lich, Neuwirth also has promoted 
Marvin Lefkowitz to art director. 
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How many 


times have you 
told him, Pop? 


On-the-ball ad men don’t have to be told how important 
frequency is. And if a medium delivers an added measure 
of frequency at no added cost, it ought to make quite a 
hit. The Saturday Evening Post does. m Check the scores 
on Ad Page Exposure, the new study of 
media effectiveness. It counts the actual 


issue. @ Your ad page gets more than one time at bat with 
the average Post reader — 37% more chances to connect 
than the same ad in the other big weekly. @ That’snotall. 
Your Post ad page gets more swings at better prospects, 


A CURTIS MAGAZINE 


apc too. # No doubt about it, the Post is the 


; world’s champion buy, because... . 
face-to-face contacts between readers and P@S | 
P f READERS TURN AND RETURN TO YOUR AD PAGE 
your ad page...30,861,000 in a single 


THE INFLUENTIALS’ MAGAZINE IN THE POST... THE HI-FREQUENCY WEEKLY! 


Note: Total Ad Page Exposures to the readers of one issue: Post— 30,861,000 . . . Life—30,110,000 . . 


. Look—30,702,000 
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Meet the people at 
On the left, Pete Bastiansen, our crea- 
tive director. The other fellow is Earl 
Klein, president of the firm...gee,it 4, 
looks like they're just sitting there. , 
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Live, Tape Fees 
for TV Will Be 


Negotiated in Fall 


Union Expected to Ask 
for Hike in TV; Radio 
Rate Change Not Seen 


New Yorn, July 27-—-Negotia- 
tions will get under way in Sep- 
tember to determine minimum 
performers’ fees for live and tape 
tv programs and for all tv com- 
mercials for the next two years 

American Federation of Televi- 
sion & Radio Artists is sifting 
through stacks of suggestions made 
its members at last week's 
AFTRA convention in Washing- 
ton. From this materia! will come 
the list of proposals to be made to 
the tv and radio networks for in- 


Animation, Inc. 


» SAN FRANCISCO 


clusion in new agreements to re- 
place the current contracts which 
expire Nov. 15 

Talks on the rates for program 
structures probably will be held 
first. On the television side the 
union is expected to ask for a hike 
in the basic rate, reduction in the 
amount of allowable rehearsal 
time and a cutback in the number 
of days over which the time can 
be spread, and a revision of the 
tape replay rules to eliminate the 
free replays that are now possible 
after the eighth run 


® If studies show that the number 
of tv homes in foreign countries 
has increased in relation to the 
number of U.S. tv homes, a rise 
in the foreign replay scale will be 
requested. The current foreign re- 
play rates are based on the fol- 
lowing percentage of the original 


U.S. fee: 20% Great Britain and 
Cyprus; 10% Europe; 5% Africa; 
5% Australia and the Far East; 


and 5% South America. This adds 
up to worldwide usage for 45% 


Study 


of the $6 Billion Office Market 


by Line lHiouse 


of Authority 


Office Management 


The Magusine of Adminestration and Systems 


Mame te Feed the Common Denemin ate 6 € ements atmos 
Whats Amend te Ratermation ter Raval OF. ws 
Heres het Vow) Bee at the Matos! Bustnnes Sam 


THE MAGAZINE OF ADMINISTRATION 
AND SYSTEMS 


The order of the day is modernization and 
automation in America’s offices. OFFICE 
MANAGEMENT AND AMERICAN 
BUSINESS—-since 1940 the authority in 
this field—parallels its dynamic growth. 
It offers a net paid circulation of 37,000* 
executives concerned with office adminis- 
tration and systems — by far the largest 
ABC coverage of this field. 


*Subject to ABC Audit 


GEYER-Mc 


PUBLICATIONS 


GEYERS tovies 


the fice equipment and satiny 


THE OFFICE EQUIPMENT AND 
STATIONERY DEALERS’ MAGAZINE 
Published since 1877,GEYER’S DEALER 
TOPICS is the pioneer in the office equip- 
ment and stationery dealer field — at the 
forefront of every merchandising trend — 
dominant sales influence. With more than 
7700 paid subscribers, it is the only ABC 


*k This new study of the office 
market is now available. Contact 
any Geyer-McAlilister office. 


PAID audited magazine in this field, edited 
for and distributed exclusively to the trade. 


ALLISTER 


ESTABLISHED 1877 — LARGEST PUBLISHERS OF SPECIALIZED PUBLICATIONS 
FOR THE OFFICE MANAGEMENT AND OFFICE EQUIPMENT MERCHANDISING FIELDS 


212 FIFTH AVENUE, N.Y. 10, N.Y. ¢ BRANCH 


OFFICES: CHICAGO, BOSTON, LOS ANGELES 


Advertising Age, August 1, 1960 


There is expected to be little 
change in the present scales for 
network radio programming, 
though the anion may ask for 
some adjustment in the multi-rate 
structure for across-the-board 
shows. 

For radio, as well as television, 
the union demands will be based 
on its research showing how the 
medium is faring financially 
AFTRA sources report there is 
no intention to press unrealistic 
demands on radio 

By tradition, the contracts for 
commercials as well as programs 
are negotiated, not with the spon- 
sor or his ad agency, which pro- 
duces the commercial, but with 
the networks. The advertising 
agencies attend these sessions as 
very interested “observers,” and 
there are plenty of recesses in the 
proceedings to give the network 
representatives a chance to confer 
with the agency men. The agencies 
later sign letters of adherence to 
the union standards. 

The job as it relates to commer- 
cials, should be simplified by the 
agreement between AFTRA and 
Screen Actors Guild henceforth to 
negotiate jointly for contracts cov- 
ering all kinds—live, tape and 
film—of commercials. In the past, 
the two actors’ unions have hag- 
gled over jurisdiction in tape, but 
now they have agreed to what 
amounts to a merged operation 
covering video tape programs as 
well as all tv commercials. They 
retain their separate jurisdiction 
over live (AFTRA) programming 
and film (SAG) programming. 


® The two sets of current con- 
tracts for commercials differ some- 
what, with AFTRA using a per- 
formance as a basic unit in con- 
trast to SAG’s per day unit. 
Nobody knows yet whose standards 
will prevail as a result of the tape 
marriage. The higher of the two 
undoubtedly will be chosen. 

This joint operation makes spec- 
ulation as to specific demands for 
changes in the commercial scales 
extremely hazardous. However, 
two proposals seem certain to be 
included: (1) A demand for a 
higher rate for network commer- 
cials, and (2) a revision of spot 
rates to relate the original and 
the repeat scales more closely to 
the number and the size of the 
markets covered by each cam- 
paign 

Some increase in the scale for 
some categories of radio commer- 
cials may be proposed if AFTRA’s 
researchers, who have taken note 
of recent announcements by some 
networks of their in-the-black op- 
eration, find that some areas with- 
in the network structure are prov- 
ing to be profitable. 

At the AFTRA convention in- 
terest not only focused on better 
pay for present assignments. Con- 
cern also was voiced over the need 
for more jobs in the industry. As 
one indirect means of helping to 
achieve this, the union has asked 
the FCC to hold public hearings 
on radio and tv station licenses in 
cases where protests have been 
filed. Public hearings, AFTRA be- 
lieves, will point up the difference 
between promises and perform- 
ances in the local programming 
area on the part of some licen- 
sees. The end result, AFTRA 
hopes, will be more local shows 
and more jobs for radio and tv 
performers. + 


Two Buy ‘Dangerous Robin’ 

Ziv-United Artists, New York, 
has sold its new series, “Case of 
the Dangerous Robin,” to Pet Milk 
Co. (Gillham Advertising Agency) 
for fall showing in several markets 
in Utah, Montana and Idaho, and 
to Lincoln Income Life Insurance 
Co. (Fred R. Becker Advertising 
Agency) for showing on WHAS- 
TV, Louisville, and WKY-TV, Ok- 
lahoma City. The series stars Rick 
Jason as a free lance “risk nego- 
tiator” for insurance companies. 
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The 


The most 

important market... 
the market you can’t 
afford to miss - 


Advertisers have no easy time of it when it comes to 
selecting magazines within given advertising budgets. 
Just as pressing and important as what to choose is what 
to leave out. Perhaps more important. Fi 


Not too many years ago the problem appeared simple 
and the solution, unsophisticated. Most advertisers chose 
the magazines with the largest circulations. 


Today, of course, effective advertising and efficient bud- 
geting demand that media be used as precise marketing 
tools. And the gauge in their selection is far more qualita- 
tive. This explains why, for example, in the past decade 
the news magazines have become the consistent spear- 
head of major advertising campaigns . . . notwithstand- 
ing numerical circulation comparisons with mass media. 


It also explains why, among news magazines themselves, 
more and more advertisers have recognized “U.S.News 
& World Report” as... 


most important 


magazine 
of all 


No other magazine is so thoroughly read by so many 
important people motivated by one vital need—essential, 
useful news. No other magazine meets this need by con- 
centrating, every week, exclusively on such news. The 
result:'a highly nonduplicated audience of leaders in 
business, industry, government, the professions—and the 
community. 

These are subscribers with a higher average family in- 
come than that of any other news magazine, or any 
magazine with more than one million circulation. For 
advertisers, this means “U.S.News & World Report” 
covers a larger number of actual customers and prospects 
than magazines with even larger circulations. Clearly, 
here is one market no advertiser wants to miss. 


Ask your advertising agency for the documented facts 
about this important magazine . . . from your standpoint, 
very likely the most important magazine of all! 


& WORLD REPORT 
now more than 1,150,000 net paid circuation 


Advertising offices, 45 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Philadelphia, Pittsburgh, 
Cleveland, Detroit, Chicago, St. Louis, San Francisco, 

Los Angeles, Washington and London. 


aioe Wie tn Bee p a eae Lay ieee es po 
fi " : = ree! sie. “ 2 thle J - _ Te ee OE Cah eR aa L step see 
7 a a7, one ese “ Bn : ae eh ae 
: ; eae ae Sean Ee pisces “eta, oo ee ea, F a ey: 
é; Brciges <e Pale On cae hee 5 i ts ah eta E a gat Se NT mae ey oe 5 
SPS Syed ai IN fe anaes . te el ee pee ste ty Soe Seen : oar pir ae Na a fide FO ge gh he cage cena nce . i ee a 
ey Em pe “ Pati ; “Hae penne eS en. wo: Geen thc 7 eS as > + ee IES RoI pr ree ok : 3 
‘ es Peete oi he eee ee ee Babes Sse) a eee 4, Stile ge eile ia epee aie 2 ae Suomen ee errs gee eyenomens Sal cee < Re e : f 
Bey nie m~ ‘ J \ re . ia a = = eo > hate he = Ps Pt. s “ 2a 
ae ie : 
oe ae 
ss ad 
as futile 
cee oe 
% J a 
h = Onl 7 
pi ae 
ek? 4 tee 
ako: aes 
Bac a 
o2 eg! 
Jan Sag 
ay fal 
ahs pee 
9 Br 
ney 2a 
F-WSEN. os 
My i 
a ee yt 
¥ + ‘ s 
é in 
sas oe 
BY st cae 
‘ 
4 s . 
ee es 
4 — tee 
Sindy Sana Ser 
Be aK. ia 
wae - 
va 
2 sa : 
een 
aie 
Bake 
i 
illic 
og 
gee 
aa : 
or a. 
ey eee. 
ae 
= 5 
“3 i 
ae oF a 
vip bs Bee. 
oy; us i te 
2 ie 
pa =f 
aay m3 
pSrol . 
tt ? 
a re 
moe ie 
as ie ie 
cay oy 
oe me 
as “he 
hoes ies, 
pes i 
ey we 
oo er 
: 4 79 A 
os ‘ is 
Seek ie 
ey oa 
ee : Ly 
ie rie 
ay rs 
oe ie 
sy j x 
Pte i 
eer a 
in es ; A 
ep 
ie ssa E 
oe 
aa 
ts 7 
es a 
ete , 
Ney 
5 
Rood 
e * S 
a 
; a 
; 
a2 ee 
: 
oad 
th 
= 
. a £ 7 ire” : - ies : . . i 7 pale # ca 7 8 gS Fen - % a <f a + - J 
myth ae. en > ne i agen 
fetes oe eos ~ 
a eS Fock el 4 


10 


Breck, Remington Spin Separate 


Joint Disc Drives 


New Yorn, July 27—John H 
Breck Inc. will enter its second co- 
operative venture with RCA Vic- 
tor next fall, in which the hair 
preparations manufacturer’ will 
double its 1959 advertising expend- 
itures to promote its consumer 
offer of a “preview” album. Breck 
has allocated $600,000 for adver- 
tising and sales promotion of the 
premium 

The special LP album will con- 
tain 15 classical and popular se- 
lections from RCA _ Victor's 23 
“New sound America loves best” 
albums. It will be available in mon- 
aural or stereo for $1 plus a Breck 
boxtop label during the Sept. |- 
through-Dec, 31 promotion. The 
preview album is not available 
through regular outlets. Last year's 


album, which contained 12 selec- 
tions, sold more than 250,000 
copies 


Breck will support its consumer 
offer with color pages in two con- 
secutive each of Good 
Housekeeping, Ingenue, Ladies’ 


issues 


Home Journal, Reader's Digest, 
Scholastic and True Story Wom- 


en's Group. The same ad will be 
run one time in American Girl, 
Co-Ed, Glamour, Harper's Bazaar, 
McCall's, Parents’ Magazine, Sev- 
enteen, Teens Today and Vogue 
The shampoo maker also will pro- 
mote the album in four one-minute 
commercials on CBS-TV specials 
tentatively titled “Breck Family 
Classics.” 


e To back its advertising push, 
Breck will supply its retailers and 
beauty with a variety of 
point of sale material prepared es- 
pecially for its album offer. This 
will include color counter and wall 
posters, floorstands, shelf talkers, 
window displays, basket cards and 
purchase folders for Breck sales- 
men. Order blanks will be in- 
cluded with all display material, 
as well as on shampoo and cream 
rinse packages 

RCA Victor will launch its ad- 
vertising with a color page in the 
Oct. 3 Life, promoting the Breck 
premium offer as well as all of its 
other “New sound America loves 
best” albums. The same ad later 
will be run in Cosmopolitan, Es- 
quire, High Fidelity, the New York 
Times Magazine, The New Yorker 
and Saturday Review. 


shops 


@ The record company will 
ture the new albums in two 
second tv commercials on 
this fall. Taped 30-second and 
minute radio spots also will be 
available to RCA Victor distribu- 
tors in a co-op campaign 

Point of sale merchandise to 
promote the “New sound” record 
series will include a window “spec- 
tacular,”” which counter-revolves; 
blowups of the magazine ad; col- 
or pennants; a 12-page color cata- 
log; counter cards and newspaper 
ad mats 

In pointing to the success of the 
1959 joint promotion with Breck, 
W. 1. Alexander, RCA Victor rec- 
ords’ manager of advertising and 
promotion, said that a survey of 
2,500 purchasers of the preview 
album and their neighbors showed 
that the purchasers of the preview 
album bought more than twice as 
many of the company’s “New 
golden age of sound” series than 
their neighbor phonograph owners. 


fea- 
60- 
NBC 


8 In addition to its Breck tie-in, 
RCA will promote its low-price 
line, RCA Camden, with ads in 
Billboard, Look and Record & 
Sound Retailing, as well as with 
co-op radio spots. 

The agency for Breck is N. W. 
Ayer & Son; RCA Victor’s agency is 
Grey Advertising Agency. = 


a 


with RCA Victor 


New York, July 27—The Rem- 
ington Rand division of Sperry 
Rand Corp. will run a heavy print 
schedule to back a summer joint 
promotion with RCA Victor in 
which the typewriter manufac- 
turer will offer consumers a free 
45 rpm record 

During the “Be a hit at school” 
campaign, running Aug. 1 through 
Oct. 10, consumers will be able to 
get the free record by going to a 
Remington Rand dealer for a dem- 
onstration of the company’s port- 
able typewriters. The free disc 
will include six selections by RCA 
Victor artists Neil Sedaka, Henry 
Mancini, Della Reese, The Browns, 
Sam Cooke and Jeanie 
The record will not be 
through regular outlets 

At the time of the demonstra- 
tion the consumer will be invited 
to type a letter to his favorite art- 
ist from the above group, telling 
him why he enjoys listening to his 
records. Letters will be judged by 
a panel of RCA Victor recording 
artists. The first 500 winners will 
receive six LP albums each, 
the next 1,000 winners will be 
given one album apiece. Any of 
the winners who bought a Rem- 
ington portable during the contest 
period will have double the pur- 
chase price returned 


Johnson 
available 


and 


® Remington Rand will promote 
the co-op venture, as well as the 
six recording artists and their 
other releases, with a two-color 
spread in Life, a four-color page in 
Junior Scholastic and Senior Scho- 
lastic, a two-color page in Seven- 
teen, b&w spreads in Boys’ Life, 
Ebony and ‘Teen, and half-pages in 
Family Weekly, Parade, This Week 
Magazine, and Suburbia Today 
The record company will run a 
column in Life to supplement Rem- 
ington’s spread. A minute color 
commercial on NBC-TV's “Bonan- 
za” rounds out RCA Victor's ad- 
vertising 

Remington Rand will back its 
advertising with a heavy point of 
sale compaign, including window 
displays, banners, easel cards, pen- 
nants, decals, dealer badges, bro- 
chures and ad mats 

Another facet of the joint pro- 
motion includes dealer contests for 
the best window displays. Winning 
Remington dealers will receive 
RCA Victor stereo phonographs, 
and RCA Victor dealers with the 
best displays will be awarded Rem- 
ington Rand Travel-Riter portable 
typewriters. 


® Details of the co-op effort were 
coordinated through Leonard Fell- 
man Co., merchandising consult- 
ant. Remington's schedule was 
placed through its former agency, 
Gardner Advertising Co. (the ac- 
count has since moved to Compton 
Advertising), while RCA’s was 
placed by Grey Advertising Agen- 


cy. # 


Arnot Elected Chapter Head 

J. P. Arnot, Katz Agency, has 
been elected president of the San 
Francisco chapter of the Ameri- 
can Assn. of Newspaper Repre- 
sentatives, Also elected were J. 
James Clamorey, Moloney, Regan 
& Schmitt, vp; Walter F. Patzlaff, 
Branham Co., secretary, and Vir- 
gil L. Dion, Ridder-Johns _Inc., 
treasurer. 


Morais, Oddy Join McCann Ltd. 


J. G. Morais, formerly an ac- 
count supervisor of J. Walter 
Thompson Co. Ltd., Toronto, has 
joined McCann-Erickson (Canada) 
Ltd., Montreal, in a similar post. 
T. M. Oddy, formerly office man- 
ager and an account executive of 
Kenyon & Eckhardt, Montreal, has 


joined McCann in Montreal as an! 


jaccount executive. 


Kazanjian Resigns 
at Peter Paul, Hits 
‘Mismanagement’ 


NAUGATUCK, Conn., July 26—The 
exec vp and advertising manager 
of Peter Paul Inc. has resigned 
after 28 years with the company, 
charging the company with mis- 
management, amid indications that 
a stockholder battle may be in the 
offing. 

Harold G. Kazanjian, son of one 
of the original six founders of the 
candy company, also resigned as a 
member of the executive commit- 
tee but maintained his seat on the 
board of directors. 

In a strongly worded statement 
reviewing his “well known” dis- 
pute of several years standing 
with Peter Paul's president, John 
H. Tatigian, he charged that his au- 
thority has been “whittled away” 
ever since he became exec vp in 
1954, and severely criticized the 
management of the company since 
1950. 

“I think, therefore, that it is 
timely for me to resign and free 
myself from any restrictions the 
office may place upon me, in order 
to take such steps as I may deem 
advisable in the interests of the 
stockholders of this company,” he 
said. 


@ Mr. Kazanjian told ADVERTISING 
Ace, “I am now ready to fight the 
battle,”’ but he would not elaborate 
further nor make any additional 
comment, on the advice of his 
counsel, he said. 

Mr. Tatigian, president since 
1951, confirmed the resignation 
and added that it was “unanim- 
ously accepted” by the board. He 
pointed out that Peter Paul sales 
and earnings would be “substan- 


tially” greater for the fiscal year | 


just ended; he declined any com- 
ment on Mr. Kazanjian’s charges. 
Peter Paul does not reveal its 
sales or total earnings, but they 
set alltime records in 1948, when 
per share earnings were $4.97. 
Since then they have ranged from 
$4.66 a share in 1949 to $3 or be- 
low every year since. They were 
$2.01 per share in fiscal 1959. 


e Peter Paul has been one of the 
leading candy advertisers, with a 


| budget of more than $1,000,000 for 


8iIG—T his 
catching leg and 
foot is painted on 
a 30° wall 
in Los Angeles at 
Seventh and 
Hope Sts. for the 
Ceramic Tile In- 
stitute. It will be 
there for the next 
12 months. Latta 
& Co. is the agen- 
cy. 


eye- 


high 


It spent an estimated 


many years 
$2,000,000 last year and probably 


will go higher in 1960. Solidly in 
spot radio for about 20 years, the 
company has shifted its emphasis 
to television since 1954. Dancer- 
Fitzgerald-Sample, New York, han- 
dles the Peter Paul account. + 


Dailies Show 4.6% 


Ad Gain for First 
Half: ‘Media Records’ 


New York, July 28—Newspaper 
advertising was up 5.7% in June, 
bringing the medium’s gain in the 
first half of 1960 to 4.6%—or 63,- 
974,918 lines better than the ‘59 
total. 

Every category except general 
showed improvement, both for the 
month and for the year to date, 
according to figures compiled by 
Media Records in its regular 52- 
city check. General was down 
6,653,149 lines, or 3.6%, for the six- 
month period. 

Automotive made the best swing, 
with a gain of 16.1% in June (up 
2,504,422 lines) and an advance of 
15.7% (12,256,101 lines) for the 
first half. Total automotive linage 
was 90,258,595. In June this linage 
amounted to 18,018,293. 

Total advertising for the first 
half came to 1,445,854,945 lines. 
For June alone, newspapers car- 
ried 250,556,169 lines—an increase 
of 13,584,590 lines. = 


— “ 


Dill Introduces Dapper 

Dill Co., Norristown, Pa., is using 
30 spots per week over two tv 
stations to introduce Dapper, a 
laundry starch in a spray can, in- 
to the Philadelphia area. The 
product will be introduced in oth- 
er areas in the near future. N. W. 
Ayer & Son is the agency. 


Bill Named to WNEW-TV Post 

George R. Bill has been named 
to the new post of station business 
manager of WNEW-TV, New York. 
Mr. Bill also will continue as as- 
sistant treasurer of Metropolitan 
Broadcasting Corp., which owns 
the station. 


Hockaday Adds Head Skis 

Head Ski Co., Timonium, Md., 
has appointed Hockaday Associ- 
ates, New York, to handle its ad- 
vertising. Emery Advertising Corp., 
Baltimore, formerly handled the 
account. 


Advertising Age, August 1, 1960 


General Foods 
Spent $110,000,000 
for Ads in ‘59-’60 


New York, July 27—General 
Foods Corp., the nation’s largest 
food packager, invested “nearly 
$110,000,000" in advertising during 


its 1960 fiscal year ended last 
March 31. 
Wayne C. Marks, president, re- 


ported this record expenditure at 
the annual stockholders meeting 
here today. 

This expenditure was 146% 
higher than the $96,000,000 report- 
ed for the 1959 fiscal year 

Explaining this investment, Mr 
Marks said 

“I want to underscore that these 
promotion expenditures cover more 
than the media costs, which in- 
clude television and radio, news- 
papers and magazine ads 


® “They include all the dollars we 
spend in all forms of promotion 
to stimulate the sales of each 
our more than 250 
brand name products 

“Yes, advertising and promotion 
costs money, but our earnings and 
growth record indicate clearly that 
it pays. As we have more busi- 
nesses and brands to promote, we 
must be—and are—prepared to 
invest still more funds to sell our 
growing number of products.” 

Sales in the company’s latest 
fiscal year increased by only 3.2% 
to a total of $1,087,000,000, but net 
earnings soared 12.8% to a record 
high of $61,071,000. 


of 
individual 


@ It was a happy annual meeting 
at the Roosevelt Hotel today. 
Stockholders approved a two-for- 
one stock split and heard a clos- 
ing report on results in the first 
quarter ended June 30; sales up 
6.9% and profits up 9.7%. The 
first quarter profit of $16,150,000 
was the best first quarter per- 
formance in General Food history. 

In his report to the stockhold- 
ers, Mr. Marks emphasized what 
he called the “minor revolution” 
taking place in the age distribu- 
tion of the U.S. population. 

“In the next five years,” he 
pointed out, “the group from 15 
through 19 years of age will jump 
almost 30%, against 9% for the 
total population. By 1965, close to 
half the people in the country will 
be under 25. These younger people 
will have different nutritional re- 
quirements and taste preferences, 
thus providing opportunities for 
companies alert enough to antici- 
pate them.” 


s The GF president also made a 
point of stressing the “wholesome” 
quality of the television programs 
the company sponsors. “The 
wholesomeness of our programs 
is as important to us as the whole- 
someness of our products,” he 
said. “And, we expect to keep 
them that way.” 

Mr. Marks concluded his report 
by showing the stockholders seven 
of the company’s “prize television 
commercials.”” These were spots 
for Birds Eye frozen baby foods, 
Jell-O (a Chinese pantomine pro- 
duction), Swan’s Down cream puff 
and chocolate eclair mixes, Kool- 
Aid, Gravy Train, Instant Maxwell 
House and Post Sugar Crisps. + 


Shulton Names Two 


Eugene Di Scala, an artist with 
Shulton Inc., New York, has been 


|appointed art director-packaging 


in charge of packaging design for 
the company’s domestic and in- 
ternational divisions. Shulton also 
has named John A. Scharwath, 
formerly a marketing specialist 
with U.S. Rubber Co., sales promo- 
tion manager of the fine chemicals 
division. 
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crossover 


crossover 
crossover 


A crossover network 
separates broad frequency 
signals into narrower 
frequency bands. 


In the familiar hi-fi set, the 
crossover distributes high 
notes to the tweeter speaker; 
low notes to the woofer. 


Like a crossover network, 
Electronic News separates 
the broad spectrum of 
industry technical and 
business developments into 
eight news departments. 
This technique permits each 
reader to turn directly 

to the news that satisfies his 
own individual needs 

and interests. 
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Detroit Eases Off 
in Battle with 
Foreign Autos 


Detroit, July 28—Just about 
the time the American auto mak- 
ers seemed to have the foreign car 
invasion of this country stemmed, 
if not turned back, they are show- 
ing signs of abandoning the ram- 
parts 

At least some of the European 
manufacturers think the pressure 
of the American compact is eas- 
ing off and will continue to do so 
in 1961 and afterward 

They believe American 
are not satisfied with the 
margin of profit gleaned from a 
sales fight in the economy caz 
market. The growing impression 
is that the American companies 
would like to count on a little 
more money made per car 


makers 
narrow 


® One example Ford Motor 
Co.'s earnings picture for the first 
half of 1960. Ford had one of its 
best production periods, with unit 
sales 7% higher than in the first 
half of 1959, yet dollar sales were 


1s 


24% less than in the first six 
months of 1959, $2,885,000,000 as 
against $2,954,000,000. Much of 


this can be laid to sales of the less 
profitable Ford compact cars, 
which represented about one-third 
of Ford's total unit sales 


® John T. Panks, managing di- 
rector of Rootes Motors Inc., dis- 
, tributor of the English lines of 
Hillman, Sunbeam, Humber and 
Singer small cars in the U. S., is 
reported as expecting an upturn 
for the imports generally with the 
advent of the 1961 American mod- 
els. He says there is a definite trend 
toward larger-size U. S. compact 
cars, with larger and more power- 
ful engines 

This is known to be a fact. The 
new so-called American compacts 
in the GM line—Tempest, Olds 
F85 and Buick Special—definitely 
will be 4” to 6” longer in wheel- 
base than the first compacts that 
appeared last year—about 112” 
altogether—and probably will run 
400 lbs. to 500 Ibs. heavier. Ford's 
Comet was the first example of 
the larger “compact,” and it is 
doing extremely well on the mar- 
ket. 

It is also known that engine 
horsepower of the 1961 American 
small cars will be increased in 
most cases from 85 or 90 to 100 or 
more, or at least an offering will 
be made of optional engines of 
higher horsepower rating. 
es The foreign 

country, which 
10,000 units in May, the latest 
available state registration fig- 
ures, down to 45,623 from 54,337, 
may be expected to steady for the 
remainder of this year. The im- 
porters look for an upturn again 
as the 1961 market develops 


car sales 
went off 


in this 
nearly 


Mr. Panks, looking broadly at 
the entire import market and not 
only at the English makes his 


company represents, says Europe- 
an manufacturers will continue to 
offer the same kind of economy, 
size and purchase price they were 
offering at the time they broad- 
ened their American market from 
a figure of around 50,000 yearly 
to more than 10 times that nurn- 
ber. 

“Success of both 
U. S. compacts 
doubt that a 


imports and 
beyond 
of the 


shows 
large part 


motoring public wants more eco- | 


nomical and more sensibly sized 
cars,” Mr. Panks said, in a New 
York interview recently. “If the 
Big Three turn their backs on the 
market, imported cars will contin- 
ue to meet the demand and will 
gain by it.” 


The Special and F85 compacts 
about to be tntroduced by Gen- 
eral Motors will not be too differ- 
ent from standard-size cars under 
the hood, except for engines made 
mostly of aluminum. The power 
plants will be V-8s, with a lower 
horsepower rating than the stand- 
ards, but greater than the 1960 
American compacts. Pontiac's 
Tempest, on the other hand, will 
be truly different. It has more of a 
sports car appearance, a four 
cylinder engine such as has not 
been seen among the Big Three 
offerings for nearly 30 years, and 
a transaxle development, which 
means a combination of the for- 
merly front-mounted transmission 
with the differential at the rear 
axle point. This permits removal 
of the “hump” in the car floor, as 
was the case in the 1960 engine- 
in-the-rear Corvair, and a feature 
with much customer appeal 


® The auto companies have been 
researching, studying and evaluat- 


ing the market as never before 
Any moves they make will not be 
leaps in the dark but calculated 
by balancing one aspect against 
the other. A strong wish to make 
money on their cars, not merely 


hang up record unit volumes, is a 
motive in which the foreign mak- 
ers are taking comfort. The 
advantage held by the foreign 
cars evidenced in the report, 
that, if and when Ford does ap- 
pear with a true small-small econ- 
omy car, possibly a year from 
now, its engines and other com- 
ponents will be built in Ford's fac- 


labor 


is 


tories abroad The UAW-CIO, 
speaking for its members, already 
is viewing this possibility with 
alarm 


@ It is an accepted fact that Eu- 
ropean cars have this advantage 
Most marked evidence of this was 
the case of Volkswagen, the top- 
seHer among the imports, when it 
moved several years ago to start 
manufacture of cars in this coun- 
try. It even acquired a plant in 
New Jersey at a cost of some $1,- 
000,000, but abandoned the proj- 
ect because it became evident it 
could not compete while paying 
American labor rates. # 


NBP Completes 
Lineup of 17 
Standing Committees 


WASHINGTON, July 27—Nation- 
al Business Publications has com- 
pleted the lineup of its standing 
committees 

Chairmen of the 17 commit- 
tees are: T. Richard Gascoigne, 
chairman of the board, Hayden 
Publishing Co., advertising sales; 
William A. Wilson, president, Pit 
& Quarry Publications, agency 
membership; Paul Wooton, chair- 
man, executive committee, Society 
of Business Magazine Editors, al- 
lied interests; Robert L. Hartford, 
publisher, Machine Design, circu- 
lation auditing practices. 

Richard P. Smith, president, 
W.R.C. Smith Publishing Co., con- 
stitution and by-laws; Leo Hagger- 
ty, treasurer, Conover-Mast Pub- 
lications, costs and accounting; 
Fred C. Crowell Jr., vp, Insurance 
Field Co., education; Louis J. Per- 
rottet, vp, Conover-Mast Publica- 
tions, executive; P. M. Fahrendorf, 
vp, Chilton Co., nominations; Rob- 
ert B. Konikow, managing editor, 
Advertising Requirements, produc- 
tion; John H. Kofron, director of 
research, Chilton Co., research; Ar- 


Mast, standard practices. 


® Leonard A. Ejiserer, exec vp, 


American Aviation Publications, | 


finance; John W. Hartman, presi- 


lation; Milton B. Kihlstrum, presi- 
dent, Miller Publishing Co., mem- 
bership; Marshall Haywood Jr., 
president, Haywood Publishing 
Co., operations; David R. Watson, 
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Tidy House 
la., is using news- 
and radio in test 
marketing its new Spring Rain wa- 
ter softener in Cincinnati, Colum- 


Products 


spot 


bus, Dayton, and Indianapolis 
Guild, Bascom & Bonfigli, San 
Francisco, is the agency 


president, Watson Publications, 
public relation. The latter five 
chairmen are board-elected vice- 
chairmen of NBP for their respec- 
tive areas of major association re- 


‘sponsibility. + 


Jerrold, Community 
TV Company, Told 
to Halt Sales Deals 


PHILADELPHIA, July 29—U. S 
District Judge Francis L. Van Du- 
sen this week granted injunctions 
aimed at breaking up an alleged 
monopoly in the community tele- 
vision field by Jerrold Electron- 
ics Corp 

An antitrust suit was filed in 
February, 1957, against Jerrold 
and five subsidiary companies and 
Milton J. Shapp, president (AA, 
March 4, °57). The five-week trial 
before Judge Van Dusen, sitting as 
judge and jury, began last Nov. 11 

The judge sustained govern- 
ment charges that the Jerrold 
group was guilty of an illegal mo- 
nopoly because it refused to sell 
equipment to operators unless they 
agreed to purchase all subsequent 
parts and apparatus from Jerrold. 


@ The group will be unable to 
continue this practice under the 


|injunction. It also forbids Jerrold 


to acquire any more subsidiary 
companies for a three-year period 
beginning Arpil 2, 1960 

However, Judge Van Dusen re- 
fused to order Jerrold to divest 
itself of its present holdings, as 
requested by the government. 

Community television systems 
are used in remote areas where 
television reception is poor. They 
consist of a booster apparatus 
which brings programs from dis- 
tant points. 

Jerrold’s main headquarters are 


| located in Philadelphia, along with 
|National Jerrold Systems Inc., a 


subsidiary. The other subsidiaries 
named in the suit are Jerrold- 
Northwest Inc., Seattle; Jerrold- 
Southwest Inc., Dallas; Jerrold- 


| Ohio Inc., Cleveland; and Jerrold- 
thur H. Dix, vp research, Conover- 


Mid-Atlantic Corp., Baltimore. + 


Advertising Inc. Names Barnes 


Frank T. Barnes has been 


/named exec vp and director of 
dent, Bill Bros. Publications, legis- | 


Advertising Inc., St. Petersburg, 
Fla., agency. He formerly was di- 
rector of public relations of U. S. 
Land Development Corp., Fort 
Lauderdale, and account executive 
of Steiner & Wall Advertising. 


FCC Hits Stations 
in Little Rock on 
Convention ‘Slip’ 


Wasninctron, July 27—All three 
Little Rock tv stations were in 
dutch with the Federal Communi- 
cations Commission this week for 
broadcasting state Democratic pri- 
mary speeches and election returns 
and not parts of the Republican 
Nationa! Convention 

In a telegram to KARK-TV, 
KTHV, and KATY, the FCC asked 


the stations why they weren't 
living up to Section 315 of the 
Communications Act, which re- 


quires “equal time” in the presen- 
tation of public issues 

The FCC acted after Chairman 
Frederick W. Ford received a pro- 
testing telegram from Mrs. W. Y 
Pake, president of the Greater 
Little Rock Women's Republican 
Club. Mrs. Pake said the stations 
would not carry the Republican 
convention Monday night “al- 
though complete coverage of Dem- 
ocratic national convention 
carried by all three stations.” 

Mrs. Pake demanded that the 
three tv stations broadcast a re-run 
of the keynote address by Rep 
Walter H. Judd (R., Minn.) 


was 


e® With two of the seven FCC 
members dissenting, the commis- 
sion sent the telegram, requesting 
a full statement of the facts. It 
said: 

“Section 315 of Communications 
Act requires reasonable opportuni- 
ty for discussion of conflicting 
views on issues of public impor- 
tance. It would appear from in- 
formation available to commission 
that your plans for coverage of 
Republican national convention 
compared with your coverage of 
Democratic national convention do 
not comply with this provision 
Requirements of local political 
election are recognized. However, 
it does not appear from the facts 
available that a reasonable effort 
has been made also to meet the 
fairness provisions of Section 315.” 

Dissenters on the commission 
were T.A.M. Craven and John S. 
Cross. They argued that the sta- 
tions had made “a proper decision” 
in airing the state primary. A sta- 
tion is under obligation to consider 
the “tastes, needs and desires of 
the public it is licensed to serve,” 
Mr. Cross stated. 

Commissioner Robert T. Bartley 
concurred in sending the telegram 
but said FCC acted on incomplete 
information. 


® Douglas Romaine, general man- 
ager of KARK-TV, said, “We did 
what we thought was in the pub- 
lic interest in our coverage area. 
The winning of the Democratic 
primary is tantamount to election 
in the state, and we figured carry- 
ing the candidates was more in 
the public interest than in the first 
session of the convention.” = 


Carling Buys Backus Show 
Carling Brewing Co., Cleveland, 
has bought California National 
Productions’ “The Jim Backus 
Show—Hot Off the Wire” for 
showing in 51 markets, through 
Lang, Fisher & Stashower. H. P. 
Hood & Sons, Boston, has bought 
the Backus show for showing in 
New England markets, starting 
in October. The 52-week order will 
include 39 new shows and 13 re- 
peats. The Hood buy was made 
through Kenyon & Eckhardt. 


‘Ritter Adds Sunny Hunny 


Sunny Hunny Inc., Philadelphia, 
a national chain of restaurants, 
has appointed Ritter, Sanford, 
Price & Chalek, New York, to 
handle advertising. Jack Skaff, 
director of national sales for the 
company, has been promoted to 
vp in charge of sales, advertising 
and media promotion. 


Convention Was 
Just Ho Hum for 


Some TV Viewers 


Cuicaco, July 29—Independent 
tv stations in two cities made con- 
siderable ratings “hay” while the 
Republican convention shone on 
network outlets this week. 

CKLW-TV in Detroit showed 
heavy gains over its normal audi- 
ence share during the convention 
hours, according to a_ special 
American Research Bureau tabu- 
lation. CKLW-TV said it was evi- 
dent that “Detroit area tv audi- 
ences are rebelling against the 
networks’ steady diet of political 
palaver during prime evening 
hours.” 

On Monday, the station had au- 
dience share 


increases ranging 
from 30% to 98.5%, and captured 
as much as 37.8% of the Detroit 


area audience during the evening 
On Tuesday, the increases ranged 
up to 236.6% over normal, and 
the audience share at 8 p.m. got 
up to 47% 


8 In Chicago, independent WGN- 
TV also gained a large number of 
viewers who wanted to escape the 
network convention coverage. On 
Monday, “Wild Bill Hickok” and 
“Bugs Bunny” scored 40.5 on a 
special Trendex rating, against 
27 for the closest network. Lat- 
er that evening “State Trooper” 
and “Highway Patrol” pulled a 
47.9 rating, against 26.9 for the 
closest competitor. + 


Campbell-Ewald Names Two 

Campbell-Ewald Co., Detroit, 
has appointed Richard L. Eastland, 
in charge of the Hollywood office 
for the past four years, a vp. At 
the same time, Jerry Kabel, for- 
merly a columnist for the Detroit 
Times, has joined the agency as a 
copywriter. 


Firth Names Parsons 


Firth Corp., Boston, has ap- 
pointed Parsons, Friedmann & 
Central, Boston, as agency for 


Fashions First, a new independ- 
ent national tv syndicating group. 
The Fashions First series had a 
39-week run locally in Boston on 
WHDH-TV. 


Standard Security Elects Harris 
Henry S. Harris has been ap- 
pointed assistant vp of Standard 
Security Life Insurance Co. of New 
York. He continues as assistant to 
the president and director of ad- 
vertising and public relations. 


Fresh corn’s here |=" 


Lene y at metre 
+ oe erreng eh 
‘ Ane Wee 


Real Butter |= 


co-) “> 


| CORNY—Corn on the cob and Alcoa 
'Wrap get promotion in this two- 
jcolor newspaper ad for butter by 
the American Dairy Assn., Chicago. 
The ad is running in 96 newspapers 
throughout the country. Campbell- 
| Mithun, Chicago, is the agency. 
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AS we've been telling you... 


The Extra Selling Thrust 


that 
The Washington Star gives your advertising 


show 
S UP where it means most... in results 


FROM A LEADING WASHINGTON HOME BUILDER (name on request) 


66 
The weather was bad... it was the most unseasonable period of the year for Rea/ 


estate sares...out Ee response to our color 
page in The Star was electrifying 


... we sold over $300,000 worth of homes at a cost of /ess 


than eight-tenths of one percent. 99 


Specia/ Florida Re, 
presentatives: MCcAskili, 
. Herman 4 Daley, inc., Roosevelt B/dg., 4014 Chase Avenue, Miami 8 
» Milam! Beach, Florida 
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These success stories 


are 25 reasons 

why Look Magazone 
iS expanding to 
every ISSue 


Now, only LOOK offers regional coverage to every advertiser 
in every issue, On a no-waiting, insertion-guaranteed basis 


The 25 advertising success stories on these pages prove the power of LOOK’s Magazone 
to sell goods and services in virtually every classification. Though marketing goals 
differ among these 25 advertisers, the record of success is the same. 


Magazone, providing advertisers with eight sales areas available individually or in 
any combination, has turned a new marketing idea into a practical, effective reality. 


Because of the tremendous demand for it, Magazone insertion can now be guaran- 
teed in every LOOK issue—without waiting, without partners. For the complete, doc- 
umented story on the 25 case histories cited —and many others—contact your LOOK 
representative. We’d like to publish your Magazone success story soon. 


LOOK 


New York—Murray Hill 8-0300 + Chicago—Central 6-8127 * Hartford—Chapei 6-5409 + Minneapolis—Federal 9-0371 
Detroit — Trinity 5-2786 + Cleveland—Main 1-3698 + Pittsburgh—Express 1-3036 * Philadelphia— Market 7-2587 
Atlanta—Trinity 2.9017 + Dallas—Riverside 8-7409 * Los Angeles—Webster 3-8191 + San Francisco—Garfield 1-4960. 


ARBOR HOMES 


Received over 1,000 high-quality 
responses to its ad at a ‘‘cost 
per inquiry less than % 
that of our regular TV 
promotion.”’ 


ZONE i 


GRANT 
BATTERIES 


“Grant advertising in LOOK 
has made better customers 
of old ones and added new 
dealers for us.'’ New 
jobbers and dealers led to 
substantial sales increases. 


ZONES 5, 8 


MAIN LINE 
HOMES 


Coupon ad drew 
over 5,000 responses which 
“led directly to the 
sale of over $500,000 
worth of homes.” 


ZONE 2 


NATIONWIDE 
INSURANCE 


Every report indicates 
campaign was ‘‘the greatest 
sales aid we have ever devised.’' 
Regional sales managers 
say LOOK ads had 
“terrific impact on public."’ 


ZONES 1, 2, 3, 4, 8 


STEERO 
BOUILLON CUBES 


Sales increase 
was ‘‘more than double 
normal rate of growth”’ 

in the first month of 
LOOK advertising. 


ZONE 7 
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DU BOUCHETT FEDERATED MUTUAL 
INSURANCE GLIDE CONTROL 


BYRD APPLES CORDIALS 
“With the power and prestige On the strength of 


the response to its first ad, 


World's largest apple grower Jobber enthusiasm led to 
found ‘‘ad gave the salesman “heavy merchandising to the of LOOK, agents won a muct 
a perfect entry—and trade by all our salesmen higher percentage of the company is ‘making 
more important—a sales ... the ultimate of what interviews than on cold calls. LOOK Magazone our number 1 
clincher!" we would like at all times."’ Our ad dollar has never advertising medium in 1960." 
brought greater results."’ 
ZONES 3, 6 ZONES 5, 8 ZONES 3, 5 ZONE 1 


KESSLER-HUNTER 
DISTILLERS KING STORES LESLIE SALT 


Chose LOOK to promote 


HOFFMAN TV 


Limited dealer listing ad “The announcement of the Reports enhanced prestige, 
“established Hoffman as the Magazone campaign was impact and long-lasting new high-fashion approach 
dominant line’’ in many literally met with cheers effectiveness. ‘Sales increases to selling salt. Report 

and enthusiastic applause were greatest where our ‘ad was an important factor 
LOOK ad appeared." in sales jump.” 


leading furniture and 
department stores where it had 
spotty distribution previously. 

ZONE 7 


ZONE 7 ZONE 1 


from our salesmen." 


ZONES 6, 7 


MOGEN DAVID MOTHER GOLDSTEIN 
WINES WINES 


Found ‘‘definite sales increases 


MARYLAND MICHIGAN STATE 
CLUB COFFEE APPLE COMMISSION 


“Association with LOOK Ad ‘pleased growers, Advertised both nationally 
has given us an advertising built brand identification, and regionally in LOOK. directly traceable 
‘showcase’ never before created dealer interest, Reported: ‘Substantial sales to our Magazone ad.” 
possible via newspapers and, finally, promoted increase in those Ad also helped build 
the sale of our appies.”’ markets which utilized better brand image. 
LOOK Magazone." 


and spot television." 
ZONES 4, 5, 8 ZONES 3, 4, 5, 6, 7, 8 ZONE 1 


ZONE 6 


SLUMBERLAND 


NEW BEDFORD 
SEAFOOD COUNCIL RESINOL SHAW SHOES MATTRESSES 
Dealer-listing ad 


‘Chain stores, independents Received ‘‘over 1,000 Agency reports ‘‘tremendous 
and wholesalers report responses’’ to half-page enthusiasm by distributors, “paid for itself 100 times over’ 
scallop sales increases coupon ad for medicinal salesmen and retail stores.’ and markedly enhanced the 
of 20% to 200% skin ointment. Use of merchandising material prestige of the product. 
over the same period by stores was three to four times Follow-up ad caused 
last year.” greater than ever before. record-breaking sales. 
ZONE 1 ZONE 8 ZONE 4 ZONE 1 


VENT-AIR N. E. VOLKSWAGEN ZAYRE 
CONTACT LENSES DISTRIBUTOR DEPARTMENT STORES 


“Our dealer organization feels “Our first LOOK ad was 
so successful, it made 


TASSETTE 


Hidden offer drew “A sharp upswing in business” 
over 1,000 requests, many in the weeks after the that LOOK is one of the best media 
from people who said they were magazine hit newsstands attributed to bring the Volkswagen story us a regular advertiser.”’ Improved 
to LOOK ad. Company to the American public.’ employee morale helped push 
sales to peak levels. 


aware of the product before, 
but ‘‘didn’t pay any attention to has expanded the promotion 
it until it appeared in LOOK.” to other LOOK Magazones. 
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The Editorial Viewpoint .. . 


Constant Growth and Change 


The census listing of the 50 largest United States cities in 1960 
which we published last week got us to thinking about the enormous 
changes in population and markets which have taken place 
country 

The census figures highlighted the amazing rise of Houston. This 
city, with a 1960 population of 932,000, has not only leaped into first 
position as far and away the biggest city in the South, but as the sixth 
largest in the whereas it was 14th ten years ago, 2ist 20 
years ago, and 45th in 1920 

But even more 


in this 


country, 


startling, in a sense, is the longer view. Sixty years 
New York was still far 
and away the large: with almost 3,500,000 population 
Chicago 1,700,000, 
completed the list of million-or-more cities, occupying third place by 
of its 1,300,000 population 


But 1960's third place occupant, 


ago (a not very long time in terms of cities), 
t American city, 
was comfortably second with and Philadelphia 
virtue 
Los Angeles, 


32nd or worse in a lineup of cities 


had only 102,000 peo- 
Detroit had 
13th largest city, 


ple in 1900, and was 
285,000 people in 1900, enough to make it America’s 
but Houston had fewer than 45,000, 

Baltimore largest 1900, with 509,000, 
with 382,000, was in eighth place. Washington had 279,000 
in 1900, entitling it to 15th place, and St 575,000, 
making it the country 
Diego 


and ranked in the 70s 


was the sixth city in while 
Cleveland, 
people Louis had 
fourth largest city in the 
Dallas (672,000), San 


(323,000), 


Such bustling pres- 


ent-day cities as (547,000), 
(430,000) 


one’s eye in 1900 


Phoenix 
and Long Beach 
Dallas 
people, and San Diego had a respectable 


scarcely gleams in any- 
boasting 42,638 
But Phoenix was lit- 


and Long Beach 


were 
was the largest of the four, 
17,700 
than a desert oasis with 5,544 inhabitants, 
harbored only 2,252 presumably 

There really isn't much of a moral to all this, except to remind you 


tle more 
lonely souls 

not to trust your memory about the size and shape of markets, nor 
those impressions you formed as a boy. Things change, absolutely and 
relatively; it’s important to keep abreast of the changes, 


sense, bu 


not merely 
in a bookkeeping or accounting t in terms of mental set and 


outlook 


The Delicate Question of Taste 


The NAB television code review board is one of the hardest work- 
ing and most dedicated groups we know, plugging away at the prob- 
lem of keeping television advertising from being offensive for viola- 
tions of good taste. So we don't like to make its work more difficult. 

But some of the innumerable problems surrounding the subject of 
good taste are pointed up by the discussions at this group's recent 
One of the 
gling now is concerned with motion picture promotion. E. K. Harten- 
head of the 
“We are 


meeting major problems with which the board is strug- 


bower, review board, said 


seeking to have movie distributors use more care in the 
selection of material for television display. Some theater promotional 


commercials have been totally unacceptable: Scenes involving sex, 
violence and horror clipped from a theater feature film are not suit- 
able for the family viewing audience.” 

We But the fact is that the scenes to which Mr. 
Hartenbower objects are actually “clipped from theater feature film” 
Only in a tiny minority of in- 
stances are their showings restricted to “adults only.” 

This If these theater promotional 
clips, actually taken from pictures shown in theaters, are not suitable 
for the family 


tend to agree 


and are actually shown in theaters 


naturally raised the question 
viewing audience seated around the television set in 
the family living room, what strange transmutation makes them suit- 
able for 


on those 


viewing by the same kinds of people when they are thrown 


super-large screens in movie houses or in drive-ins? 


It is, we believe, the fact that in one instance the audience deliber- 
ately picks a horror film or a sex film for entertainment or instruc- 
tion, whereas in the other it suddenly has a segment thrown at it in its 
home without prior warning and without having real freedom of 


choice. 


The Media Mix 


Jones & Lamson Machine Co., an important industrial advertiser, 
has notified the business papers on its list that it intends to cut down 
sharply on the number of publications used, and to become a domi- 
nant advertiser in the remaining books by increasing its representa- 
tion, perhaps going from 12 pages a year to 60 or 72 in a single book. 

The announcement merely serves to illustrate again that there is 
no single “best” way to accomplish anything in advertising, and that 
there are no rock-ribbed. exact, infallible formulas for promotional 
action. Even though we get closer to science, we never really approach 
it. Judgment, intuition, experience and a haunting 
a new approach, still largely govern our actions. 


desire to achieve 


—Sandy Weodbridge, 


“First few days, you'll think we 


love us and everyone outside 


Advertising Age, August 1, 1960 


Rough Proofs 


BRerell & Jacobs, Omaha 
are all crazy. In a month, you'll 


will seem nutty as a fruitcake.” 


What They're Saying 


Farm Background Is Capital 

The boy who is not going to stay 
on the land can capitalize on his 
farm background. Industry is look- 
ing for him, especially if he does 
well in college. For instance, the 
demand for trained agricultural en- 
gineers rises every year. Even now 
the supply is short. Only about 250 
agricultural engineers will get de- 
grees in 1962, as compared with 420 
in 1949. The demand is active for 
farm boys who graduate in chem- 
istry, business administration and 
other industrial and commercial 
fields 


Wheeler 
of Us," 


MeMilien's column, “All 
in Farm Journal 
There's a Difference 

One of the big jobs before us is 
to serub the dirt off that word 
“profit.” We must re-acquaint the 
American public with the differ- 
ence between “making a _ profit” 
and “profiteering”; remind and 
convince them that profit does not 
accumulate in corporate strong 
boxes, but is paid out continually 


for the use and improvement of 
tools 


Ray R. Eppert, president, Burroughs 


Corp., speaking at the Assn. of In- 
dustrial Advertisers’ convention § in 
June 


Role of Paper 

Americans are involved with pa- 
per from the moment they acquire 
a birth certificate, according to 
American Cyanamid Co., as re- 
ported by UPI. 

Noting that man reads from pa- 
per, writes on it, wraps things in it, 
carries things in it, decorates with 
it, cleans with it, drinks out of it, 
dries his hands with it—even 
makes money out of it, the compa- 
ny said the average American fam- 
ily uses a ton of paper every year. 

New York Times, July 19 


‘l Wore It and Wore It...’ 

A Westport dress shop is fea- 
turing a wash-’n’-wear wedding 
gown! 


Harry Neigher, 
Conn 


Herald, Bridgeport, 


foundation account,” 
says 


the 
wonder drugs 


media in 
vestment big enough by any meas- 
urement to assure it the best seat 
in the house 
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“Warner asks agencies to bid on 
the headline 


This will give them a chance to 


get right down to the basic issues. 


The Food & Drug Administration 


is planning to screen the promo- 
tion of all new drugs, 
reports. 


Washington 


This may slow down somewhat 
speedy advent of the latest 


Sears spent $69,530,000 in retail 
1959, and that’s an in- 


A. C. Nielsen is offering a new 


magazine-ty check which will show 
advertisers 
media will provide the greatest au- 
dience of potential buyers 


what combination of 


And maybe at the same time 


they will take a peek into pantries 
and medicine cabinets. 


The Federal Communications 


Commission seems to be attempt- 


ing earnestly to achieve the diffi- 
cult task of unscrambling some 
television eggs involved in the 
award of station licerises in which 
commission members may have 
taken an undue interest. 


Some members of the New York 
Yankees declared, “The White Sox 
is dead,” but that was before the 
Sox invaded the Bronx and took 
three out of four and first place 
from the embattled Bombers. 


“Girls have more money than 
dates, Seventeen finds.” 

A girl with money need never 
be without a Saturday night date 
if she lets it be known to her boy» 
friends that she is in favor of 
Dutch treats. 


| Kleenex has found its bright red 


“hunter’s pack” a popular item, 
and during the next shooting sea- 
son it may even have the National 
| Safety Council in its corner. 


“Tariff board will probe ‘dump- 
jing’ of Czech bicycles here,” the 
story says. 

| And the Czechs aren’t the only 
jones pedaling rapidly into the U. S. 
| market. 

> 


E. B. Weiss thinks it’s time for 
manufacturers to get away from 
“excessive and lunatic” dealing. 

The wheelers and dealers usual- 
ly find life very exciting, even if 
not particularly profitable. 


A New York advertising agency 
admits that it has “the urge to 
merge.” 

Two agencies may not be able to 
live as cheaply as one, but the ex- 
pense accounts may be larger. 


That new bill changer Automatic 
Canteen Co. has acquired is ex- 
pected to boost the vending ma- 
chine business, and of course the 
customers will be hoping that oc- 
casionally there will be an extra 
dividend. 

Copy Cus. 
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Lanny Ross Freeman & Hayes 


& < ste = 
i% Z! | 1,461,200 different homes each 
; | io % , day, 3,131,700 different homes 
— . ol: >» each week hold open house for 
them and give WCBS Radio the 
largest unduplicated audience of 
any station in New York radio! 
A cumulative rating of 33.5% 
daily and 71.8%, weekly of the 
total radio homes in the vast 17- 
county New York area (Cumula- 


tive Pulse Audience, March 1960). 


ONLY WCBS Radio in all of 
New York radio offers this combi- 
nation of top talents and prestige 
programming: Jack Sterling, 


be: , , Martha Wright, 
Arthur Godfrey Bing Crosby & Rosemary Clooney aa Gesu & ieee —— 


mirr ‘iy re eee. ee Godfrey, Lanny Ross, Garry 
e ' Moore, Ed Joyce, Bing Crosby, 
| | Lee Jordan, Rosemary Clooney 
—plus, daytime dramas, special 
events, CBS News, mystery and 
adventure series, and the famed. 
Philharmonic! 

WCBS Radio attracts the biggest 
unduplicated radio audience in 
the nation’s biggest total market! 
Want to call on more different 

people in New York? Call on 


WCBS RADIO 


Represented by CBS Radio Spot Sales. 
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median income again leads that of 
all other men's magazines regularly 
surveyed in the Starch report. 

1.2 million Elks are first in median 
of readers earning $10,000 or more 


than any men’s magazine reported. 


the complete market story, or write 
for your copy of our fact-filled 
booklet —“The ELKS Market.” 


MAGAZINE 


income with $7176 . . . first in percent 


first in more ownership classifications 


Investigate this leading male market. 
Ask your local ELKS representative for 


How to watch a (39S KING 
MERCHANDISING CIRCUS 


and never miss a thing! 


If your product is sold through retail 
stores the bulk of its sales must neces- 
sarily be in the 1,393 cities in which daily 
newspapers are published. 


There is. wide variation in the merchan- 
dising situation in many of these cities . . . 
different merchants with different compet- 
itive attitudes...varying advertising intensity 
in behalf of other brands...variable consumer 
demand and variable brand acceptance in 
trade areas. 


ACB Research Reports enable a mer- 
chandiser to determine many of the 
variables in each market—to exploit the 
strength and bolster the weakness that 
his brand may have. All or any part of 
the 1,393 cities can be covered and each 
market can then be given the individual 
attention necessary to best results. 


ACB Research Reports are always made 
to the users own specifications as to 
territory covered — data contained — fre- 
quency, etc, They tell what advertising 
is running in each city on your brand or 
competitive brands. From this informa- 
tion important decisions can be made on 
sales and advertising strategy. 


Still other ACB Services are available 
to give visual sales tools to salesmen . . . 
to scout new developments . . . advertised 


price reports . . . special auditing and 
certifying services on cooperative adver- 
tising campaigns and many others. 


Send for ACB’s Big 
Tell-All Catalog... 


Worth reading from cover to cover- 
48 pages—and as complete as we could 
make it. Describes fully each of the 14 
ACB services. Gives many case histories. 
Gives cost of each service or method of 
estimating same. Has complete directory 
of all daily and Sunday newspapers. The 
state breakdown of 1,769,540 retail stores 
is reprinted from a U. S. trade census. 

Send for your free copy today! 


ACB SERVICE OFFICES 


353 Park Ave. South +» New York 10 
18S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 Jefferson Ave. - Memphis 3 
51 First St. - San Franciseo 5 


CHECKING BUREAL 


New York, 366 Fourth Ave 
Chicago, 360 N. Michigan Ave 
Los Angeles, 1709 W. 8th St 


Advertising Age, August |, 1960 


Getting Personal 


In the broadcasting wedding of the year, Mrs. Dorethy Manville 
Kiggins was married July 16 in Saratoga, Wyo., to George B. Storer 
Sr., president and chairman of Storer Broadcasting Co. Miami 
Beach. Mrs. Kiggins is the widow of Keith Kiggins, former NBC and 
ABC vp who also was a vp of Storer Broadcasting Co. some years 
ago. She was given in marriage by another broadcasting veteran, 
Don Searle, part owner of Farm & Home Stations. The best man 
was George Storer Jr., vp of tv operations of the company. Ushers 
were Mr. Storer’s three other sons: Peter F., managing director of 
WSPD-TV, Toledo; James P., national sales manager of WIBG, 
Philadelphia; and Robert ML, Miami U. student. After a cruise in 
Atlantic waters, the newlyweds will return to the Storer ranch at 
Saratoga for the remainder of the season before making their per- 
manent home in Miami Beach... 

The Jingle Mill reports its first romance: Barbara Miller, assistant 
to the president of the Jingle Mill, New York, was married July 10 
to David Thompson, sales manager of the company In a Cin- 
cinnati wedding, Eleise Janney was married July 9 to Michael 
Weatherly, of Dancer-Fitzgerald-Sample...Louise Howard, in 
the ad department of The New Yorker, is planning a September 
wedding with Ian Ritchie McLintock Henderson. The bride-to-be is 
the daughter of Bentz Howard, vp and general merchandise manag- 
er of Dan River Mills; her fiance is the son of the Chief Justice of 
the Bahamas Marilyn Johnson and Cranston Williams Jr. wil! be 
married in the autumn in Roanoke, Va. The future bridegroom is 
assistant to the general manager of the Roanoke Times and The 
World News. His father retires July 31 as general manager of the 
ANPA 

Byron Millenson, vp and general manager of WCAO, Baltimore, 
has been named chairman of “Deathless Weekend,” the annual traf- 
fic safety campaign of the Maryland-District of Columbia Broad- 
casters’ Assn. Co-chairman is Norman Reed, public relations vp of 
WWDC, Washington, D.C Kennett Hinks, senior vp of J. Walter 
Thompson Co., heads the advertising industry division committee of 
Project HOPE John L. Nanovic, pr director for Kudner, and 


Robert R. Newell, president of Cunningham & Walsh, are co-chair- 
men of the advertising division for the Visiting Nurse Service of 
the New York campaign Pete Schruth, vp and ad director of The 
Saturday Evening Post, has been elected to the board of directors 
of the Chester County, Pa., Tuberculosis & Health Society 


SUCCESSION—Edwin R. Cox Jr. (left), sales promotion director of At- 

lantic Refining Co., outgoing president of Poor Richard Club, Phil- 

adelphia, took this novel way of handing over club presidency to 

A. Edward Morgan, exec vp of Richard A. Foley Advertising Agen- 
cy, at the club’s annual meeting July 11. 


Frank Mangan, manager of tv spot sales, WNBQ, Chicago, was 
awarded a Heart Medallion from the Chicago Heart Assn., for his 
work as group chairman for the 1960 Heart Fund campaign... 
Burr Robbins, president of General Outdoor Advertising Co., Chi- 
cago, received the Navy’s highest civilian award, the distinguished 
public service medal for his contributions to the Navy’s public in- 
formation and recruiting programs... 

Two Detroit admen, Athel F. and E. S. Denham, president and 
secretary, respectively, of the Denham & Co. agency, have been 
named delegates at large to the 11th Annual International Astro- 
nautical Congress, to be held in Stockholm in August... Arnold J. 
King, president of National Analysts Inc., Philadelphia market re- 
search company, left for a two-month stay in Seoul, Korea, where 
he’ll help establish an agricultural census program for the Korean 
government. Mr. King was formerly with the Department of Agri- 
culture... 

Lawrence, son of Stewart Benson, manager of General Outdoor 
Advertising Co.’s South Bend office, recently won appointment to 
the U.S. Naval Academy... 

Steve Shaw, sales representative of Purchasing Week, was chosen 
outstanding media representative in the Milwaukee area for the 
second consecutive year by the Assn. of Industrial Advertisers chap- 
ter there .. . Warren Menaker, assistant media supervisor, Foote, 
Cone & Belding, Chicago, is exhibiting a group of paintings at the 
Merchants & Manufacturers Club in the Merchandise Mart during 
August ... 
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CC — 
For the most disinterested 
and meritorious public service - 


rendered by 
any American newspaper 


during 1959 ~’ 


awarded to the 


Los Angeles limes 


The Pulitzer Gold Medal - Journalism’s Highest Award. 


The 1959 Award is the fourth Pulitzer Prize won by The Los Angeles Times since 1942 


REPRESENTED NATIONALLY BY CRESMER & WOODWARD, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, ATLANTA 
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and Sports Illustrated brings out the best of people 
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—900,000* families of them every week. Active people like the group in 
the yawl above. Such people have more needs and more opportunities 
to get around; to entertain their friends; to drive their cars; to travel; 
to keep fit and healthy; to dress up in their best. With a median yearly 
income of $10,835, they can afford to. You sell more to people who do 
things, for active people make active markets. That’s why advertising 
looks right, feels right and is right in SPORTS ILLUSTRATED. 


*950,000 effective January 1961 ACTIVE PEOPLE MAKE ACTIVE MARKETS 
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Newspapers sell big in the Quad- 
Cities. To Sell the larger Illinois 
Side, use the Argus and Dispatch. 


i) 
56% of Quad-Citians live on the Illinois side. “3 
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Editorializing is not now a new concept in the communications 
industry. But it is new in the Heartland—news, in fact, to the 
“Kansas City Star”, which reprinted our first effort in its entirety. 


WDAF will continue to editorialize whenever the community 
well-being is a matter of concern. It’s tailor-made to our policy 
of delivering interesting, informative, provocative radio to the 
listeners in our big 6-state area. 


How is our policy of radio-to-be-listened-to paying off? Ask your 
Christal man to see our bulging “proofbook” of thoroughly 
satisfied advertisers. 


WDAF 610 RADIO -. SIGNAL HILL - KANSAS CITY, 


REPRESENTED BY HENRY | CHRISTAL CO. INC 


Coming 
Conventions 


*Indicates first listing in this column 
Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 


Aug 12-13 Arkansas Broadcasters 
Asen., Hotel Marion, Little Rock 

Aug 26-27 Oklahoma Broadcasters 
Asen., Western Hills Lodge, Wagoner 
Sept. 2-4. West Virginia Broadcasters 
Assn.. annual fall meeting. The Green- 
brier, White Sulphur Springs. W. Va 

Sept. 8-9. National Business Publica- 
tions, New York regional conference, Ho- 
tel Roosevelt 

Sept. 8-11. lowa Daily Press Assen. 
26th annual meeting, Des Moines 

Sept. 13. Premium Advertising Asan. of 
America conference, in conjunction with 
the New York premium show ‘Sept. 12- 
15), Hotel Astor, New York 

Sept 14-16 Newspaper Advertising 
Managers Assen. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, Mon- 
treal 

Sept. 15-16. Region 5, Public Utilities 
Advertising Asen.. Tampa Terrace Hotel 
Tampa, Fla 

Sept. 16-19. Mail Advertising Service 
Asen., annual convention, Sheraton Cadil- 


Another Addition to Our Proof Book 
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lac Hotel, Detroit 

Sept. © Magazine Publishers Assn.. 
annual fall conference, Hotel Pierre, New 
York 
Sept. 21-23. Life Advertisers Assn... an- 
nual meeting, Essex House, New York 
Sept. 22-24. Advertising Federation of 
America, 10th District, Little Rock, Ark 
Sept. 26. Assn. of National Advertisers, 
Workshop on Advertising Management, 
Ambassador Hotel, Chicago 
Sept. 23-30. Assn. of National Advertis- 
ers, advertising management seminar, 
Ambassador Hotel, Chicago 
Oct. 2-4 Advertising Federation of 
America, Tth District, Chattanooga, Tenn 
Oct. 3-4. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston 
Oct. 4-5. Advertising Research Founda- 
ion, 6th annual conference, Hotel Com- 
modore, New York 
Oct. 9-13. Direct Mail Advertising Assn., 
43rd annual convention, Americana Hotel, 
Bal Harbour, Fla 
Oct. 10-11. National Business Publica- 
tions, Chicago regional conference, Am- 
bassador East Hotel 
Oct. 12-15. Affiliated Advertising Agen- 
cles Network, annual meeting, Mountain 
Shadows Resort, Phoenix 
Oct. 12-15. National Newspaper Pro- 
motion Assn., Southern Regional Work- 
shop, Phoenix Hotel, Lexington, Ky 

Oct. 13-14. American Assn. of Advertis- 
ing Agencies, central region annual meet- 
ing. Ambassador West Hotel, Chicago 

*Oct. 13-15. Junior Panel Outdoor Ad- 
vertising Assn., annua! convention, Hilton 
Hotel, Pittsburgh 

Oct 13-15. Pennsylvania Newspaper 
Publishers Assn... annual convention, 
Penn Harris Hotel, Harrisburg 
Oct. 14-16. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs, Sher- 
aton Towers, Chicago. 

Oct. 16-17. Texas Asan. of Broadcasters, 
fall convention, Sheraton-Dallas Hotel, 
Dallas 

Oct. 16-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago 

Oct. 16-19. American Assn. of Advertis- 
ing Agencies, western region annual con- 
vention, Hotel del Coronado, Coronado, 
Cal 

Oct. 17-18. 32nd annual Boston Confer- 
ence on Distribution, Hotel Statler Hilton, 
Boston 

Oct 17-18 Agricultural Publishers 
Assn., annual convention, Advertising 
Club of New York and Hotel Biltmore 

Oct. 18-21. National Assn. of Educa- 
tional Broadcasters, annual convention, 
Jack Tarr Hotel, San Francisco 

Oct. 19-21. Audit Bureau of Circula- 
tions, annual meeting, Biltmore Hotel, 
New York. 

Oct. 22-26. National Newspaper Pro- 
motion Assn., central regional conven- 
tion, Sheraton Towers Hotel, Chicago 

Oct. 30-Nov. 3. Financial Public Rela- 
tions Assn., 45th annual convention, Hotel 
Statier-Hilton, Boston 

Nov. 1-3. Point-of-Purchase Advertising 
Institute, 14th annual symposium and ex- 
hibit, New York Coliseum 

Nov. 2-3. American Assn. of Advertis- 
ing Agencies, eastern region annual con- 
ference, Biltmore Hotel, New York 

Nov. 13-16. Assn. of National Adver- 
tisers, annual meeting, The Homestead, 
Hot Springs, Va 

Nov. 14. National Business Publica- 
tions, San Francisco regional conference, 
Jack Tar Hotel 

Nov 14-16. Broadcasters’ Promotion 
Assn., annual convention, Sheraton 
Charies Hotel, New Orleans 

Nov. 14-16. Southern Newspaper Pub- 
lishers Assn., S7th anniversary conven- 
tion, Boca Raton Hotel and Club, Boca 
Raton, Fila. 

Nov. 16-18. Television Bureau of Ad- 
vertising, annual meeting, Waldorf-As- 
toria, New York. 

Nov. 17. National Business Publica- 
tions, Los Angeles regional conference, 
headquarters to be announced. 

Nov. 30. American Assn. of Advertising 
Agencies, east central region annual meet- 
ing, Statler Hilton Hotel, Detroit 

Dec. 13. Assn. of National Advertisers, 
|workshop on “Gaining Sales Force and 
| Trade Support for Your Promotional Pro- 
| gram,” The Piaza, New York 
| March 26-30, 1961. National Business 
| Publications, annual spring meeting, El 
| Mirador, Palm Springs, Cal. 
| May 21-24, 1961. National Newspaper 
| Promotion Assn., annual convention, Wal- 
| dorf-Astoria Hotel, New York 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
|dor Hotel, Los Angeles 

Oct. 6-9, 1961. Mail Advertising Service 
| Assn., annual convention, Hote] Statler, 
|New York. 


Yambert Gets Hotel Accounts 

| The Ambassador Hotel, Los An- 
| geles, and the Cocoanut Grove of 
the Ambassador, have named 
Ralph Yambert Organization, Los 
| Angeles, their agency. The Cocoa- 
| nut Grove, physically a part of the 
| hotel facilities, is handled as a 
separate account. Adams & Keyes 
| was the previous agency. 


Ognibene Opens Offices 

Charles Ognibene has opened 
his own agency, Charles Ognibene 
Associates, with offices jn West- 
|/hampton, Mass. Mr. Ognibene was 
formerly in charge of advertising 
production, art and copy for Jack- 
son Associates, Holyoke, Mass., the 
Lestoil agency. 
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Big Population Increase Booms 


Demand for Building Products 


With the nation recording its big- 
gest population increase of all time, 
1960 marks the count-down on the 
launching of a 15-year boom in 
light construction to meet the living 
needs of a growing America 

Included is all “light” commer- 
cial, industrial, farm and similar 
non-residential building; profes- 
sionally-done remodeling and mod- 
ernization of both residential and 
non-residential buildings; and new 
home building. This activity is 
grouped under the “Light Con- 
struction” banner, however, be- 
cause the same building products, 
materials, techniques, tools, equip- 
ment and labor are used in all of 
these construction areas 

This fact is reaffirmed in the fig- 
ures compiled by the Bureau of 
Building Marketing Research, an 
affiliate of Practical Builder 

Statistically, a boom must result 
from existing demands, such as 

A new school room needed every 
five minutes — 24 hours a day — just 
to “catch up” and meet the antici- 
pated demand for the next five 
years 

Thousands of new light commer- 
cial buildings required to follow 
home building's trend to the sub- 
urbs and beyond 

Other thousands of new industrial 
plants located convenient to out- 
moving labor pools 

More than 2,500 motels and lux- 
ury motor courts built annually to 
house a nation on the move. 


Need Stores, Offices 


Store and office facilities have 
lagged far behind home building 
and well below their normal poten- 
tial since World War II. Homes 
were the top-priority postwar need, 
and all conditions for home owner- 
ship were extremely favorable 
Now, the demand for commercial 
building is asserting itself, and 
BBMR predicts a boom that will 
dwarf the previous annual volume. 

Additional increase is noted in 
modernizing, air conditioning, store 
fronts, and general upgrading of 
existing stores; also tremendous 
commercial building activity in 
thousands of new shopping centers. 


Industry on the Move 


Industrial decentralization is be- 
ing forced by the shift of city 
dwellers to suburban and country 
homes. As people move farther out 
from congested centers, industry is 
compelled to relocate for the con- 
venience of its labor supply. 

The workers’ demand for a mod- 
ern, roomy, light, working environ- 
ment, readily accessible to his 
residence, is speeding decentral- 
ization. 

BBMR estimates that by 1975 half 
a trillion dollars must be invested 
in new industrial plants and equip- 
ment. 


Details in July PB 


Details of this non-residential 
construction opportunity for build- 
ers are spelled out in Practical 
Builder's July issue. Covering 25 
full pages, the majority in full 
color, the article illustrates commer- 
cial, industrial, institutional and 
recreational buildings of many 
types and provides readers with 
design and specification details on 
each. 


BBMR predicts that the construc- 
tion industry will account for one- 
sixth of our gross national product 
total for 1960. This means a $76 
billion construction market, of 
which $438 billion is light con- 
struction, divided as follows: $20.7 
billion for new residential building, 
$15.1 billion for residential and 
non-residential remodeling, altera- 
tion, and modernization, and $8 
billion for various types of non- 
residential light construction. 


Still Need Homes 


While other demands are up, 
there is no let-down in the need 
for new hemes to shelter the na- 
tion's families, growing daily in size 
and number. At present, however, 
private construction on a dollar ad- 
justed base is still only about 75% 
as high as the 1926 peak 

BBMR researchers tell us not to 


worry about an inflated housing 
market, because a comparison of 
annual disposable income shows 
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that people are not “going over- 
board” for new homes 

In 1929 we spent 13.3% of our in- 
come for housing; in 1939, 12.3%: 
in 1949, 96% and in 1959, 10.2% 

This means that while we are 
dealing with a much bigger market 
and more people with money, the 
housing industry still has a long 
way to go before it can equal the 
share of the consumer's dollar it 
got in 1929. With all the talk about 
our high living standards, few seem 
to realize that we have been spend- 
ing less (proportionately) for 
housing — not more 


Space Age Figures 


Despite the gigantic need for 
building products in non-residen- 
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tial building and remodeling, alter- 
ation and repair, the 45% of the 
total light construction market rep- 
resented by new home building 
annually requires 
13,000,000,000 feet of lumber 
18,200,000 doors 
239,200,000 yards of concrete 
26,000,000 windows 
5,200,000 kitchen appliances 
9,100,000 plumbing fixtures 
1,560,000,000 sq. ft. of flooring 
65,000,000 light outlets 
23,400,000 squares of roofing 
7,488,000,000 sq. ft. of sheet rock 
or 832,000,000 yards of plaster. 


Industry Solving Problems 


Although the law of supply and 
demand should be sufficient to 
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guarantee 15 years of prosperity for 
light construction industry, other 
laws may be necessary to keep the 
boom going. 

Government leaders promise that 
emergency legislation is on its way 
to ease the tight money situation, 
that other measures will be enacted 
to provide long range solutions. 


Meanwhile, the light construction 
industry is finding its own answers 
to the problems of expensive money 
and scarcity of suitable land for 
building purposes. 

Practical Builder's “Red Letter” 
reports are available without 
charge to building product manu- 
facturers and builders on request 
to Practical Builder, 5 South 


Wabash Avenue, Chicago 3, III. 


FOR BUILDERS 
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Big Population Increase Booms 


Demand for Building Products 


With the nation recording its big- 
gest population increase of al! time 
1960 marks the count-down on the 
launching of a 15-year boom in 
light construction to meet the living 
needs of a growing America 

Included is all “light” commer- 
cial, industrial, 
non-residential 


farm and similar 
building; profes- 
sionally-done remodeling and mod- 
ernization of both residential 
non-residential buildings: and new 
home building. This activity is 
grouped under the “Light 
struction” banner, however 


and 


Con- 
he - 
cause the same building products 


materials, techniques, tools equip- 
ment and labor are used in all of 
these construction areas 


This fact is reaffirmed in the fig- 
ures compiled the Bureau of 
Building Marketing Research. an 
affiliate of Practical Builder 

Statistically. a 


by 


boom must result 

from existing demands. such as 
A new school room needed every 
five minutes — 24 hours a day just 


to “catch up” and meet the antici- 
pated demand for the next five 
years 

Thousands of new light commer- 
cial buildings required to follow 
home building's trend to the sub- 
urbs and beyond 

Other thousands of new industrial 
plants located convenient to out- 
moving labor pools 

More than 2,500 motels and lux- 
ury motor courts built annually to 
house a nation on the move 


Need Stores, Offices 


Store and office facilities have 
lagged far behind home building 
and well below their normal poten- 
tial since World War II. Homes 
were the top-priority postwar need, 
and all conditions for home owner- 


ship were extremely favorable 
Now, the demand for commercial 
building is asserting itself, and 


BBMR predicts a boom that will 
dwarf the previous annual volume 

Additional increase is noted in 
modernizing, air conditioning store 


fronts, and general upgrading of 
existing stores; also tremendous 
commercial building activity in 


thousands of new shopping centers 


Industry on the Move 


Industrial decentralization is be- 
ing forced by the shift of city 
dwellers to suburban and country 
homes. As people move farther out 
from congested centers, industry is 
compelled to relocate for the con- 
venience of its labor supply 

The workers’ demand for a mod- 
ern, roomy, light, working environ- 


ment, readily accessible to his 
residence, is speeding decentral- 
ization 


BBMR estimates that by 1975 half 
a trillion dollars must be invested 
in new industrial plants and equip- 
ment 


Details in July PB 


Details of this non-residential 
construction opportunity for build- 
ers are spelled out in Practical 
Builder's July issue. Covering 25 
full pages, the majority in full 
color, the article illustrates commer- 
cial, industrial, institutional and 
recreational buildings of many 
types and provides readers with 
design and specification details on 
each. 


BBMR predicts that the construc- 
tion industry will account for one- 
sixth of our gross national product 
total for 1960. This means a $76 
billion construction market, of 
which $43.8 billion is light con- 
struction, divided as follows: $20.7 
billion for new residential building, 
$15.1 billion for residential and 
non-residential remodeling, altera- 
tion, and modernization, and $8 
billion for various types of non- 
residential light construction. 


Still Need Homes 
While 


there 


other demands are up 
let-down in the need 
for new homes to shelter the na- 


tion's farnilies 


ms no 


growing daily if} size 
At present, however 
private construction on a dollar ad- 
justed base is still only about 75% 
as high as the 1926 peak 

BBMR researchers tell us not to 


and number 


worry about an inflated housing 
market, because a comparison of 
annual disposable incormne shows 
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Advertisement 


that people are not 
for new homes 


In 1929 we spent 13.3% of our in- 


“going oVer- 
board 


come for housing; in 1939, 123% 
in 1949. 96% and in 1959. 10.2% 
This means that while we are 


dealing with a much bigger market 


and more people with money, the 


housing industry still has a iong 
way to go before it can equal the 
share of the consumer's dollar it 


got in 1929. With all the talk about 
our high living standards, few seem 
to realize that we have been spend- 


ing less (proportionately) for 
housing — not more 
Space Age Figures 
Despite the gigantic need for 


building products in non-residen- 


tial building and remodeling, alter- 
ation and repair, the 45% of the 
total light construction market rep- 
resented by new home building 
annually requires 

13,000 ,000,000 feet of lumber 

18,200,000 doors 

239,200,000 yards of concrete 

26 000,000 windows 

5,200,000 kitchen appliances 

9,100,000 plumbing fixtures 

1,560,000,000 sq. ft. of flooring 

65,000,000 light outlets 

23,400,000 squares of roofing 

7 488,000,000 sq. ft. of sheet rock 

or 832,000,000 yards of plaster 


Industry Solving Problems 


Although the law of supply and 
demand should sufficient to 


be 


~~ 


60/75c 


~ 


i ‘ “ 


ENG MaGAcINE EDITED EXCLUSIVELY FOR BUILDERS 


ractical Buil 


In the total light 


guarantee 15 years of prosperity for 
light construction industry, other 
laws may be necessary to keep the 
boom going 

Government leaders promise that 
emergency legislation is on its way 
to ease the tight money situation, 
that other measures will be enacted 
to provide long range solutions 


Meanwhile, the light construction 
industry is finding its own answers 
to the problems of expensive money 
and scarcity of suitable land for 
building purposes. 

Practical Builder's “Red Letter” 
reports are available without 
charge to building product manu- 
facturers and builders on request 
to Practical Builder, 5 South 
Wabash Avenue, Chicago 3, II 


construction market... 


IN THE LIGHT CONSTRUCTION MARKET... 
1. Your NEW HOME BUILDING sales target is $20.7 billion.* 
2. Your LIGHT NON-RESIDENTIAL BUILDING sales target 


is $8 billion.* 


3. Your PROFESSIONAL REMODELING and MAINTENANCE 
sales target is $15.1 billion.* 


*Production figures from the Bureau of Building Marketing Research 
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Aji selling blueprints ideniify the builder as the man who epecities and buys ail 
the building products, materials, tools and equipment used in 


fe uk ed 


_* all new homes built for sale © : 
‘e most new homes bullton contract. ars she 
¢ all protessiona! residential remodeling and modernization | 
« most professional non-residential remodeling and modermization 
-« most fart, commercial ang other “light” non-residential. building 


“This is your total sales target. ne @ntire — Conant Ges Market, 
made up of bi 
to of move from... iocal bulgers who mpioy local jabsr, bie locally 


builders who read and believe.in PRACTICAL BUILDER. 


PRACTICAL BUILDER surrounds your sales message with authoritative 
editeral coverage enticingly served up to buvarc wha build neaity 8 of every 10 
dwelling uolts, who do over 50% of all of the industry's professional remodeling 
and moderiization, who do 709+ of all new light construction. PB is the... 
Pius Book. fts colortul, dynamic, authentic and practical pages give builders 

“what they want and need... give you the = readarship ot it hegre 

fend, mthe lowest-cost!).: Why Seitieforiess? = = "aa No t 


PRACTICAL BUILDER lela 


A Gahsors  Petatteation s Sout eam Avenne, — *, Hosts 


liders wha build all over America... wherever people live, tiove 
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“Ad Age is a 
most reliable 
source... 


says JAMES W. ORR 


Manager, Advertising and Merchandising 
Studebaker-Packard Corporation 
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MR. ORR brought a decade of automotive marketing ex- ee Advertising Age is vital for anyone charged with responsibilities 
perience with him when he joined the Studebaker-Packard 


Corp. in 1956. He launched his career in that field (after - advertising and sales poemenon. Its factual, forthright 


World War II service in the Air Corps) as sales manager coverage of advertising news, along with its stimulating features - 
for a car dealership in Davenport, Iowa. This was followed 
by a two-year association with Nash Motors (service trav- a A - ‘ 
eler; district manager), and another crack at retail mer- abreast of developments in this fast-moving field. In today 5 


chandising—this time as sales manager for one of the coun- highly competitive market—especially—I find Ad Age absolute 
try’s largest auto dealerships. In 1951, he returned to Nash 


as sales promotion manager of the Chicago zone. Mr. Orr’s 
first position for Studebaker-Packard also was as sales pro- ' \ 
motion manager, but in less than a year ( January, 1957) his 

duties were broadened to include advertising and he as- - ; vine =. 
sumed his present title. As manager of the advertising and Advertising Age I 
merchandising department, he is responsible for those ac- 
tivities for the company’s Lark and Hawk cars, as well as 
for the S-P Champ truck line. 


importiuit to impottiwt people 


200 EAST ILLINOIS STREET - CHICAGO 11. ILLINOIS 
630 THIRD AVENUE NEW YORK 17, NEW YORK 


and editorials, make it a most reliable source for keeping 


‘must’ reading every week.” 
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ted ite 
dvertising Age, August 1, 1960 27 
tvi TV NYC Youth Board Schedules | paign of such broad scope. Transit Authority and Disosway | Harrison Bidg., where it has been 

Gian ew ° Educational Push for Parents In ceremonies launching the & Fisher. headquartered since 1956. The 
T Unlimited - campaign, Mayor Robert F. Wag- premises will be renamed Pub- 

apes mi... —h bee — — ner presented citations to cooper- Rosmarin Joins Jack Packard  \ishers’ Bidg. 

bard has ‘aunc an education- | ating companies, including Grey’ Steve Rosmarin has joined Jack ae 

Join Operations lg samocign goesed = porate, Advertising, volunteer agency for Packard Co., Glendale, Cal., as an 

New York, July 27—Giant- . oe wv PP the campaign; Criterion Advertis- account executive. He formerly | 6.00, swe-terthe-price-of-one promotions! items. Bey- 
view General Television Net- homemade product. Juvenile de- ing; New York Gravure Corp.;;was an account executive with | gle A na Tour scles message oun be lanprinted, 
work, Detroit and New York quency can be stopped .. . at| New York Subways Advertising| Willis & DeSantis Advertising, | 94” Terte-Prep sin — 4%” f 
closed circuit and tv tape pro- "me." Media will be three and/Co; James H. Driscoll Advertis- | Glendale. _ Terken nett sounds le © moter 
ducer and equipment manufac- *!*-Sheet posters, clock transpar-| ing Co.; L. E. McGivena & Co.; | ate Ger cameo os end quantity 
turer, has merged with Tapes °mcies, car cards and bus exte- Self Winding Clock Co.; Hudson Publisher Buys Building | prices, enclosing 50¢ hendling-post- 


Unlimited Inc., an independent ‘ior displays. The board says it is Tubes Advertising Corp., Trans-| Management Magazines  Inc., | rane ' 
tv tape producer, Stanley R. the first city agency to use a cam-_ portation Displays, New York City Greenwich, Conn., has bought the [RRABS&iau 
Akers, Giantview president, has — — SE 
announced 
The merged company will 
have video tape studios at 1280 
Fifth Ave., which was the old 
CBS Studio 57, as well as stu- 
dios in Detroit. It will operate 
mobile tape units, originate 
closed circuit telecasts, and ‘ 
manufacture and lease tv pro- 
jection equipment. 


WOODLAND HILLS. CALIFORNIA 


® The former principals of ‘\ ‘ 
Tapes Unlimited, Nat B. Eisen- so ‘ 
berg and Victor J. Kemper, will 

be exec vp and engineering op- 4 ‘ eee 
erations vp, respectively, of a 

new subsidiary, Giantview Gen- FIR S si Ln America 9 \ 
eral Television Network of New 
York. Richard L. Colton, for- ° \ \ 
merly eastern manager for Gi- Li Department Store . ‘ 
antview, will be a vp of the \ 
New York subsidiary, whose of- 


‘ 
fices wil be at 1280 Fifth Ave. AD VER TIS ING * 
Messrs. Eisenberg and Kem- 

per originally teamed up to 
manage the tape division of 
Screen Gems. When this com- 
pany dropped out of the tape 
field in May, they formed Tapes 
Unlimited. 
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® Giantview started as an elec- 
tronic equipment maker in 1957 
and later moved into closed cir- | 
cuit tv and into the tape field. 
Already booked for August 
shooting in the company’s stu- 
dio here are two 15-minute 
shows for the Democratic Party | 
and commercials for four pack- 
age goods advertisers. + 


’ Kal Kan sidney Bows 
Kal Kan Foods, Los Angeles, | 
will introduce Kal Kan Kidney, 
a new pet food primarily for 
cats, in Northern California, be- 
ginning Sept. 8. For the intro- 
duction, a total of 50 daily and 
weekly newspapers and shop- 
ping publications will carry 
1,000-line two-color ads, and 
600-line b&w insertions. The 
campaign will be extended to 
Southern California, Arizona, 
Colorado, Washington, Oregon 
and Hawa’‘i at a later date. Ful- 
ler & Smith & Ross, Los Ange- 
les, is the ar -ncy. 


ALD Sets F1adio Campaign 


ALD Inc., Chicago, distribu- 
or of Westinghouse Laundro- 


de 
"mat equipment "wil ean TH in America in total Advertising 


Aug. 1, using 843 stations in 593 


cities. NBC, ABC and Mutual * 

radio networks will be used, 

olus independent stations. ALD e V e a I : al I ) ea 
is also supplying radio trans- 


criptions and tie-in material to 
Laundromat operators for local 


use. Herbert Baker Advertising, RETAIL SALES IN cueveuse® AND ooo 
Chicago, is *he agency. COMMODITY evr Sauna commana Tor 
(000) (000) 

M-E Productions Names VPs Total Retail Sales $2,347,689 $1,977,224 $4,324,913 WERE IS THE 

Harold Graham Jr. and Thom- Retail Food 581.935 498.319 1,080,254 COMPACT MARKET 
pal gemma thee Be aon Retail Drug 92.487 59,441 151,928 WITH RETAIL SALES 
seg re edie eetes at Automotive 357,776 368,264 726,040 LARGER THAN ANY 
McCann-Erickson. Mr. Graham Gas Stations 144,966 161,669 306,635 ONE OF 35 
is manage » of client planning in Furniture, Hsid. Appliances _ 121,723 86,025 207,748 : ENTIRE STATES 
the New York office, and Mr. (Source, Sales Management Survey of Buying Power, May 10, 1960) { 
Greenhow is manager of pro- Akron, Canton and Youngstown Counties are not included in above sales === = 
gram services in Los Angeles. Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 

* Source; Media Records 

Gourfain-Loeff Adds One 

South Bend Tackle Co., Chi- 
cago, manufacturer of fishing 
equipment, has named Gour- 
- fain-Loeff, Chicago, as its agen- 2 
cy. Lester Earle Inc., Chi- 


cago, is the former agency of 
record. 


i. 
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- MY HOW YOU'VE GROWN! 


That's what they're all saying 
Ghout Eugene — and they re 

80 right! Now more than 

70,000 in the Eugene Springtieid 
city zones — one of the nation s 


newest standard metropolitan 


markets Far-and-away 
Oregon s 2nd market and the 
Northwest s Sth and still 
growing. You won't find any- 
thing thot keeps up wit! 
Eugene like the Register-Guard 


reaching 94% in the city zone 


Eugene Register Guara 


Represented nationally by 
Sawyer-Ferguson Walker Co 


WORLDS LARGEST JET FLEET 


Of Boeing 707 Intercontinental 


Rondo Uses National Ads 

Rondo Records, New York, will 
use national advertising for the 
first time this fall. The company 
will run quarter and half pages in 
Billboard, Cashbox, Hi-Fi & Stereo 
Review, High Fidelity, Music Re- 
porter, Music Vendor, Playboy, 
and Schwann's Catalog. Rondo 
also will continue its co-op news- 
paper advertising in about 30 pa- 
pers. Rondo has not selected an 
agency to handle its national cam- 
paign. 


‘Detroit News’ Names Albert 
The News, Detroit, has named 
Jacob Albert, formerly director of 
public relations and research, ex- 
ecutive assistant to D. Roy Mer- 
rill, exec vp. Robert E. Reese, for- 
merly assistant director of public 
relations, will succeed Mr. Albert 


Jets and Caravelle Jets! 


WORLDS LARGEST AIRLIN 


Connecting 216 Cities, 76 Countries and 5 Continents 


| practices, with emphasis on such 


17 BOEING INTERCONTINENTALS...24 CARAVELLES. 
World's largest fleet of these two superb jets. They're 
the fastest long-range and fastest medium-range jets in 
the skies today. And all 41 will be in service by the end 
of 1960. 

These are not just ordinary jets. Air France Intercon- 
tinentals and Caravelles are the most thoroughly tested 
jetliners ever used in commercial aviation. They're the 
kind of jets you'd expect to find on Air France. 


AIR-FRANCE JET 


WORLD'S LARGEST AIRLINE/WORLD'S MOST PERSONAL SERVICE 


Air France has been flying jets since 1953. That means 
seven long years of priceless experience for pilots... 
ground crews...technicians. In fact, every Air France 
pilot that flies the Atlantic has more than 10,000 hours 
of experience. And even these veterans, under Air France's 
precise standards, take refresher courses every 3 months; 
must pass stiff flight exams every 6 months. Important 
facts to remember when you fly the world’s largest air- 
line on your next trip abroad. 


PAPER SELL—Cartoons and short copy 
are being used to sell Atlantic bond 
papers in a campaign of six full- 
page ads in six office and business 
publications by the eastern fine 
paper and pulp division of Stand- - 
ard Packaging Corp., New York 
Smith, Hagel & Knudsen is the 
agency. 


Ad Complaints from 
Food Brokers May 
Be Solved in Survey 


WasHincton, July 26—More 
than half of the members of the 
National Food Brokers Assn. have 
“spoken their minds” in a study of 
food industry advertising and pro- 
motion practices. The data is being 
prepared for exhaustive break- 
down and analysis in the research 
department of Ketchum, MacLeod 
& Grove, Washington, and results 
will be announced during the fall 
and winter. 

The questionnaire asked for facts 
and opinions primarily on agency 


problems as localization of adver- 
tising and in-store promotions! 
usefulness of display materials and 
lead-time on promotions. 

The NFBA hopes the survey will 
get “to the root of the complaints 
{by food brokers] and provide so- 
lutions for problems which have 
been troublesome for agencies, for 
brokers and for advertisers as ~ 
well.” # 


Harrington, Righter Adds 3 

Harrington, Righter & Parsons, 
|New York, tv station representa- 
tive, has added three men to its 
sales staff. They are, in New York, 
Jay Walters, previously with Dan- 
cer-Fitzgerald-Sample; in Chicago, 
Dick Gardner, formerly with Weed 
Television Corp.; and in Detroit, 
Ken Brown, previously a regional 
advertising manager with House~, 
hold Finance Corp. Bill Snyder 
has been transferred from Detroit 
|'to New York, and Briggs Palmer 
from Chicago to New York. 


Fredericks Named Ad Manager 

Kenneth G. Fredericks, formerly 
of Bride & Home, New York 
sales staff, has been appointed ad 
manager of the magazine. He re- 
places Albert S. Traina, who last 
month became publisher, succeed- 
ing Robert Brown, now with Cos- 
| mopolitan. 
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Triumphs 
of an advertising 
decision maker 


‘200s 
“SPACE MAN” EARNS HALO FOR GOOD JUDGEMENT 


This media man’s head is in the clouds because he discovered that adver- 
tising in Hearst Special Interest Magazines produces sales at lower cost. 
Sales are higher because readers are pre-sold on what the advertiser 
has to offer. And costs are lower because the advertiser must pay for 
no unwanted and disinterested audience—every reader is a prospect. 


HEARST magazines 


13 keys to the special interests of 13 groups of people «++ Good Housekeeping 
Popular Mechanics e American Druggist e Town & Country e House Beautiful e Motor.e Science Digest 
Motor Boating « Sports Afield « Bride & Home e Harper's Bazaar e New Medical Materia « Cosmopolitan 
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Jordan Names Davies. Rubins 

A. O. Davies, formerly account 
service manager, has been ap- 
pointed account executive of Jor- 
dan, Sieber & Corbett, Chicago. At 


the same time Phillip M. Rubins 
has joined the agency in its copy 
department. Mr. Rubins, who most 
recently had been doing free lance 
work, was formerly with M. L 


Buchen 


wate 
™ RLGIN 


AURORA 
JOLIET 


ELGIN 
AURORA 
JOLIET 


15 Hometown Daily Newspapers covering Northern Iilinois - Springfield, Mlinois - 
San Diego, California - and Greater Los Angeles. Served by the Copley 
Washington Bureau and the Copley News Service. 

j REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO.., INC. 


Samson Co., Chicago 


Buchen Names Blatchley 
Co., 
panded its creative department Eckhardt, Chicago 


Chicago, 


NORTHERN ILLINOIS MARKET ON THE MOVE! 


Elgin, Aurora and Joliet are the major trading centers 
for the largest I!linois market outside Cook County 

and the fastest-growing market in the midwest. 

Retail sales for the seven-county ‘‘Market on the Move”’ 
totaled an estimated 950 million dollars last year. 
Three Copley newspapers sell this spectacular 

growth area: Elgin Courier-News, 

Aurora Beacon-News, Joliet Herald-News. 

Buy all three and save 91, cents a line! 


ELGIN COURIER-NEWS 
AURORA BEACON-NEWS 
JOLIET HERALD-NEWS 
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with the addition of a third crea- ; 
tive supervisor, Alin Blatchley 
Mr. Blatchley formerly was vp and 
has ex- creative supervisor of Kenyon & 


YEAR OF THE CrOW—National Distil- 
lers, New York, will use this spe- 


cial ad in newspapers and maga- 

zines in August as part of its 125th 

anniversary Old 

Ad how famous 

drinkers of Old Crow were making 

news in 1835. Lawrence Fertig & 
Co. is the agency 


Ziv-United Artists 
Shifts Six Execs in 


Sales Reorganization 


New York, July 26—As part of a 
major personnel reorganization ef- 
fort at Ziv-United Artists, Edward 
J. Broman has been named to the 
new post of vp in charge of the 
Chicago office. 

Mr. Broman previously was vp in 
charge of regional sales in the tv 
film producer and _  syndicator’s 
Chicago office. In his new position 
as senior executive officer in the 
Midwest, his responsibilities will 
encompass all of the selling opera- 
tions in that area, including net- 
work, regional, syndication and lo- 
cal sales. 

Appointments in the national 
sales department in New York in- 
clude that of Ray McGuire to head 
the regional sales division and Don 
| Brogdon as syndication sales man- 
lager. Mr. McGuire formerly was 
manager of the north central divi- 
sion, and Mr. Brogdon headed the 
south central division. Succeeding 
Mr. Brogdon as south central sales 
manager is Jack Puter, previously 
spot sales manager. 


promotion for 


Crow shows 


e At the same time, Ziv-United 
Artists’ north central division has 
been divided into two separate 
units, the north central division, 
with headquarters in Chicago, and 
the mid-central division, based in 
| Cincinnati. Robert Reis, previously 
an account executive and spot sales 
manager in the syndication depart- 
ment, will head the new north cen- 
tral division. In charge of the mid- 
central unit is Mike Kievman, who 
had been spot sales manager in the 
old north central division. + 


Gulden Mustard to Hoyt 

Charles Gulden Inc., Saddle 
Brook, N. J., has appointed Charles 
W. Hoyt Co., New York, to handle 
advertising and promotion for 
Gulden’s mustard, effective Oct 
10. The present agency is Gardner 
Advertising Co. 


Attention Admen.: 


it type 


Tens of thousands of artists 
admen, printers, editors, stu 
dents swear by the Haberule 
Visual Copy -Caster . .. world 
fastest, simplest, most accurat 
copy-fitting tool. Only $10 a 
art supply stores or direct 
Money-back guarantee! 


HABERUL 


Box AA 245, Wilton, Conn 
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a Se 
ss Each page of this 4-page, 2-color GE insert topped all other switchgear 
ads im its issue — and it got action! Buyer, Purchasing & Stores: “These 
ads keep us aware of what is new. They are now able to ship (these breakers) 
on notice. We used to have to wait for orders. | made a mental note and 
discussed.”’ Sub-station Operator. Generation: “— smailer than what we use 
(but) if you need a low-voltage switch, GE has them. i discussed it and made 
a mental note.” Manager, Top Management: “GE has this product, a spring- 
load, low-voltage breaker (that) can be operated manually or electrically. 
| made a mental note and filed the ad. We keep the magazines.” 


GEWERAL OP ELectRiC 


Re ee ee 


This striking red and biack ad got across fast with its message of 

prompt delivery of Sangamo meters. Engineer, Transmission & Distri- 
bution Operations: “A better design that operates better under diversified 
loads, We feel it could be adapted to our system. | discussed it and referred 
it to someone."’ Division Meter Engineer: ‘| stopped to read the ad because 
this is my job. | made a mental! note.” Meter Superintendent: ‘Meters are my 
line. | look for these ads above everything else. | knew about these meters, 
but it was interesting to me to read the text. . . tells of a standardized meter 
and the fast delivery they can give us on this product. It would reduce costs 
by reducing the number of types and sizes in stock. The rapid service they 
offer can be avery helpful and money-saving factor.”’ 


from THIS......to THIS.........0r THIS! 


This Line Material 2-color page found 

hot prospects everywhere. Asst. Pur- 
chasing Agent: “‘! sent for information and 
the factory brought a model out to show 
us.” Technical Asst. to Vice President: 
“(This ad) gave me ideas on where and how 
it might fit into commercial sales, and | 
filed it. | have use for it as a suggestion to 
customers." Asst. to President: “| called 
the representative and he called on us.”’ 
Operating Superintendent, Transmission & 
Distribution: “We think this is the answer to 
our load growth problems. | discussed it 
and pian to call the representative."’ Buyer, 
Purchasing & Stores: ‘We think this is a 
good idea and have considered them...! 
calied the representative and discussed it." 


your Nttos 


PAPO CLI svERVMAN «jAmoAme NT TLE 


ea ae er 


ACCELERATED DELIVERY ON POLYPHASE METERS 


ray wane 


This Ohio Brass page scored highest 

among all transmission and distribu- 
tion equipment ads in its issue— and it rang 
the bell in reader response, according to 
these prospects. Genera! Superintendent, 
Transmission & Distribution Operations: 
“(The ad) allowed me to review what is 
known about the O-B arrester. | called the 
representative, and when he comes in { will 
ask for engineering tests.’ Buyer, Purchas- 
ing & Stores: ‘| made a mental note of it, 
discussed it, and referred it to someone.” 
Transmission Design Engineer: “I was told 
to read this, and | referred it to someone.” 


SANGAMO ELECTRIC COMPANY 


werd} 


How ads 
start sales: 


Reader verbatim comments from Mills 
Shepard “Penetration” studies of the 
Jan. 18 and 25, and Feb. 15 issues of 
Electrical World show sales action in 
the making. 


Verbatim reader comments from Mills Shepard 
“penetration” studies show that an average of one 
out of every five readers interviewed take some 
action after reading an ad. The above are samples. 


Note that some of these readers referred the ad to an 
associate, and some filed it. Some made a mental 
note, some discussed it, some called in a represen- 
tative. And some even ordered the product. But most 


- important, all did something that could make a sale 


a little easier for one of your men in the field. 


And that, after all, is the purpose of businesspaper 
advertising — to inform, interest, and motivate the 
reader to action which can shorten the distance to the 
sale. The verbatims above are proof that this can be 
done — is being done consistently by companies that 
know the simple trick: Set forth the strongest sales 
argument you can muster, back it with facts, and 
publicize it in the most effective, economical medium 
you can hire. 


That means Electrical World. 


The electrical industry’s weekly magazine 


Electrical 


ry 
ee wa 


Covers the electric power industry completely 


in service to advertisers 
service to the industry 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 
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Sell ihe ents Greate; St. Louis market through 
the gnduplicated circulation of... 


5 KEY EVENING 
NEWSPAPERS... 


_ Fa 


© St Louls Post-Dispatch a : 
East St. Lou's Journai 7" @ 
e Quincy Her ald-Whig Bs > MAN'S CHOICE—Three-dimensional painted bulletins are being used 
e Alton Evening Telegraph * in the Minneapolis area to promote Gluek’s beer. Five of these 
e Southern Ilinoisan 


bulletins are being rotated in 50 different locations. The “A Man's 
meee , 
(Carbondale. Herrin, Murphysbere) a? oil Choice” theme is carried out on tv spots in the area. John W. For- 


’ ; ney Inc., Minneapolis, is the agency 


~ 


, 


fer further intormotion about the St. Levis ond Bs oe ets eee, & Don Lewis Joins Leslie SKF Says Drug Share 
t Hlinois Interurbio Morket write, wire, or coll the 7 Don Lewis, formerly with the 
_ @dvertising monager of any of the newspapers in 


: client service department of Hen- of Market Divided 
_ the group ‘ 


derson Advertising Agency, has 
. joined Leslie Advertising Agency, Among Many Makers 

& & Greenville, S.C. as an account 
executive PHILADELPHIA, July 26—In 1955, 
Ate 2S Pa : when there were three drug 
companies making tranquilizers, 
Smith, Kline & French Laborato- 
ries enjoyed a 66% share of this 
market with its drug, Thorazine. 

Last year, when there were 19 
companies producing 27 different 
tranquilizers, Thorazine’s share- 
of-market slipped to 10% and 
SKF’s to 16%. 

SKF, a leading pharmaceutical 
producer, makes this point in the 
latest of a series of “position pa- 
pers” on questions raised by the 
U.S. Senate hearing on the drug 
industry. 


® SKF’s “position papers,” de- 
fending drug industry practices, 
are being sent to some 17,000 per- 
sons—among them, feature editors, 
editorial writers and stockholders. 

Thorazine is SKF’s brand of 
cholopromazine, one of the original 
tranquilizers. SKF has exclusive 
patent rights to cholopromazine in 2 
this country and the company cited 
its experience in the tranquilizer 
prescription market to demonstrate 
that this patent arrangement has 
not resulted in a monopoly market 
situation. 


® In another broadside, SKF has 
pointed out that whereas 16 drug 
companies have 66% of the mar- 


e 
ket, in the automobile industry two 
companies have this slice of the 
market, similarly in the aluminum 


\ 


industry two producers have 66% 
or more of the market, and in the 
steel industry six companies have 
this big share of the market. 


es * * | 
In another paper, SKF compared 
drug prices around the world, re- 
- lating them to average hourly 
wages. This showed that whereas 


in the U.S. it took two hours and 
18 minutes of work to buy 50 tab- 
lets of cholopromazine, it took 
three hours and 18 minutes in 
Germany, four hours and 18 min- 


a a & 
utes in Canada, four hours and 46 
minutes in Italy and seven hours 
and 38 minutes in Japan. + 
Purex Buys Hour Specs 


Purex Corp., South Gate, Cal., 
has signed for seven daytime 
woman’s-angle programs, five 
. nighttime “Project 20” shows and 


dramas on NBC for the 1960-’61 
Why pay for what you don’t need? and big buildings. Don’t leave impor- season. Edward H. Weiss & Co., 
i Chicago, is the agency. 
Heatinc, Preinc & Arr CoNnpITioNING tant bases untouched. 

. ‘tself } . f hich i Campbell-Ewald Moves in L.A. 
confines itself to the services for which it Concentrate in HPAC. Capitalize, on _ Campbell-Ewald Co. has moved 
7” d lated specifically to the ‘ . ‘ its Los Angeles office to larger 
we. a y the fully paid, voluntary circulation it quarters at 1717 N. Highland Ave., 
industrial-large building market. 


Hollywood. 
gives you of the decision-makers . . . those -— 


As a result, its appeal is to each of the who specify and those who buy . . . in PUBLISHERS CLASSIFIED DEPARTMENT 

9 S. CLINTON ST., CHICAGO 6, ILLINOIS 

purchase-control factors . . . the consult- your market. KEENEY Pus.isuine. Co., OMAGATINE CLASSIFIED SY THE MILLIONS" 
ing mechanical engineers, the mechanical t‘.L.MedaAeeee..  . 4£°-€- ea eee 


contractors, and the engineers with plants @ @ * 
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apers 
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and Detter read ther nesp 


Total metropolitan household coverage of both evening papers: 7 


Any other combination comes to no more than 5 


Only with both Detroit evening papers do you get 70.5% of the metropolitan-area families—and at the lowest combination rate! Even more impressive : 234,333 families 
in the metropolitan area read the TIMES exclusively (130,889 more than Detroit’s morning paper*). And 83% of the metropolitan-area families who read the TIMES get 
home delivery! Clearly enough, selling potential customers through the TIMES is a habit worth cultivating. 


ie KEEP YOUR EYE ON THE TIMES Detro 
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lation and second 
Pepperidge Farm is 


TESTING 


Pepperidge Farm selected the testingest market in the coun- 
try to get the answers Portland, Maine! First in U. 8S 
cities of 150,000 pop. Sixth in U. S. cities regardless of popu- 


in New England regardiess of size* 
just one of many who found Portland, 


Maine the best test city. Marketing and distribution facili- 
ties are ideal testing is accurate. 


* Source Soles Management 


represented by the Julius Mathews Special Agency, inc 
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Advertising Age, August 1, 1960 


Silton McClure Curtis 
AGENCY NETWORK OFFicens—Barney McClure of Evans, McClure & 
Associates, San Francisco, is the new president of the First Adver- 
tising Agency Group. Philip Voss of Woodard, Voss & Hevenor, Al- 

anininainaia — bany, is vp and Gene Curtis of 

Curtis, Sarver & Witzerman, 

Long Beach, Cal., is executive 

secretary. Jason Silton of Silton 

Bros., Callaway Inc., Boston, is 
immediate past president 


Central Charge 
Companies Suppress 


Competitors: Justice 


WASHINGTON, July 26—The Jus- 
tice Department charged last week 
that central charge services in 
Washington and Baltimore use il- 
legal exclusive dealing contracts in 
their arrangements with local re- 
tailers. 

The civil complaints said Cen- 
tral Charge Service, Washington, 
and Charge-It, Baltimore, require 
the affiliated retailer to “finance 
all his sales of merchandise and 
service exclusively through the 
credit operators.” The government 
contended the arrangement sup- 
presses competition by preventing 
competitors from dealing with the 
retailers. 

In operating their central credit 
service plans, the two companies 
buy up consumer accounts from 
retail merchants at specified dis- 
counts, then take on responsibility 
for collecting from the customers. 


Rieders, Parisi Join 
Direct Mail Ad Assn. 

Warren Rieders and George J. 
Parisi have joined the Direct Mail 
Advertising Assn., New York, as 
staff assistants. Mr. Rieders for- 
merly was public. relations and 
sales director in the New York of- 
fice of Post-Rite division of Reyn- 
olds & Reynolds. Mr. Parisi was 
executive assistant and operations 
analyst, American Gas Assn., New 


or of Ballantine; Edmund F. Higgins, President of Philadelphia York. 
Yellow Cabs and Joseph C. Scott of Scott & Graver, Philadelphia distributors for Ballantine beer and ale. 


They replace Herbert J. Rohr- 
bach Jr., who resigned. Mr. Rohr- 


Ballantine Beer kicks off ®ve? et sense ‘win 


ORIGINATOR 
® THE DEVELOPER 


® THE LARGEST OPERATOR OF 
TAXIPOSTER ADVERTISING 
FOR TAXIPOSTER INFORMATION WRITE — WILLIAM E. WHALEY COMPANY — 307 W. BROADWAY, LOUISVILLE, KY. 
ON OVER 10,000 CABS—150 CITIES—FROM COAST TO COAST 


handle the DMAA’s continuing 
workshop program, the associa- 


Taxiposter Advertising on Yellow Cabs _ sussc src\in: 
in Philadelphia with — 
WILLIAM E. WHALEY COMPANY 


dle membership and membership 
service activities. 


Mayer to Motorola Aviation 

Fredric T. Mayer, formerly 
manager of sales promotion and 
public relations of the electronic 
systems and equipment section of 
Nortronics division of Northrop 
Corp., has been named director of 
public relations and advertising 
of Motorola Aviation Electronics, 
Santa Monica, Cal. 


385@ NORTH NEVADA AVENUE 
COLORADO SPRINGS COLORADO 


fires Pee le s : a = ine 3 eee a ee See ee ee ee ae guage 
See bes a ; ; ' eee: Se Fae ts Ras 9 saath ai eae. ; Sa eS ee ee Pee Sn Tua care 
hoarse ses Joe te oe ana” a gee Rtgs eee ees a ceme eee: ~~ ener , wh oes es 
ee he ; oad I eo Ey ett se TEs eed r As 5 ae ¢ ae Beale nye ps eer —- ers * om ae ae 
ao eee Pegs eee | ee CURR ee ; Petr ud ee ie hares Fars a ig 2 ee eis 
ret 7 . . ‘ * ‘ 4 ¢ . q § 
bs 4 
34 ee 
ee  — : - 
2 » 
one-Si = -two . a | ae | : 
q a ; 
ae . 4 : = 
ay ae - i d ee 
ou _ : . ish ae 
se - — : 
eo “q =< 3% | ' tee ; 
Ne oe -f ; _ ) : A oo 
a OW PEPPERIDGE FARM I ta ee. a ae on 
aie my: "ivegn as ae BO a 
as " (a | aes - - \ allies So % 
ae s See | a} ~ TIEB St 
#8 ; . } "Baas : ee 
a banana nut loaf I mo . At  . Shee tee Be: 
. 2 5 di a . e/ 2 \ tine RE TS a 
Re es ———$—$——— aga | SE aa 5 
a ae ; S 4 £m fu) 
aaa 100% coverage of city zone oe + ‘ ames ; 3 : : 
—* 94% coverage ABC retail trade tone eee , , ac heme 4, ee i 
ae eC 7 } one 3 * 4 2 Si poe: ' 
: ee - - - : . 3 , us . - . | 
eee SS ee—“C;sSC‘(SCS , 
iain | EET EE Tene ge 
ea ; aaa eas! 
. ts 
om : 
** 
neues a“ f e; 

a . P 
ae PT ee bebe ¢ —_ 4 
eee eae . ne 

, f ; 
| at peas = SS 
ae See Seas aeas . | Ms, : 
a Tre (rrette c : es 836 
Wig } / 8a0 SG8 sfa5 ~ a ° , if a _ - 
: y GGG8 Fane seca ye i | 
Eo : ! , ; Sd 
a Sa aa ' ’ hi bee 
| cena pen = i {Pa/ 
ah bia 7 peo ~ "ta: ¢ tina ae ; : ; 
+ <obae inily - E . 4 : — 
eacace = pe . oe ee . \iiegs aes ; ? 
fey : ‘ : iS : - A, “ilies ee Bete hc Xe = wc tee ae 
true) : \ see ae 4: ch 4 eae MTEC cae . i Be ee ee aes ay ae 
ee: , } * te ae eo  . 
‘ ie 5 ss ae. ee . TL eg re F é : > fi : : a ety 
eae * fg. , mn “f te 0 ae x ‘a 
oe : 4 1 —_. = “aa WA _—_ “i a oo e | pila oe a i £ : ; 
he 4 q ee : 4 ae ,' a ey : 
oe : a x i - “2 . i 
cc = = ; d E = ean : 
Sache ee a la — eee —~ | 
rage oe ; os = “28 wal = E oy ees ae roa 
eign . Joga ai on een ac 
ge : a ¢ ES See tes a) oa be oie — we 
ee ae: wa | CSG i“ a—-  ~ . 
pe ie ' ; 4 a po ss Piped 3 — : 
ha! * a = e é ’ & - . = % 5 ioe : : “ f 
BE 2 z | — ; a nares en — ‘ eo Os ps5 ‘: = ‘ 
: wis 7 “ A Boer) Boies rae. 
ue > ; } j t | aes i Ps eal kbe, 
Sine iene 2" , - - * oe aha 7 op ae ™~* oe 
i a 4 - ; ; 2 reckar iil de cs 4 
Ay es ‘t a Soll . = ‘ 
si ——_— who Wak. ieee ; ! ma 
epee co : : ice = ‘ 2 ud is Pie create = 
ot Soe s r f : y oye ‘ Ll id Tak ree a ay esi et “4 
rs Seay eee ey, ed eS: epee Negra: Path g ear aN 2 Mee ae 
ae re ee ee ae . Sg te 
pe A GPRS Lo ht ae eRe a 8 2 aA ese oe ee meee eee ; ¢ . oe a 
ihe nod : E> ; ~— Bate een pmo Bie Ok SVAN aia oe ene pie cy See ; 
Saves EG oS ET Ae Reet oe ee 
eg es eee ee Cl Pe Ce 7 
me oe ee ae. oa 
ws ide g ae kee Fe abled NON ey Beret eat Siege yp 5 eit iim | Se eee aa —™ Bes Pct _ 
j “x STA REALE ESSE ene ca ge eae Rug pesca > ene ea got ea : Miia: os, 
ini oases Rs hg a SE SN ee ee ee eT >>. . pin * 
Mo ) a a a ee + aM anni te 
vanes, ” 
pa Ser ay : 
Sy So ie 
; Z 
7 ce 
—- oe 
: ans ee 
a 
a . WESTERN HORSEWAN 
ati i Leader in the Western 
, Equestrian Field 
a ae 107,657—Dec. 31, 1959 “ 
. ‘<":\\) ORL : 
. . Og 


We wash it... 
but it doesn’t shrink 


This year our circulation is larger than ever—over 1,400,000 paid 
subscriptions. It could be larger still, only we “‘wash out” the deadwood. 

This cleaning is automatic. Subscriptions are only sold to and accepted 
from people who meet the circulation specifications set by each 
publication. Subscriptions from people we believe would not benefit from 
the editorial and advertising content of the magazine are declined. 

Last year we discouraged more than 22,000. 

Expiration and renewal procedures established by the Audit Bureau of 
Circulations are a built-in device that continually purges the list. 
There’s even an unconditional, money-back guarantee to catch any 
unhappy subscribers before expiration. 

And still our circulation grows. Why? We believe the big reason is 
our editorial philosophy. When you want busy men to spend time and 
money on a magazine, you must deliver more business news, useful 
facts, deeper interpretation. 

This kind of editorial content attracts the kind of readers that 
count with advertisers . . . the kind that want a magazine 
enough to pay for it. 

That’s the only kind we have. 


im: McGraw-Hill «& 


2h: 
es ee App 


° . 
Seue® 


McGRAW-HILL PUBLISHING COMPANY, INCORPORATED 
330 WEST 42nd ST., N.Y. 36, N. ¥. 


Selected and bought by men in industry 
who want the best in editorial service. 


oe sit oe ST tote —_— s ee cs ae" a3 nh eagle. Peeerd, iat: Be $9 \ eee 
S atk : : hie ae a v pear atte: oe = i ae) Fea eete « ie Sy é J ie 
vf ‘ XL ie Sie’ eae Pa a ete ier a om a a r Py i s le STS se =e ei : =" E: = eae * zd ees 
=e = Seek errr a de ey EP = a okt aie ioe ae a £3 rg » apa hones r at: Ni Ne eee weer: Sx ooh due ee Ee 
i a a e 2 —— SAS ri Gent ae a? ar eo nae te + . oe eda v7) | alae oa ae ere ce eG +. SRS aS “bg Paes, xi i < 
Y i ae 7 bee ed . . re wera ; SE ae eeeee oS s . : - ames i ee, Rize ps." sf ‘ ; Siete: pees alfa 2: he on 
SS eae eo Pe lea eee ee eee 2 igaaag er Ss ot wi spa Somers se Oe at Mae PO ci Tea a tg ea ; ot ao ORS, 3 eek Si ae 
tS = ‘3 s ‘i EE cra 2 : ; os an : = SRT ese - mee a 
ot ( = 
eee a 
Paes panes 
ha ee 
“apy Pe. m 
MeSeS 
eae : eet 
2 2 6 
a ’ af Che 
s ‘ 4 ie 
; eee , a. oe ay ae 
= eee ; rte j — 
Tae ly Ps 
we. end 
5S iM ade 
vita! i ae 
ea Hh i ‘i 
et | .. 
eae 7 ‘are | 
' ¥ 
i 4 + “ L 
- yrs 4 s cp 
= oe 
. et ‘ 
ase @ - ae 
nc et ol 
ae _— 
Pre a : P 
y ag ae 
‘ v 
- q ¥ * ee Oe, 
: : 
‘ 
= ' 4 
? 
* 
nd ; Z » Z 
‘ f , f 
b. ° he 
: : ‘ R 
hy y i" 
: # as 
; : 7 oo a 
* é zg eS “a 
4 ‘ 
, F’ ‘ 
4 az ¥ 4 
; ste i a 3 
fla Sia yak a 
aa 4 . : tia 
at ger e ¥ 7 32 
= ae fe BB fi 
Ee : 
Bs 
ae me 
ne aoe & 
sc! = fe 
i 1s i 
‘ _a- Be 
Ne oyeeire = >» a 
ies: - ei 
ney hoe fs BY oe iad 
eprint . ‘4 eee 
Me nese 2 4 Z s 2 
PPS. # PB a” 
SY ; re. ; 
mi De my ‘ 
“* | a 
, 7 My 
7 = 
’ mee pe’ i 
it = 
, dy Be ° 
Ne a 
eee ¢ we ‘ 
Beatie § ie . 
aca ; é P ee 
‘ tone *) ¢ err . ; es . 
‘ a 7° : ; mee : 2 veg psy : 
i oe i fs : f . ye — : 
een ; ie pies = : pe I S| 5 i ee ca i 
ipieiea Si ha bea Ro Dae . iy US So ROR Da SS NC ee “oie ies Bis Ay 
Pn am Sur eg Pe ee at arate OMG h eile te Bis to, jie 7. ie 
Bi, bro ala Pe Teer Dat oaeas c ae th aE ee 5 ae a - i ¥ ee be: z 
fo at So Te derrat rE ee ee, pense ae” COI ys t 2 ; Lae = 
5 af Send oA Ens ans Se ie eats ee Tae ne © eg eee i ‘es a Se 
: ay a9 2 A ee po eae 2 Ghar ns eee rade ie a sankey - es, 
ores Be eS nen ea | ees Ses pees 4 Se re aa 
ae Bet re) 2 See ee iin acres 5s iy Fo £ * Perea i tae Bet 
eal : ee ae Mt i ae eee th f eyo 7 a Se ee he 
eo : _ Pea ext "ee ae Sane * be, a Se et or Ms, ae ae a 
PS ‘ eS es pe sie By a As * k ry ae ae r 
ee oe iz et la Silat N a fe : pe 
* oan 7 ‘ he he es > , Nena et a ee a ie 
‘ree jee ee Satie ma ARNE eg . ee ae <a ‘ris 
te Se F- ee 5 eee & sors a hs ‘ 
as reed ite os 4 at * af ear < # tee B ¢ i . 
Fei : ; Poe ee etna fe > : ae é heat ee cs anh ; 
o)) ae eS retake pe eameiree OS, oS e ae ee eee i we y e 
es : AP tA re pee e te es j 3 f : 
Eh te eee ; ety ek NG en bg coir . any z id Tp ee o; . ey 4 be 
Bake. . lnc to eta eae cha gipeai mes eRe vicar EE } : Pr ge ee ee 
‘aOR 43 het tobe ae Ps Thos ee —_— Pair a; * ¥ : e Sat 
i Sg mere aaae Co ee : 2 ; F 3 te y 
= =F ieap moe Bikes 5. ee . ee, o 4 a - x sr Ay 
= Ande See HY ene sa ee 2 im PUA sa eee ca 
are 5 Pee ee ts ur if 3 sf a i a ere] eof ee 
tes ies ae ENR pracn ney big es: Pan ee oe eee — ‘ ne eg o 2s 
PA se ae », 3) ght gi ee ae res en oh = a to ’ a , Fix lacey i ¢ c 
Ber re Sea tie =e “ Perk am ry " ete e 
55 ae e ; se lh ete Bish cs Sai F ioe ere ‘ 
Bre, nme Se crn laws ; Pi ‘ a eee ee 
TS ep) TERE be ie ey a Meal ae aaa Bet ake a ii y es ce ‘ 
ee es es eu ee a : va . et: it aK f 
ae "Re ret Sag a ‘a a a : f pe _ orca iene 
; Papeete a " oe _ ; ipa PF cape ena ; 
Tels ey 8 mA ae es: : ee ee ar fs = 
ee us , G eee te a © is P he ce Ey ee pe et ¥ “ 
Ree cy — ee 2 i , sig aaa, 
ae Y ‘ ee; 4 Let Pers Pia 5 eae * © cpilgliaiarese * 4 A Shon ees aang 5, oe 
Staal fe Wise oi ae aie Ee mae Plage } sat NAO - DASE ; 
Eee zi Ls * Fe OF = oe RO Re ete ety home Sg ae ae e 0 ee 
ide PRT : ae j : ae eee ite! goed : ee lec pe ee ik Co cs ty seat aaa " : 
nee ee " aa eye SC ese ae ae Sere AOR ips so ks pee: seas: Wi ee ae : eae ores 2 
mao + eee (ASS, TRNAS IP Vy een De, Sar c. S  ep eeee a Yegce ery Sate ‘ : we r 
att ae SoMa et ie < Wyaise on aR sh Hr ee yee anaes ~ a es es fgate os ps Bher ghee So : 
Se aah mY Te eee ey A ye Reyne TS 9 iene ee a, see : oe om . oe a 
Naas": ¥4 ee SMa it Peete che ee emma Poe Secs ee ; ae ; ua c 
eo tun . SR ES s Phas, eee SE oat yay « Pac Se ie _ : 
ines cant ne Petar rf pa yaa se eit ae oh, a : 
a : J “ Pekan Say i alae ee Met a niet — Sea yt of ie 
PS Bn ee eee, ee eid io <a AT ee pith) ges gudity ; 
aa es 1 ees ees Ne x PONE itt Oa rn a a : . pee See RE 
. s! nee: ee a a = . x ~ i reat SI 
ie ie “So. ie Ne tae ca RA oS Se mes pit - ae a 4 
bye oy i Xe Vea eae eee aes Plats Realy ee a ee aie ey ire i heck ! 
of gt Bir wina BM: Bee sas ae en oulleediode ’ eee ss ene: oy 
'y ogee oF ya ol on r MIT acs he iY lara rrr MEAP Team Lagi Pls ST pF x if ee ae SSilieg 
es : : . Mie, Se MS Ee OAS cebee eee eR aro ly orm area Ba. : 5A LR x 4 
: ae ores stig cae Fee RES RR : - nh hate NG 
3 ry ropa Saha aa Sy ere eae ae #4 - 
Se ids iS Sn Fe Ae | rita, ees Se ee nen eS hes Ve +} : ° pian. 
oe ah Se eh Se SER csr ae, fe ge: SC aaa ae 7 es - ages 
poe Pie iin ghaalanens aie aC Jp 
sey) PSR IES og dl ES SR ay ge ; 
ack ROS Co es cea he ee CS ASE Sega oF fs 
bee Tee . Dae) A See Smeg eam cose tele 2a eet a op = 
Dee ob eae as ee 5 Me Ps : 5 = 
ae 7 a af ta ceu mee 2 ‘ eee aie ats 
Be” ge. Re aes sie : 
aa ae bres ses aR, — PS. 
‘ it oaks So oe ee oO i 
ne: Appa a dete ee = 
pra Pere nC G : 
a ashe 
. ai 
en 
3 Py 
Re ss f 
eee h 
fi Peay 235 : 
ta ip! ese ortee a 
fa ee oa “i 
; ee 
Pi Page 
ATS, a 


th 


Ad Spending in 
Int'l Magazines Up 
20% in Ist Half 


Total Near $15,000,000; 
Ad Pages Increased by 
10%, Reaching 11,467 


New Yor«, July 27—Some 2,500 
international advertisers spent a 
total of $14,914,000 in international 
magazines during the first half of 
1960, sccording to figures released 
this week by Rome Research 

This was a gain of 20% over the 
$12,395,000 spent by these adver- 
tisers during the comparable 1959 


period 
In terms of pages, the gain 
was only 10%. The 50 magazines 


checked by Rome Research carried 
11,467 pages from international ad- 
vertisers, compared with 10,389 in 
the first six months of 1959 

Rate increases accounted for the 
much larger dollar volume in- 
crease 

Rome measures the advertising 
placed in internationally-circulat- 
ing publications as well as the in- 
ternational campaigns run in lead- 


ing national magazines around the 


world. 


® Heading the list once again is 
Britain's Shell Petroleum Co., with 
a first-half expenditure of $387,- 
424, well ahead of the $263,411 
spent by Ford Motor Co. of the U.S 
Ford's British company had an ex- 
penditure of $121,328, and its Ger- 
man subsidiary spent $108,131 
The vast majority of advertisers 
increased their expenditures this 
year—many of them substantially 
Hoover LAd., British subsidiary 
of Hoover Co., embarked on an in- 
ternational campaign this year and 
ranked as the seventh largest ad- 


vertiser in the first half, with an) 


expenditure of $147,636. Similarly, 
Farbwerke Hoechst, German chem- 
ical producer, put $79,325 into its 
initial international campaign 

Of the top 10 advertisers, six 
were American, three British and 
one Italian. Two Japanese com- 
panies made the Top 50 list, and 


one of them-—-Tokyo Shibaura 
Electric Co.—ranked as the 14th 
largest 


HE CAN 
HELP YOU 


if you're 
looking 
for fast 
Direct National 
Distribution 


Borney Kingston, Merchandising Director 


Don't be fooled by the ‘outlet map" on 
your wall! It's one thing to put your prod- 
uct In stores—it's quite another to move it 


If your product or service lends itself 
to personal selling—whether in a home 
office, store, institution. service station 
etc.—-it will pay you to investigate the 
booming $9', billion DIRECT SELLING 
PIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
through modern direct selling—in ALI 
counties of the 50 states and in the prov 
inces of Canada 


Let us analyze your product or service 
without obligation on your part. If your 
product has potential in our field, we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts 50 new 
companies every month many of 
which now do from $250,000 to more than 
$12‘, million annually 


Send factual data to our Merchandising 
Director, Barney Kingston, Dept. P-120, 
Salestnan's OPPORTUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Tl 


The top 50 advertisers spent $5,- 
900,000, accounting for 40% of the 
total volume 


@ In terms of product categories, 
the largest classification was in- 
dustrial machinery and allied 
equipment, which accounted for 
14% of the total expenditure, fol- 
lowed by travel, with 10% of the 
total; passenger cars, with 9% of 
the total; and beer, wine and 
liquor, with 6% 


50 Leading Advertisers 


in International Magazines 


Shell Petroleum 

Ford Motor 

Pan American 
World Airways 

Chrysler tart 

Dovgles Aircraft 

Martini & Rosi 


Rome Reports—ist Half, 1960 


1960 1959 7. Hoover tid 
$387,424 $355,247 &. British Overseas 
263,411 168.617 Airways 

9. Eastman Kodok 

238429 = 211,546 10. Chompion Spork 
216035 133,772 Plug 

192,810 152,418 11. CocoCole 
158,837 123,343 


Export Corp. 


How a simple 
but powerful idea 


And how another powerful idea 
helps to increase this leading 
food company’s success 


did 


"Twenty-four years apart, two men in widely different 
fields went into business with similar ideas. What they 
and how it applies today—may suggest a way to 
increase your own sales and profits. 


In 1898, Dr. John T. Dorrance gave America a great 
new convenience: canned condensed soup. It saved 
people money because it cost less to ship and handle. It 
enabled housewives to produce quickly and easily a 
tasteful, nutritious dish. 


| Now Dr. Dorrance’s idea has grown into one of Amer- 

ica’s most successful companies, the Campbell Soup 
Company, with sales of a half-billion dollars a year. 

In 1922, DeWitt Wallace started a magazine that 

condensed the best reading from everywhere into a 

convenient-sized publication. Today, Reader’s Digest is 

the world’s most widely read magazine — with 12,000,000 

copies bought monthly in the U.S., 21,000,000 bought 

throughout the free world. 


built a great 
American business 


147 636 


144,609 
140,285 


138,899 


132,665 


WHAT HELPED BOTH TO SUCCEED? In both 
cases people received new convenience —savings of 
money or time—with high quality at a reasonable price. 


Shortly after Reader’s Digest opened its pages to U.S. 
business, Campbell Soup realized the great interest such 
a magazine's readers would have in its own products. 
Clearly, Digest buyers are interested in convenience, 
quality and economy in both time and money. What bet- 
ter place to advertise products with such benefits? 


“Campbell's Soups and Reader's Digest have a great deal 
in common,” says John A. McGlinn, Jr., vice-president—mar- 
keting of the soup company. “We know . . . that ‘good things 
begin to happen when folks have Campbell's Soups’ and we 
also know, as the Digest says, that ‘people benefit from the 
rich rewards of good reading.’ Each benefit in its own way 
makes an important contribution to the welfare of everyone. 


“Through Reader's Digest we reach millions of people 
likely to buy Campbell products. The Digest’s lasting life 
and its editorial nature encourage readers to return to it many 


Advertising Age, August 1, 1960 


| 12. to Ch i 133,481 127,056 
13. tnt’! General 
Electric 128,721 113,860 
| 14. Tokyo Shibouro 
Electric Co 127,009 43,700 
—— | 15. Air Fronce 123,015 £83,562 
(16 Outboerd Merine 
36,437 | tne’! 121,572 110,218 
81,887 | 17. Ford Motor Co. itd. 121,328 81,870 
| 18. Internctional 
148,661 Harvester 116,182 82,499 
19. General Dynamics 114,901 48,905 
125,709 20. Goodyeer int'l 97,389 


114,251 


~ 


rae Pot ey sr ee ate ah pe ate F J poets atti ears wee ite ak: ay 5 Aa - oat. aia See etme 2s rs 
Cues San : , ee Pe SPs anal Rid i ae ee : im a4 Th ype ee ee % 
ape eae es re ok — i gon eae ae eee Saige epg a ee OB a iam ee a Pte ey re 
an he ies se er ik eee eee igs ned 2 ~ ee ale ema | MT ; ae Re Me 2 —: a 
er aan ee te eae e : . ie : “ cig) etaeapienee eee ee “ ar as < We nye ae ea a AN gs Soyer fa 
Na Baler te kcanh a ene tates he, te nil as ea lier aE Oaie Bia te Asieet ues a? Be hy fees ere in 2 ae eos Ps me ’ ii jet ie Baer hrc en ee ek Sa Nt lege” © ae ore: 
 eoeeag ‘ Actes : Bon: ee ct es 5s rae ee eae aeeaey oer elgemenet ee Bok 5 —— se eieteaste meee aga URI parmesan ny Lee ates ors 2 eee ee 
Se, rs 
pe, ae 
ae ; tise 
Pas iets 
emer 2 ' 2 
oN 3 ZZ a 
og ' ae 
sa: 4 Pe nem 
* 5 ’ = e 
hae \ B Lig 
. é — . 
. Ra 
» - - _— _- — - — “ —_ — ee —— _ —_ — eaten 
ae Bais 
a eatin Poa 
Career aes 
tte sal (cade 
os aia’ ime 
ae : 
$60 ae 
eters se 
5 — - 
——~ 7 ; 
. . 
a Po - | 
=e ; ee 
re 4d EA, 
“7 1 s : 
- is : : 
= vA op 
. , att ’ 
ee 7 ae zz 
ay 3 4 ie 
, i © ‘eae 
* B i “4 - ¥ e ; ea 
cay) it shane 
ee a é 
gees ee a — 
yee — See . 
“4 : ele Jaa si Pais, 
wa fe Ma eh ‘ ay 
% 
Bs: ; ‘e ae 
* > a 
ae J 5 ‘>, : ape ey 
ei aera : ; Ga “9 ie ate 
a ie ee aa 
fe. a aie a” LS a 
aed a — ; es Wey ie oe : f me 
bare ae! Pb eg eee oe “ int 
bes 22 ce | ee a 
Tae pataainad a Sig: pad Bt ae BAR 
opt Fos ee i a is. tap 
a Baal Be q ES Sn. ania = 
an =) ‘sr Mees a eee ay ~ 
ete “3 ‘gs Gee foe 
aoe ) aes wee .: 
Se a . a 
a ~ : = ey eg Bet 
5 a ay * as 
: ‘ : ’ s = 
er - e —— 
toe Sa of ie Sag 
ON a Py es 
en a9 kd , ¢ ah 
edge eee ' I a 
eee ae big eet 
ae “i , ia * wae: 
ai hes ? a 
Pe - ae 
ae * 2258 
; ~ fi : JS nish 
- a 7 a : 
ane ~ ~~ piece 
a Fa \ : ee ope 
in pi i - , P ie i 2 at 
Sea eo @ sae . Be We ats Lal ats 
> ere: = >» ee aH. a = ae ala 
. ee — : peal 
a ” > 
Pan Vi rye — - - = ——e = ~~ ats diol, 
ey ee | © a aie es é ee 
Neo Be | . yu see, 
rte a * [: , cain 
= - 3 9 : ger 
si = yt pict ae 
ee a | a7 ¥ erie 
‘ iii : a ss 
er sae 
oe Bee 
ne eat ae . 
a ran a | tea 
veg | ree 
<a va 
i ic at | ae 
pari +3 Pais 
pees he 
are) ey | : 
Mewes | 
eh Me ea | gee 
cp ree +3 
ree, : ak Bens 
Tae oie ar 
Mises a | ae 
air ee | ba 
ee ae is | a 
Fier j OPE: 
sige cae 
ce tee: 
5 —— 2 roe 
o Meee} 
= Suge 
y eee 
crane bone? 
Bae < 
pine . aes 
Pet letaey - open 
ar Plea. ae 
FON Eee yale 
van ES i 
= Ay 
ae Be 
sy a 
eS j 2 
‘ oe 
: : pe fs 
‘ F s 
Sead decree? ES ee He ee : see “kann 
ae ee "Ube cohiee a OSG Sear ee 7 RD Ss Se ie | 
Seah eed SR een ae aie a eee 


Advertising Age, August 1, 1960 


21. George Ballantine | 29. 
& Sons . 114,105 96,138 | 30. 
22. William Grant | 31. 
& Sons 110,803 74,\67 | 
23. Ford Werke AG 108,131 47 64) | 32. 
24. Remington | 33. 
Rand int'l 107,083 46,820 
25. Doimler-Benz ........ 104,659 131,402 34. 
26. KLM Royal Dutch 
Airlines ............. 104,113 102,782 | 35. 
27. Allis Chalmers %. 
Eee 101,643 113,723 | 37. 
28. Standard Brands 98,584 69,470 


Overseas 
Burroughs Corp. .... 
Canadian Pacific .. 
Scandinavian Air- 

woys 


97,115 
95,745 


95,189 
94,544 


90,885 
90,097 
90,017 
89,068 


87,962 


50,676 | 38. Vickers Armstrong 

115,364 | ES en 87,216 19,335 
| 39. Austin Motor ........ 79,680 70,830 

113,063 40. Forbwerke 

46,324 Hoechst ............ 79,325 
| 41. Mobil Oil ............ 78,789 95,246 

122,589 | 42. Boeing Aircraft 78,476 60,067 
| 43. Hawker Siddeley 

135,735 GROUP ooeeerreree 77,890 20,065 

122,003 | 44. imperial Chemical 

92,682 industries .......... 75,970 = 44,719 
| 45. Caterpillar 

85,509 | TRRIRNE cnitictteene 75,255 25,017 


| 46. Joseph Lucas Lid 74,745 52,325 | 
| 47. California Texas 

Pee 72,060 73,686 
48. PepsiCole ............ 70,713 109,948 
49. Timken Roller 

Bearings 66,851 56,554 
50. Philips-Eindhoven 66,154 29,543 
Now ‘Southern Innkeeper’ 

Room & Food Service, Miami 

Beach, has changed its name to 


Southern Innkeeper, effective with 


| its July issue. 


the average nighttime network 
television program. 


Campbell Soup reaches over 
35 million Digest readers, who 
turn to each advertisement 
over 60 million times. 


Campbell's Kitcheris - 


y 


times over several weeks. This re-reading creates additional 
opportunities for people to see our messages. 

“Its atmosphere of believability created by its editorial 
pérformance has helped gain wide, rapid acceptance for our 
new food ideas and products. We are impressed with the 
values delivered by Reader's Digest.” 

Campbell also uses Reader's Digest to advertise V-8 
Vegetable Juices and other products. 

What Campbell Soup has found in Reader’s Digest 
can help other companies — probably yours . . . 
1 The largest proven audience of readers. It is larger than 
any other magazine, larger than any newspaper or supple- 
ment... larger than the audience of 


The Campbell Kids are among the world’s most farmous company symbols, 


2 The largest quality audience that can 
people with greater spending power read 


be found. More 
the Digest than 


any other magazine. And the higher the income group, the 


greater the Digest’s share of the audience. 


3 Repeat exposures. Digest readers will look at your adver- 
tisement over 60 million times, according to the latest Politz 
research. This means millions of readers will look at it more 
than once. In these cases you will get —at no extra cost —the 
same benefits as if you repeated the advertisement. 


4 Discrimination in the advertising accepted. The Digest 
alone of major advertising media accepts no alcoholic bever- 


ages, no tobacco, no patent medicines. 


5 Belief in what the magazine publishes. People have faith 
in its editorial and advertising columns alike. 


People have faith in 


eaders Digest 


Largest magazine circulation in the U.S. 
Over 12,000,000 copies bought monthly 


S ° oh ae See 


|}BOLD IMAGE—Dubin-Haskell-Jacob- 
'son, New York, linings and inter- 
lacings supplier to the men’s wear 
field, announces its entrance into 
the women’s wear field with bold, 
abstract design ads in the New 
York Times Magazine. Edward M. 
Meyers Associates, New York, ts 
the agency. 


Thomas I. Crowell, 
Publisher, Former 
Adman, Dies at 66 


CaLtpweit, N. J., July 26— 
Thomas Irving Crowell Jr., 66, & 
board chairman of Thomas Y. 


Crowell Co., New York publisher, 
died July 21 at Mountainside Hos- 
pital, Montclair, after an illness of 
four weeks. 

Mr. Crowell became a director 
of the company, founded by his 
grandfather, in 1932 and was 
named chairman in 1942, follow- 
ing the death of his father. 

He was a vp and director of 
Ford, Bacon & Davis Co., New 
York, consulting engineer, before 
he retired last year. He specialized 
in sales and marketing studies for 
the company which he joined in 
1936. 

Mr. Crowell joined Charles W. 
Hoyt Co., New York agency, in 
1919, and was manager of its Bos- 
ton branch before joining Colgate 
& Co., Jersey City, in 1928. He was 
manager of specialty products and 
retail sales with Merck & Co., 
Rahway, N. J., pharmaceutical or- 
ganization, before joining FB&D 
in 1936. 


Stone Names Henriksen 

Stone & Simons Advertising, De- 
troit, has appointed Lois Henriksen 
media director. Miss Henriksen 
formerly was with W. B. Doner 
Co., Luckoff & Wayburn and the 
National Broadcasting Co. 


Vorhaus Opens Offices 

Lawrence S. Vorhaus has formed 
his own agency, Lawrence Vorhaus 
Advertising, with offices at 12 S. 
12th St., Philadelphia. Mr. Vorhaus 
was formerly a vp of J. M. Korn 
& Son, Philadelphia. 


«MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines — a complete 
blanketing of the American magazine 
field as listed in Bacon’s Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research, Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 


Send for Booklet No. 59 
“Clippings Benefit Business” 
BACON'S CLIPPING BUREAU 

14 E. Jackson Bivd., Chicago 4, Iilinols 
WA bash 2-8419 
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THE ONLY ONE |S 


KHQA-TV 


We ee 


This new NATIONAL YELLOW PAGES SERVICE 
can buy our various markets with just 
one contract...and sell our best prospects 


Perkins 


ad campaign; Jack Kennett, 


TELL ME MORE! 


Ad. Mer.: Well, now we can buy any combination of over 4,000 


Yellow Pages directories all across the country. Make them fit 
our geographical marketing pattern. 


Sales Mgr. But how do we know the right combination of 
directories to buy? 


Ad. Mgr.: The Yellow Pages people will furnish us with all 
the marketing info we need — which directories cover which 
markets and so on. 


Sales Mgr. And what's this about selling our best prospects? 


Ad. Mgr.: Just ask yourself who our best prospects are. The 
people who are ready to buy — right? And surveys show that 
9 out of 10 check the Yellow Pages when they’re ready to buy. 


Sales Mgr. Okay — but doesn’t it tell only where to buy? 


Ad. Mgr.: Not now! This new NYPS lets us put selling ads 
in Yellow Pages directories — selling ads that reinforce our 
national advertising. 


Sales Mgr. Just one contract covers it all? 


Ad. Mgr.: Right. And just one monthly bill, too. Saves plenty 
of paper work and red tape! 


Sales Mgr. 1 think we ought to buy it. 
Ad. Megr.: Good . . . "cause it’s already in the works! 


ONE CONTACT / ONE CONTRACT /ONE MONTHLY BILL 


Advertising Age, August 1, 1960 


Twiggs Kennett 


VOLUNTEERS—-Dr. Roy F. Perkins, president, Diabetes Assn. of South- 
ern California, awards plaques for volunteer task work during the 
1960 campaign to Hal W. Brown, Pacific Outdoor, who served as 
industry chairman; Reg Twiggs, Cunningham & Walsh, head of the 
Kennett PR Associates, for publicity 


and pr. Not shown: Edward Roy- 
al, who served as campaign chair- 
man, and who had been with Se- 
curity First National Bank as ad 
and pr director. He is now with 
J. Walter Thompson, New York. 


British Adman Is 
Gored in Pamplona 
‘Running of Bulls’ 


PAMPLONA, SPAIN, July 26— 
| Merlin Pearson Rogers, British ad- 
| vertising executive, was gored five 
times during the famed “Running 
of the Bulls” in the Pamplona San 
Fermin fiesta earlier this month. 

“Doctors think I should be able to 
leave the hospital in 10 days,” he 
said. 

Mr. Rogers, 28, an employe of 
Robert Brandon and Partners 
Ltd., London, is an executive in the 
agenc®’s public relations division. 

The San Fermin festival, made 
famous by Ernest Hemingway in 
his novel “The Sun Also Rises,” is 
featured by the running of the 
| bulls which are to appear in each 
'day’s bullfighting through the 
streets of the town to the arena. 
| Mr. Rogers was waiting to take a 
| photograph of the local youths run- 
ining before the oncoming bulls, 
| when one of the bulls swerved and 
| gored him. 


|= “The whole episode probably 
didn’t last more than five seconds,” 
he said. “Before I could get to 
safety the bull tossed me. Some- 
“body drew the bull away with 
‘some cape passes.” # 


IF. Jacobson Appoints Katsoff 
| Sherwood “Woody” Katsoff, for- 
|merly an assistant account execu- 
| tive at North Advertising, has been 
|appointed advertising and sales 
promotion manager of F. Jacobson 
& Sons, New York, manufacturer 
of Jayson and Excello men’s wear. 
North Advertising handles the 
| Jacobson account. Mr. Katsoff suc- 
ceeds Bernie Racusen, who has re- 
Kon 
| 


Wesley Adds Two Accounts 

Evyan Perfumes, New York, 
|producer of White Shoulders, 
| Great Lady, Most Precious and 
| Golden Shadows perfumes, has ap- 
| pointed Wesley Associates, New 
| York, to handle its advertising. 
| Joseph P. Schneider Inc. is the 
| previous agency of record. Wesley 
jalso has been named the first 
agency for Wise Shoe Stores, New 
York, a Genesco division. 


|Gene Hopkins Joins Avien 
Gene Hopkins, formerly exec vp 
of Electrada Corp., Beverly Hills, 
‘Cal. has been named marketing 
|vp of Avien Inc., Woodside, N. Y., 
electronics designer and manu- 
facturer. 
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BUT NO ONE GOT THE REAL POINT 


It sounded like poetry at the Sales Meeting. But when it was set in type the public just couldn’t translate it. 


Sure, the safety pin is a piece of double-tempered steel. But there’s a whole wide world of personal relation- 
ships pinned up in it, too. It’s a fastener for baby’s first pair of three-cornered pants . . . mitten-attacher to a 


snow suit... little boy’s first fish hook . . . big girl’s friend-in-need for a broken garter belt or bra strap—just 
to mention a few. 


The safety pin, like many other products, has special uses that have given it personal meanings. To break 
down the language barrier between manufacturer and consumer, you've got to discover those meanings. 


Hence, The Personal Approach: understanding people so they'll understand you. It’s done by watching 
them, talking to them, listening to them. It finds the meanings that move the goods. 


McCANN-ERICKSON, INC. THE PERSONAL APPROACH 


eae Ps eh Oty ‘ial o. t iauek eee ce pee =, oe oe (25>. ten. oe eG ae | m3 Bee inne nt pare ee jot te f : "tae e a whe 
. aide Se A pak ea oo “jis (Sea Sa. OF ve cena pe 2 aS aie len, Bere lcs | SL mT ren soueat Sige tee Joon oie era Page cs ae een aca : 
¢ are gs gs fe ee Bart Sie eae ‘ ‘ ae eee {SOLO terete ere a i eg ae Si ae Sie re ‘jeeress 
ona = Fag e5 ze eo ee Ea es Oar sr Pageets Se terme pipe tae reer a 9 Vest «gues Fe art og ta oy ae “ees 

Se if = A : re en ee a ae ee ar eh PEE me a : 2) OOS a RP ares eT Solr Le oa > aie Ct fag a Se a ae iegineea 
ea. Mats, pee ar eS Ye ae jai Bas eps dared ce a E yogis a se Aa i a Aes: pe ie Seas ae TEP ones * hee Piss id 
ome a “ 3h ae a te oe Peis ae og as Be er SS edtersmcncatene ‘ cs ieee or ee on he re ed reOae : ; eel 
se Se aie = het ee Zs See ee ed ate io Heese Res oe ahr = eae tapes ao CEE home bans" . yess sy 
SE ae ee Pee ee Bie. eens SS iis Been So : a Se cee ee = aR Piece "Reet RiS coer eral 
ieee rey ied Gee mame sapiens 7 gee mere negating» cee Tee oe ar ee i oe “reg oa rere / 5 ABS eae ere ee pee oa hee 
be) eS es as ‘ : Fil 4 ca 2 ap S8 Ratan - ee [ACR ee oe ee bee es Col pase Ne ie aie a eee: oe i _ peor re oe , es oe ne ee = eS i 
ance ; i Pe. 
meee pas 
a o 

Ze 

‘lace eae 
is oe Be G 
me anal 
Se a 

i Z ei 

a, is 
eae Pee A 
ay As ‘pees 

: tte a 
ee hal. 

oy i 
aK ‘ ee: 
wate! Sab 
oF a oe 
cee be 
aan Pyiee 
Pa e cb ia 
aaa. ‘ 
sciiiaee : 
De x 
i Sole aS ty 
ba 
4 =e 
a -- : 
e ’ fk 
i a ° saa 
q © ‘ 

: Se x Siti id : 

f Bete B en | 
i + ae nS S. * i i 

‘co - h : ’ J . ~ . oa" eos) > : 

a5 g - pie fe 

ait cg »the double-tempered, triple-plated Saf-Tee with Sur-Grip clas a , re 
ace } b | 7 be tay son nee 

ae bi 
ce “a * § isin 

es ts ; “ey |. — ‘ 

ip <a 9 ; 
> _ “— a 2 
z A — - bncnntntiainaant a a= — Pee F A 
Fy pos ste os 4 ai 
1 ee 2 : 

a ¥ an ' 
Be: ME Se Auge ee wae. kee eee a es 
ae ew 4 ae hee 5 / 8 as ae a age” > 2s Rae ae om Le 
ce Ae “ ne ; Sth 3 : a: % 3 re ne oe 

ES vee» bias Sad . : = i ss. ce. 2 ~ eae: 
os A ee ae arg” F 4 vat nee 

e the ‘ ag ae 3 se 

ie = . 

a 
eat Bie. 

Beer i : > 

ati ; = 

Res ge : ae 
a AO 4 Va Ea: 
Sere 75 aga 
es a j se 
ee , ae 

SI te a 

here a bss 
vee ee 
» 

ins j 
Beer ie 
Bee rp 
‘Se ba 
pt 4 ton 

Lh rote 7 
: 
ie oe 
a aa 
par Be 
a nie 
; ; : ‘ 
noe * x y ma 
. . ae 
oe a 
cae ae 
ae as 
* ee ie 
fn ee 
Be ue 
my 
; ee | 
ee , 
ae 
a hee 2 
Bee ee ‘ 
a 
Agen ee 2 Tera es,” aati 5) a tee ae 
a es Sa Sp ea ge ae 


40 


‘Don't Blame Vote on Colman, Prentis & Varley’ .. . 


Conservatives Reject Labor Bid to 
e,e . 7 o * 
Probe Political Ad Spending in Britain 
Debater Cites Peril of the middle of a campaign is legal 
so long ag it makes no mention of 
Making Election ‘Battle of « specific candidate. This is an 
Madi isers’ ! i tate of affairs.” 

ison Ave. Adverti : He said thie mot tet safe- 
By Mark Random \guards which Parliament thought 
Because of the prominence ad- 


lit had to prevent outside bodies 

butting into an election campaign 
vertising has achieved or had . ’ peg 
thrust upon it in the U. S. political 


arena, the following report on the 
debate over political advertising in 
Britain assumes more than ordi- 
nary interest 


July 26—Sir Harold 
Conservative govern- 
threw out by 265 
votes to 181 a Laborite bid to set 

up an inquiry into the control of 

political advertising expenditures 

; Laborite Gordon Walker, long a 

ites y critic 


LONDON, 
Macmillan’s 
ment last week 


aa of advertising, renewed de- 
mands for a curb on political 
spending on party propaganda 


The government, through Home 
3 Secretary Richard Butler, opposed 
ee the move and said that wider re- 
straints would be impracticable 


@ Mr. Walker said the mainspring 
of his motion was the opposition’s 
conviction that recent develop- 
ments had called into question the 
efficacy of the law to control polit- 
ical expenditure during elections 

“This is not a new problem, but 
an old one in a new form, and one 
which Parliament has in the past 
shown itself capable of tackling 
and solving,” he said 

“The main ground for an inquiry 
is that new factors have called into 
the adequacy and rele- 
vance of the law to control politi- 
cal expenditure.” 

Mr. Walker quoted from an edi- 
torial in The Times of June 9 
which said 

“In so far as the law regulating 
election expenses is supposed to 
set a reasonable limit to the elec- 
tioneering budgets of political par- 
ties so as to cancel the undue ad- 
vantage of wealth, the law is ob- 
viously defective.” 

Mr. Walker contended that was a 
grave thing for The Times to say 


question 


® He said one of the reasons for 
that comment was the case in 
1952 of Tronoh Mines, a mining 
company, which put an advertise- 
ment in newspapers calling, in the 
middle of the election campaign, 
for votes against the Labor party 
The company was prosecuted, but 
the judges ruled that there was no 
case to go to the jury 

“The clear implication of the 
judgment,” said Mr. Walker, “is 
that any advertisement by a cen- 
tral outside body which was 
clearly calling for support for or 
opposition to a particular party in 


or 


ART SERVICE 


There ore mony clip ert cotelogs available, 
bet ONLY ONE complete ort ond layout 
service. ideas clone in each monthly issue 
ere worth mony times the smell cost. From 
the smatiest printers to the largest concerns 
such as Prudential, General Motors, etc. heve 
been Clipper subscribers for mony yeors. 


THE COMPLETE CURRENT ISSUE 


: single current issues normally sell for $20.00. 
a The complete issue, yours to use, can moke 
re you hundreds of extra dollars! In addition to 
: the current issue you will receive an unusual, 
. attractive, introductory offer, No obligation. 


+ No salesman. Attach one dollar to letterhead 
Ys end mail today to Multi-Ad Services, Inc. 
124 Walnut Street, Peoria, Minois. { 


were illusory 
“This is an unanswerable argu- 
ment for an inquiry of the kind 


which the opposition is asking 
for,” said Mr. Walker 

“But there are more fundamen- 
tal reasons. The law has been 
called into doubt as a result of 
the actions of the administration 

“The prime minister, his chief 
colleagues, and big business behind 
him, have ruthiessly and cynically 
explored and exploited loopholes 
in the law to get around it 


@ “Messrs. Colman, Prentis & Var- 
{leading London agency] 


ley Lid 


have been very coy, writing letters 
to The Times suggesting that they 
had nothing to do with the policies 
of or putting over the ideas of the 
Conservative party 

“But abroad they have been less 
reticent. It is obvious they regard 
the Conservative party as a com- 
modity like a detergent to be sold.” 

Laborite member George Brown 
interjected: “Not quite so white.” 

Mr. Walker went on to say that 
Conservative “front” organizations, 
companies and similar bodies spent 
a total of $5,000,000 in the period 
leading up to the 1959 national 
election. 
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“This deserves to go down in 
history as the checkbook election, 
the election in which the tieup 
between the Tory party and big 
business was more naked and un- 
ashamed than ever before,” said 
Mr. Walker. 


es Sir Toby Low, Conservative, 
said it would be a great mistake, 
as The Times had pointed out, to 
think that advertising was the only 
channel of pre-election expenditure 
which had an electoral bearing. 
The Labor party had the nucle- 
us of party organization in most 
\trade union branches. Then there 


Latayette Park Apartment 
Detroit, Mich. 
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was the Cooperative Society. 
1957, he understood, over $1,400,- 
000 had been spent by retail co- 
operative societies on education. 
Most of that expenditure had been 
on party politics 

There were Labor shouts of, 
“Untrue!” 

Regarding allegations of vast ex- 
penditure by industrial companies 
in support of the Conservatives, Sir 
Toby said that expenditure was for 
free enterprise against nationaliza- 
tion. 

“It is not the Conservative party 
that provoked that. It is the Labor 
party,” said Sir Toby. 


In|# Even if it were accepted that) 


there was a mischief and that 
there ought to be some control of 
political expenditure, how could 
one define political expenditure? 
he asked. Was it the expenditure 
of a political party? And if so, how 
did one define a political party. 

“If one defines a political party 
it would not cover incursion into 
politics from outside. If you start to 
go wider, you immediately bring 
into this control any expression of 
opinion that cost money in some 
way that might have a bearing on 
the election. 

“It might be speeches by chair- 


men of companies, the campaign |of the last election were obtained 
for nuclear disarmament, or the | challenge democracy. 
campaign by social workers to If the Conservatives spent $4,- 
further the Wolfenden report. 200,000 last time, what amount 
“Two successful plays, ‘The might it spend next time? he 
Visit’ and ‘Rhinoceros’ have been asked. 
described as deliberate attacks on 
the capitalist system and the so- 
called affluent society. Would 
they be considered as Labor party 
propaganda? Would the opposition 
say that the film ‘I'm All Right 
Jack’ should have been subject 
to control?” 


said, the last general election had 
been preceded by a modern ex- 
tension of corrupt practices and it 
was the negation of democracy and 
of British ideas and standards. 

“I feel it is the introduction of 
American ideas to British political 
activity,” he charged. 

Charles Curran, journalist and 
Conservative member, said the 


® Laborite Ellis Smith argued that 
the means by which the results 


Three powerful editorial services 


... have won for Architectural Record the largest 
number of architect and engineer subscribers in its 
field ever... lifted the Record above all other archi- 
tectural magazines in reader preference*..established 
it as building’s foremost advertising medium. 


Creative communication of design developments in those types of 
buildings known through Dodge Reports to be reaching the plan- 
ning boards of architects and engineers in volume. 


Example: the Record’s 


monthly Building Types studies—most respected of all 


architectural magazine editorial features. “BT's” are top-rated in the Record’s 
Continuing Readership Research because they feature what absorbs architects most: 
TOTAL DESIGN—the over-all fitness of buildings for their purpose. Beautiful photog- 
raphy, expert drawings and authoritative text present in professional terms and in 
depth the most significant progress in active building types. Here is the timely 
magazine feature architects and engineers read first as they prepare to plan new projects. 


Prompt editorial response to constantly shifting areas of architect 
and engineer interest as disclosed by Eastman Research Organi- 
zation and Continuing Readership Research. 


Example: the Record’s highly successful serics, “The Image of the Architect in 
Practice” stems directly from readership research. Current articles are presenting for 
the first time a stimulating “inside look” at the office organization and practices of 
America’s leading architectural firms. 


Perceptive presentation of the imminently important, arousing 
interest where interest is due, stirring imagination and desire 
toward satisfying achievement. 


Example: the Record’s 1960 series on “Jet Airports” is a pioneering study of a new 
building type with dramatic implications for airport and terminal design. 


These three powerful editorial services (performed with the most editorial pages in 
the field) translate into equally powerful advertising values. 


Today Architectural Reec 


wd is read attentively by those architects and engineers 


who are verifiably responsible for planning over 89% of all architect-planned building, 
* nonresidential and residential, small and large. 


To reach them effectively and economically building product advertisers are placing 
over 60 per cent more advertising pages in Architectural Record than in any other 


architectural magazine! 


*Architects and engineers have voted 


Dock 


Ar al Record “pref 


d” in 141 out of 156 studies sponsored by building product 


ers and advertising agencies’ Summary on request. 


Architectural « 
Record @ ile 


119 West 40th Street 
‘stimulus to creative architectural and engineering design” 


In the view of the Labor party, he 
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Laborites were 
wrong target. 
“To try to throw doubt on the 
verdict by asserting that the Brit- 
ish people were so stupid, so mo- 
ronic, that they could be led up the 
garden path by cunning, skilful 
advertisers is an insult to British 
democracy,” said Mr. Curran. 


attacking the 


s “The climate of public opinion 


|}was not created by advertisers or 


press agents—they sought to ex- 
ploit it. They were no more respon- 
sible for it than a thermometer is 
responsible for a heat wave. 

“To blame Colman, Prentis & 
Varley because people voted Con- 
servative is like blaming Walls ice 
cream because people get sun- 
stroke. 

“It was the dealers in ideas 
who, more than anything else, 
brought about changes in the cli- 
mate of pUblic opinion, and since 
1945 that climate has been 
changed by a succession of books. 
| “The Socialists should stop wor- 
rying about Colman, Prentis & 
| Varley and declare war on Nevil 
i\Shute and George Orwell. To at- 
tack the advertisers and ignore 
\the authors is like trying to tackle 
‘smallpox by painting the spots. 
| “What the Socialists are trying 
|to do is to fight against a cur- 
jrent of change in the ideas of the 
| country which is carrying them 
jaway. They cannot hope to stem 
\that tide by passing restrictive 
| measures. In a free society there is 
| only one answer to an argument, 
|and that is a better argument.” 

i 


@ Laborite Alice Bacon said that 
\in July and August last year the 
|Conservatives were the biggest 
|poster advertisers in the country. 
|There was also newspaper adver- 
| tising on a large scale. 
| “The advertising reached a 
|ecrescendo in August, 1959. Could 
\it have been that all these cam- 

paigns were being directed by 
jsome central organization which 
| knew the election date?” 

(The Conservatives, as the out- 
going government, had the choice 
\of setting the national election 
|date. It was set for early in Octo- 
| ber, 1959, but there had been con- 
| siderable speculation that if it were 
/not held in the spring, the most 
likely date would be in the fall.) 

“There is no doubt,” said Miss 
Bacon, “that the money spent by 
the Tories and their allies before 
the general election influenced the 


STORY 
BOARD 


WTRF-TV 


| Two galavanting husbands 
| were parting late one night 
| for their respective homes. 
One said, “Well, it's pretty 
late, | suppose your wife will hit the 
| coiling when you arrive home.” 
The other one responded, “Yes, | sup- 

pose so, she's always been a lousy shot.” 
| wirf-tv Wheeling 
| 
|A baby rabbit had been pestering his 
| mother all day. Finally the exasperated 
| parent replied: “You, were pulled out of 
|@ magician’s hot . . . now stop asking 
questions!" 

wirf-tv Wheeling 
A major multi-billion dollar retail market 
where advertisers are WHEELING in big 
results; where 7,500 retail outlets ring up 
over 1% billion dollars annually; where 
WTRF-TV activates folks to ‘go buy’ what 
alert advertisers are selling here. 

wtrf-tv Wheeling 
George O'Donnell speaking before Beacon 
New York Cycle Dealers improved our gag 
about the “girl who bought a bicycle so 
she could pedal it around” by adding that 
she was “wheeling it all over town”. 

wtrf-tv Wheeling 
George P. Hollingbery has all the doto 
about wirf-tv; audience, market, merchan- 
dising and other good reasons why your 
spot compaigns should be here. 


B CHANNEL = — WHEELING, 
SEVEN WEST VIRGINIA 
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CHRONICLE 
MEANS 


a vas wzsr 
Sanday circulation, 


The Chronicle gained 22,243 
The Examiner LOST 5,709 


San Francisco newspapers: 


Source: Computation based on A BC Publisher's Statements, 6 months ending March 31, 1959. 1960 


@ ) In any average week, at least 28.8% more 


people watch WAVE-TV than any other TV sta- 
tion in Kentucky, from sign-on to sign-off. And ALL 
these extra families of course have their share of head- 


aches, sweet teeth, yens for new automobiles, etc.! 


WAVE-TV gives you much lower costs per 1,000 
than any other TV station in Kentucky. 


These are FACTS. Ask us (or NBC Spot Sales) 
for the proof. 


WAVE-TV Gives You 
28.8% MORE HEADACHES! 


(headaches your products can soothe, that is!) 


Advertising Age, August 1, 1960 


Conservatives Reject Labor Bid... 


result. During election times every 
single penny has to be scrupulously 
accounted for. What a farce it was 
then that three weeks before the! 
election campaign had begun the) 
election had already been won by 
unlimited expenditure on advertis- | 
ing campaigns? 

“The Conservative party put 
themselves into the hands of an 
agency, which produced a so-called 
image of the Conservative party by 
advertising methods. In doing this 
they had introduced something into 
Britain's political life which was 
alien to British democracy. 


se “Do you really want British 
politics run like this? Do you want 
British politics to become a battle 
between two Madison Ave. adver- 
tisers? I do not believe you do.” 

Home Secretary Butler, reply- 
ing on behalf of the Conservative 
government, wound up by saying 
he would like to think that press 
advertising for political purposes 


CHANNEL 3 @ MAXIMUM POWER 
LOUISVILLE 


NBC SPOT SALES, National Representatives 


was an innovation of the Conser- 
vative party. But Laborite Lord 
Morrison of Lambeth had used 
press advertising on a large scale 
in 1934 in connection with the 
London County Council election. 

“The Conservative party,” he 


|said, “has every right to use an 


agency because they have some- 
thing good to offer, as the result 
of the election proved. 

“But to say that the Conservative 
policy is in any way affected by 
this firm is absolute nonsense. They 
have nothing to do with policy. 

“They simply take what is 
handed to them and put it in a 
manner they thought most attrac- 
tive.” 

There was laughter from the 
Opposition benches. 


8 Mr. Butler contended that it was 
surely not unconstitutional in a 
democracy to take every opportu- 
nity of putting one’s case before 
the public. That, he said, was what 
the Conservatives had done. 

“Any restriction of political ac- 
tion is so contrary to the spirit of 
British law that we must con- 
stantly beware lest we infringe on 
the essential freedom of speech 
and propagation of ideas.” 

He dwelt on the difficulties of 
drawing the line as to what was 
political expenditure and cited the 
case of the Laborite Daily Herald 
which he said had been subsidized 
last year to the extent of about 
$630,000. 

“I find it extremely difficult to 
see how you could frame a law 
which would bring that in, whether 
one incorporated a political party 
or not,” said Mr. Butler. + 


Independent Handles ‘Playboy’ 

Playboy, Chicago, will be dis- 
tributed by Independent News Co., 
New York, effective with the 
monthly’s August issue. Independ- 
ent, a wholly-owned subsidiary of 
|National Comics Group, will also 
| distribute Consumers Bulletin. Dis- 
|tribution of the two publications 
resulted from Independent’s ab- 
sorption of Empire News Co., 
| Chicago. 


Mermey Manages Images 

Mermey Organization, New York, 
a new pr company specializing in 
“image management,” will issue a 
monthly publication, “Image 
Management,” beginning in Au- 
gust. It will deal with “business 
imagery in a sophisticated soci- 
ety” and will be sent free to some 
3,000 corporation executives. 


Howe Joins Holmberg 

Richard W. Howe, formerly art 
director of Campbell-Mithun, has 
joined Lawrence O. Holmberg Co., 
Chicago agency, as art director. 


|\Changes Names to ‘Chef’ 

Culinary Review, New York, 
has changed its name to Chef, ef- 
fective with its June issue. 


Need to Analyze 
Your Public Relations? 


Press Clippings can keep you fully 
informed on the results of your public 
relations program. You can see how many 
of your releases are published . . . what 
coverage is given to events you stage . . . 
what the editors of the nation are think- 
ing. This knowledge will help you pian 
and develop more effective public rela 
tions programs. Interested in learning 
how we can serve you? “ 


Est. 1888 


PRESS CLIPPING BUREAU 
165 Church St.. New York 7, N. Y. 
Phone BArclay 7-5371 
1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, I!.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPER 
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He’s a 60-year-old giant. 

His shadow falls across 19,000,000 homes all over America 
every Sunday, every season, every year. 

When he laughs, 40,000,000 Americans laugh with him. 

Ph.D.’s, mechanics, stockholders, grocers, union members, 
doctors, voters, astronauts, deep-sea divers, great white hunters 
(and their wives and children) know him as well as, or better 
than, their next-door neighbor. 

The giant: Metro Sunday Comics Network. The most wide- 


2 cell depumiehiiits tetas Sk Held adie Hae ob Chew. 
lation figures behind him. In the business of selling goods in 
volume at low cost—he stands as the prime opportunity in 


today’s highly competitive market. Let’s examine him closely. 
Consider a few competitive, critical facts: 

ract: More people read Metro Sunday Comics than any other 
print medium — over 40,000,000. As always, section readership is 
terrific. (Ask for latest studies.) 

ract: Metro’s regular families include more college graduates, 
more professionals, more adults, more teenagers, more kids than 
you can reach in any other medium. And you reach them all at 
once for the price of one insertion. 

ract: In the income brackets that count — over $4,000; over 
$7,000; over $10,000—Metro Sunday Newspaper Comics’ families 
rank well above U.S. averages. 

ract: During the key “buying years”—18 to 34— readership 
of Sunday Newspaper Comics tops all other feature sections. 


ract: People who read Comics become involved in the situa- 
tions; identify strongly with many of the characters — develop 
a strong sense of loyalty to the medium. The result: a strong 
sense of loyalty to the advertisers. (Ask for our new studies.) 
ract: Metro Sunday Comics is the growth—if not the 
“glamour” — media buy today. 

Fact; You can get the complete story on Metro Sunday Comics 
Network by calling MUrray Hill 9-8200 in New 

York City —or any of our branch offices listed 

below. (Send for our brand new study on ef- 

fective audience potential, entitled “2 x 2 = 

— Or Does It?”’) 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Sales Offices: 260 Madison Avenue, New York 16, N.Y. MUrray Hill 9-8200 * Chicago 11, 1710 Tribune Tower * Detroit 2, New Center Building * Los Angeles 5, 3460 Wilshire Boulevard * San Francisco 4, 155 Montgomery Street 
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money cant buy 


ONEY alone can’t buy a subscription 
to Business Week. 


Last year, 10,862 people, who sent us 
$87,050 for subscriptions, found this 


out. Regretfully, their money had to be 
turned down. 


Business Week limits its subscriptions al- 
most exclusively to management men. There 
are no copies sold at newsstands. 


Sometimes, people accuse us of snobbism. 
Usually, they change their minds when they 
know the purpose of this policy. 

It’s to guarantee an audience our editors 
know, whose language they speak, whose 
interests they understand. 


It’s to guarantee an audience our advertisers 
want to reach, composed of decision-makers 
in business and industry. 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO 
INFLUENCE MANAGEMENT MEN 
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Economic 
Expansion 
Unabated 


By WHALAKD HASseL SUS 
Denver Fe=t Business New 
Vaditer | 
Expansion of the Den 
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Photo Chain Sets $225,000 Push 


Tooley-Myron Studios, Miami, 
chain of 25 portrait photography 
studios in ten southern states, has 
appointed Olsen & Gustavson Ad- 
vertising, Fort Lauderdale, to han- 
dle a $225,000 a year advertising 
and promotion program. Newspa- 
pers and direct mail will be used; 
part of this year’s campaign will 
celebrate the company’s 25th an- 
niversary. The company claims to 
be the third largest portrait studio 


chain in the U. S. operating inde- 
pendently of any store system. 


New England Spot Formed 
New England Spot Sales, Bos- 
ton, has been formed to represent 
radio and tv stations in New Eng- 
land. Charles Bell Jr., formerly 
executive assistant to the general 
manager of WHCT, Hartford, 
Conn., is president and general 
manager. The rep’s headquarters 
will be in the Statler Office Bidg. 


Sy agen a “estes 


Real Estate Board to Gibbons 

The Toronto Real Estate Board, 
reportedly the largest such board 
in the world, with more than 3,000 
members and sales in excess of 
$160,000,000 annually, has named 
J. J. Gibbons Ltd., Toronto, to 
handle its advertising, effective im- 
mediately. The account had been 
with F. H. Hayhurst & Co. The 
board said 14 Toronto agencies 
made presentations for the ac- 
count. 


Official Films 
Ex-Execs Establish 


Program Sales Inc. 


New York, July 27—Several ex- 
ecutives formerly associated with 
Official Films have joined to form 
a new tv production and distribu- 
tion company, Program Sales Inc 

President of the new film outfit 
is Ray Junkin, one-time vp and 
director of sales at Official and a 
consultant for the past year. Har- 
old Hackett, who resigned as pres- 
ident of Official in February and 
was replaced by Seymour Reed, 
will be vp of Program Sales. Walter 
Smith, insurance executive and in- 
vestor and a former Official board 
member, also will be a vp. Jack 
Anderson, treasurer and radio-ty 
director of the ad agency, Kushins, 


Anderson & Takaro, is secretary of @ 


Program Sales. 


First show to be offered by the 


new company will be “Newsbreak,” 
a five-minute porgram made up of 
footage from the Hbrary of Movie- 
tone News. This will be available 
for fall, with initial solicitations to 
be made for sale on a regional or 


‘SHARP’ SALES—Schick Safety Razor 
Co., Toronto, is tying in with Pep- 
si-Cola Co. of Canada, Montreal. 
Pepsi will send French Canadian 
consumers a razor, blade injector 


national spot basis. + and a plastic travel bag for three 
Pepsi bottle caps and 50¢. F. H. 
Hayhurst Co., Schick’s agency, or- 


ganized the promotion. 


Bourbon Institute Drive Pushes 
Bourbon as Summer Drink 


few papers, any v\ here, The Schenley-sponsored Bour- 


. e bon Institute has kicked off its 


cover their home city 


and 20 trucks fought the blaze, 
|which gutted the agency’s con- 
|ference room, photographic labor- 
|atory and projection room. 

; three-month drive in 70 key mar- | 
Z ket areas will take a $175,000 slice | 
out of the 1960 budget, set at 
$675,000. 

Part of the campaign is a bid to 
popularize the traditional mint 
_julep as a summer cooler. This | 
|year marks the “150th anniver- | 
| sary of the mint julep,” according | 
| to the McCann-Erickson subsidi- | 
jary, Communications Counselors, | 
|New York, which is handling the | 
|program. Two thousand in-store | 
displays also will be used to stress | 
\that “bourbon is the best of sum- | 
mer drinks,” as the Life and Look | 
ads proclaimed. 


mer campaign with full-page four- 
color ads in Life and Look. The 


Too Busy to Keep Up 
With Your Reading ? 


Press Clippings can solve your prob- 
lem if there simply aren’t enough 
hours in the day to permit you to 
read the trade papers, magazines and 
newspapers you know you should. 
Many busy men have us spot and 
send them information on subjects 
of interest to them. 


and trade area as 


completely and effectively — 


Est. 1888 


as THE DENVER POST 


Empire Magazine 
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| Fire Damages London Agency | 


Fire caused damages estimated 
in excess of $10,000 on July 22 at 
the St. Martin’s Lane headquar- 
ters 
one of the three largest agencies 
in Britain. More than 100 firemen 


of London Press Exchange, | 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 
Phone BArclay 7-5371 
| 1868 Columbia Rd. NW, Wash. 9, D.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, Il1.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPER 


EE Ee Se A! ee NBR? Mii a 
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® Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 


_ MIDWEST UNIT 
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EWRR Lid. 
Scores 50% Gain 
in Billings in ‘59 


14; ¥;91)/ 196] Pennsylvania Farm Show 


SHOW Herrisburg Jenvery 9-15, 196! 


PREVIEWED IN THE JANUARY 14. 196! ISSUE 
CLOUING DATE DECEMBER 6 1960 


COT ER TR eo: OOP R TEE ER Se. 23,040 (units) 
Nii padsishithsocadsurenabosoladl cnloceccal 626,000 (tons) 


IEE RNIN 0, cs sesesesessinntndnssesadioutovencsl $117,233,000 
af TS gS 3 RB ta $35,434,000 
Furniture and Appliances........................... $74,631,000 
RET a AS SS CAN $369,865,000 
SIRE Ss TESTI ea $322,703,000 
RESETS ag eae eee $125,551,000 


“Rural soles as compiled from Sales Management and government dota 


Total spendable income reaches $1,004,100,000 yearly! 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


Agency Climbs from No. 8 
to No. 5; JWT Is Still | 


Biggest British Agency 


Lonvon, July 26—Erwin Wasey, 
Ruthrauff & Ryan Ltd. recorded a 
gain of almost 50% in its print and 
television billings in 1959. 

This was revealed by the World’s 
Press News annual press and tele- 
vision billings survey last week. It 
showed that EWRR jumped from 
eighth place in 1958 to fifth in 1959 
to rank immediately behind the 
“big four”’"—J. Walter Thompson, 
London Press Exchange, S. H. Ben- 
son and Masius & Fergusson. 

With its print and tv billings up 
from $12,608,400 in 1958 to $18,- 
162,200 last year, EWRR overtook 
Mather & Crowther, Young & Rubi- 
cam and Lintas 

The WPN billings survey of 
measured media has been an an- 
nual event since 1954. This year’s 
table covered 49 top-ranking agen- 
cies in Britain. 


|@ It showed a growing readiness 
|among agencies operating in Brit- 
}ain to reveal details about the vol- 
|ume of business they handle. Of the 
49 agencies in the list, 39 supplied 
figures. Five others—Arks Public- 
ity; Foote, Cone & Belding; Lambe 
|& Robinson-Benton & Bowles; Lin- 
itas, and G. S. Royds—indicated 
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| that the estimated figures supplied 
| by WPN for their comments were 
accurate enough to stand. 

In view of the agency criticism 
over the past year of ever increas- 
ing television advertising rates, the 
survey produced an interesting 
sidelight: It showed that the num- 
ber of agencies whose tv billings 
exceeded their press billings had 
fallen from seven to five. 


® The seven whose tv volume ex- 
ceeded press billings in 1958 were 
Young & Rubicam; G. S. Royds; 
Lintas; McCann-Erickson; Lambe 
& Robinson-Benton & Bowles; 
Robert Freeman, and Dolan, Duck- 
er, Whitcombe & Stewart (now 
BBDO Ltd.). The two which 
dropped from this group in 1959 
were McCann-Erickson and 
DDW&S (BBDO). 

Still at the top of the table is 
J. Walter Thompson, which showed 
a gain of around 14%—from $28,- 
408,632 to $32,760,000. 


® London Press Exchange also 
showed a gain of about $4,000,000 
in press dnd television billings, 
from $22,767,716 to $26,912,110—an 
increase of around 18%. 

Twelve agencies also supplied 
details of total billings for 1959. 
They were: 


BBDO $ 7,124,644 
Clifford Bloxham . 4,621 330 
Crane Publicity , 2,800,000 + 
el Ee 5,027 ,400 
RIED: “srecrnctscincsosensees 10,948,000 
John Haddon 5,600,000 + 


B.S PN ecctisctces 6,412,476 
Alfred Pemberton 7,655,155 
F.C. Pritchard Wood 10,920,000 
Saword Boker ........... 4,979,309 
Stuarts Advertising ..... 1,743,980 


| 
Dealers in Sound Corp. 

Plans Future Ad Schedule 

| Dealers in Sound Corp., North 
Bergen, N. J., a national coopera- 
| tive buying organization of phono- 
graph record dealers, announced 
at the recent Music Industries 
Trade Show in Chicago that it will 
begin advertising in the future. 
Mickey Gensler, of the Spinning 
Discs Corp. and vp of the coopera- 
tive, said that the advertising 
would begin when the 30-member 
group acquires a few more mem- 
bers. 

The cooperative, known as DISC, 
was formed about six months ago 
to compete with the large chain 
stores and discount houses in the 
large quantity purchasing of rec- 
ords from manufacturers. Dealer 
members are requested to buy no 
more than 60% of their records 
through the cooperative, the re- 
mainder to come from regular dis- 
tributors. To join, a dealer gives a 
$1,000 deposit, returnable if he 
should withdraw from the group. 
In addition, he pays a 7% overhead 
charge each month. The group also 
is distributing a private line of dia- 
mond needles known as DISC Su- 
perba. 


Telescript Expands in L.A. 
Telescript CSP, New York, 
closed circuit tv company, plans to 


OT RAIGHT-LINE 


}expand its Hollywood office and 
|manufacturing facilities. Harrison 
C. Reader, financial consultant, 
and Peter Jackson, vp in charge of 
engineering, made a trip to the 
West Coast to look for a new site 
and to discuss possible mergers 
with tv and motion picture pro- 
ducers. While there, the executives 
introduced Telescript’s new Tape- 
Editor, a machine that splices tv 
tape electronically. 


Orvis Joins ]. V. Connolly 

Schuyler A. Orvis Jr., former 
publisher of the Leader, Lake 
Worth, Fla., has joined J. V. Con- 
nolly Co., New York public rela- 
tions company, as head of the new 
business department. Also affili- 
‘ated with Special Events Ifc., Mr. 
Orvis is a consultant to the Inter- 
|national Exhibition & Pavilion 
Planning Organization, which will 
handle exhibitions at the 1964-’65 
New York World’s Fair. 


Burke Joins Packer Corp. 

John L. (Luddy) Burke has been 
|elected exec vp and general man- 
ager of Packer Corp., Cleveland, 
;and a vp of Harry H. Packer Co. 
and Outdoor Investment Co. Mr. 
Burke previously was manager of 
the combined operations of the 
New York and Brooklyn branches 
of General Outdoor Advertising. 


| 
| 
| 


NOW 


45 East 55th St., New 


A complete TV 
Department on a low 
cost per job basis! 


Use any or all services: 
Production Supervision... 
Directioo ... Creation... 
of live, tape and film; 


Hi Show Coverage; Agency 
Representation. Service by producers with 
agency-network backgrounds. 

Phone or Write: BABCOCK & KOGAN 


York, N.Y. « Plaza 2-4480 
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Advertising Age, August 1, 1960 


58-59 Press, TV Billings - 


of British Agencies 


(In $; 000 omitted) 


1959 1958 

Agency Press TV Total Press TV Total 
J. Walter Thompson , 16,800 15,960 32,760 14,588 13,821 28,409 
London Press Exchange 18,444 8,469 26,913 15,938 6830 22,768 
S. H. Benson 15,355 7,618 22,973 13,882 7,372 21,254 
taasivs & Fergusson 9811 9837 19,648 8576 6,766 15,342 
Mather & Crowther ............... 11,385 5,127 16,512 10,786 486094351 15,137 
Young & Rubicom ............ 3,877* 8,809° 12,686° 5,735* 7,506* 13,241* 
| PSEEED Ree eT SES 5,642* 6,556* 14,198* 6,.261* 6A454* 12,715* 
SII sdisitasehees ean dlabeaeatthanindiogs 10,713 7,449 18,162 6,986 54622 12,608 
GD. GS. Mays ....ccccccvrccrscessssseee, 3,800° 4856" 8,745° 3.703" 5,740* 9A43* 
Colman, Prentis & Varley . 6.240 3879 10,119 6,160 2677 6,837 
Service Advertising 4864 2,449* 7,313" 4865* 2,162" 7,047* 
Pritchard Wood ....... 54645 2,309" 7,954* 4,828* 2,101* 6,929" 
McCann-Erickson ....... 4872 3,500 8,372 3,153* 3,559° 6,712* 
Foote, Cone & Belding ... 4,614" 400° 6,614" 3,703* 2,225* 5,928" 
yg oe 2.744 1,747 4,491 3440 2,147 5,787 
G. Street ............ 3,360 956 «604,316 4,298 1377 5,675 
OsbornePeacock oon.ccccccccccce 4653 2,310 6,963 4,200 1400 5,600 
Te me 1,587* 3,842* 5,429* 2,102" 3,480° 5,582* 
SEIIINIEL  shineestctieesceneiuaninbineasniianiianh 4,675 1,242 5,917 4,104 1,298 5,402 
Alfred Pemberton ........... 3,191 2825 6,016 24660 2,193 4,853 
I a crctticntaricintnsnvenin 3,196 62,105 5,30) 3,266 1,557 4,823 
GRITS ssitinatednticien 4353 1,803 6,156 2645 1325 3,970 
Saward Boker ........... ‘ . 2818 316 4,134 2,509 1,135 3,644 
Legget Nicholson .................. 2,701 1,392 4,093 2,394 1093 3,487 
Napper Stinton & Woolley ... 4,727 669 5,396 2,887 574 3,46) 
Chas. F. Higham ............... 2,640 416 3,056 3,015 381 3,396 
Willings Press Service ......... ; 2,251 1,129 3,380 2,127 1,262 3,389 
Clifford Bloxham & Ptrs ............ 2604 1,316 3,920 2,218 1,120 3,338 
I I isa iicrectessintitnennts 3,080 123 «3,203 3,157 164 3,321 
Oe A "> aa 3,957 652 4,609 2,570* 744* 3,314" 
Everetts Advertising ................ 2,964 931 3,895 2,256 986 48=63,242 
Rumble & Crowther ................ 2,978" 414* 3,392* 2,635* 484* 3,119" 
T. B. Browne ............. entail 1,695* 1,204" 2,899* 2,017* 979* 2,996" 
Wy eee GR sicnteternncciten secs 3,273 1078 4,351 1,967* 1,005* 2,972* 
Longleys & Hoffman .............«. 2,361 288 2,649 2,535 305 2,840 
PR III picntsitiinnterrcnnccine 1,685 1,308 2,993 1,046* 1,652* 2,698" 
DDWS (BBDO Ltd) .................. 2,102 573 2,675 1,159 1,250 2,409 
Ses WR FR escccerisicsncencoes 2,227* 902* 3,129* 1,584* 768* 2,352* 
rT 1,680 792 2,72 1,472 585 2,057 
Armstrong-Warden  ............006 1,541 368 1,909 1,630 306 «14,936 
R. S. Caplin 1,563 427. —s: 11,990 1,407 480 =—s:1,887 
Arks Publicity 1,993" 178* 2,171* 1,773* 82* 1,655* 
Smiths Advertising ................ 1,760 1,120 2,880 1,245 606 =«1,851 


EE MINT. ecsiteckentqsctnissnsscoebis 
Stuart Advertising 
Graktam & Gillies 
Grant Advertising 


Source: Compiled by World’s Press. News. 

All figures supplied by agencies concerned except those marked with an asterisk, 
which are estimated. Estimates based on Statistical Review of Press Advertising in case 
of press billings; estimates of tv billings based on monitoring of ITV stations by Tele- 


vision Press Agency. 


Note: ‘Press’ in British od parlance refers to newspapers plus magazines. 


Puritan Names Bernstein 


and sales promotion manager. He 


Puritan Sportswear Corp., Al-| formerly was assistant account 
toona, Pa., has appointed Martin executive of Ralf Shockey & As- 
S. Bernstein assistant advertising | sociates, New York. 


The Memphis Market has two ears 


WDIA alone reaches the other one! 


When planning your budget for the Memphis market, remember -that 
40% of the population is Negro—over 1,500,000 people, who earn more 
than a billion dollars a year! Remember that the only medium that 
effectively sells this big, rich market is Memphis’ 50,000 watt Negro- 
programmed WDIA. Top rated for 10 years, WDIA is more than a 
radio station, it’s an advertising force. No matter what other media you 
use, 40% of your Memphis area budget must go to WDIA or you miss 
nearly half of this rich market! Write today for complete details' 


Arcute 8. GRINALDs, Jr., Sales Mgr. EGMONT SONDERLING, President 
Bert Fercuson, Exec. Vice-Pres. Represented by Tue BoLiine Co. 


OTHER SONDERLING STATIONS: 


WOPA, OAK PARK, ILL. 


KDIA, OAKLAND, CALIF. 


} 


make 
sure 


you get 
the order 


localized advertising 
in the state farm par 
which has earned his 
confidence . . . brings 
buying results 


Farmers like our kind of paper. It’s local . . . an informed 
“next door neighbor” . . . because we edit only for Pennsyl- 
vania people and Pennsylvania agriculture. Farmers pre- 
fer us 2 to 1 over any other farm publication. Your 
product gains added interest and respect in this en- 
vironment. Farmers become even more interested when 
you use techniques of STRAIGHT-LINE ADVERTIS- 
ING — local pictures, case histories, prices, terms, dealer 
listings. We can insert these quickly and at low cost be- 
cause we print by gravure. Want proof? Send for free 
folder. 


Pennsylvania Farmer 


HARRISBURG, PENNSYLVANIA 


STRAIGHT-LINE ADVERTISING available also in — 
THE OHIO FARMER © MICHIGAN FARMER 

THE INDIANA FARMER © THE KENTUCKY FARMER 
THE TENNESSEE FARMER & HOMEMAKER 
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EL PASO 


1960 Population 272,239 


9th IN THE NATION 


in percentage of gain among 
cities of 100,000 or more population 


141,754 GAIN 
108.6% over 1950 Census 


Che Zl Paso Times 


Morning and Sunday 


CAPITAL CITY 


THIS 1S THE LiFE—Marlboro’s latest animated outdoor ads are catching 
the attention of Los Angeles motorists with the gentle rocking mo- 
tion of this cowpoke. 


E] Paso Herald-Post 


Evening 


The Labuhus southwest 


NEW IN 
MODERN 
MEDICINE 


IN 1961 complete coverage of the total 
prescribing medical market 111,000 su 


Effective January 1961, the current circulation 
reaching 145,719 practicing physicians under 


The estimated total prescribing circulation, 
by types of practice, is as follows: 


: : All General Practitioners................ 55,000 
age 65 will be expanded to cover all M.D.’s of qi ¢ p's with Special Interests. ........ 13,000 
all ages in private practice, plus all osteopaths —_ qj Speciglists..................2..00- . 90,500 
in states where prescribing is permitted, plus jj fyli-time Medical School Faculties.... 2,800 
all full-time medical school faculties, plus a spe- _ Special List of V.A., Public Health, etc.... 3,700 
cial list of doctors in V.A. and public health All Prescribing Osteopaths.............. 12,000 


and others. Estimated Total Prescribing Circulation. ..177,000 


But this is only part of the dramatic expansion program designed 
to make MODERN MEDICINE, more than ever, your strongest 
possible medium in the medical market. 


IN 1961 


NEW FREQUENCY —to be published on alter- 
nate Mondays starting with the January 9th 
issue. Increased from 24 to 26 times a year. 
This, combined with the new circulation, pro- 
vides advertisers with over 1,000,000 addi- 
tional advertising exposures per year. 


NEW COMPLETE MARKET COVERAGE —cov- 
ering the total prescribing medical market. 


NEW DESIGN FROM COVER TO COVER— 
fresh new styling including new typography, 


MODERN MEDICINE 
Crue ae Sears 


MODERN MEDICINE 


84 South 10th Street, Minneapolis 3, Minnesota 


Ga TD Minneapolis + Chicago + New York « San Francisco » Los Angeies « in Canada: Modern Medicine of Canada, Medecine 
Moderne du Canada « In Great Britain: Modern Medicine of Great Britain « in Australia: Modern Medicine of Australia 


South Americans Fear U.S. Because 
We Are Largest Investors: Aitken 


New York, July 26—‘“The fun- 
damental reason why U.S. invest- 


ment is unpopular in Latin Amer- 
ica is that it is now, and in the 
foreseeable future will be, the larg- 
est foreign investment there.” 

Thomas Aitken, Jr. makes this 
point in the August Harper’s Mag- 
azine. Mr. Aitken is McCann- 
Erickson’s general manager in 
Buenos Aires and the agency's 
area supervisor for Argentina, 
Chile and Uruguay. 

Before World War II, the largest 
investment in Latin America was 
British. “Now,” Mr. Aitken notes, 
“our flag represents the largest 
foreign investment in every coun- 
try in the southern hemisphere as 
well as in the Latin American part 
of our own. 

“American Airlines fly all main 
| routes. American ships ply off all 
|coasts. One company, the Amer- 
jican Foreign Power Co., can pull 
| the switch on most of the light and 
| power supply of an entire half- 
_dozen countries. American banks 
shore up the governments and fi- 
nancial institutions of a dozen na- 
tions. Because we are the biggest, 
we are the most feared, and fear 
causes reserve if not hostility.” 


s Mr. Aitken contends that there 
are a number of things American 
‘companies can do to improve 
their images abroad. He suggests: 


1. Give local executives salaries 
and benefits comparable to those 
jenjoyed by American executives 
who are sent out from the U.S. to 
fill similar posts. 


2. Don’t treat executive person- 
nel so savagely. He cites the case 
of the American drug company 
which “abruptly dismissed the 
‘president and vp of its foreign 
branch merely by notice through 
| the company’s lawyers and with- 
|out pension or separation arrange- 
| ment.” 


3. Offer promising employes 
scholarships and training courses 
in the U.S. He points to the Bra- 
|zilian novelist, Emil Farhat, now 
president of the McCann-Erickson 
branches in Brazil, who was sent 
to the advanced management pro- 
gram at the Harvard Business 
School. “Emil,” Mr. Aitken reports, 
“despite his homesickness while in 
the U.S., now puts authority be- 
hind his explanations of the Amer- 
ican idea to his Brazilian friends.” 


4. Make public stock offerings 
abroad. He contrasts the policy of 
Kaiser, which has put 30% of the 
stock of its Argentine company on 
the local market, with that of such 
companies as International Tele- 
phone & Telegraph, American 
| Foreign Power and the U.S. meat 
_ packers, all of whom have not sold 
'stock locally and “have suffered 
-demagogic attack and endured 
|public misunderstanding.” # 


‘Liller. Neal Names Gordon 

| Helen Gordon has been named 
|creative director of Liller, Neal, 
|Battle & Lindsey, Atlanta. She 
formerly was manager of the 
agency’s New York service office. 
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interesting 


a & 
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breathes here in the CPI, every-other-Monday. The publication 


seas a ¢ 


as broad as the interests of the im ra mgineering 


2 renew ans reemenee 


management men it serves. It stands up to” 


their full height in decision-making. Its third 
on is of a mag i 


pivotal position between technology — 
and profits. How compatible? 


you, yourself, judge critically... SOLID sot BLENDING 
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Thecwvery Artrite believes 


CHEMENTATOR: Must reading for nine out of 
ten CE readers (say reader-traffic studies) 
is this inte tive round-up of latest and 
most significant world ‘PI technical de- 
velopments. Usuaily the ‘int place, often the 
only place, CPI decision makers learn accu- 
rately the technical and economic impact of 
new and coming developments. 


nal, illustrated feature news stories rank this 
department high in reader favor. CE editors 
dig deep for accurate, usually exclusive, data 
to...describe newsworthy processes ... report 
and analyze developments in engineering tech- 
niques ...wrap up product and industry news — 
in all areas of the CPI. 


PROCESSES & TECHNOLOGY: Timely, origi-— 


‘decision: 


INDUSTRY 
AND | 
ECONOMIC 
NEWS 


SHELL Gtied pit newtrelines 200 gpm of acidic plant waste 


Clam Shells Kill Waste Acid 


Du Pont uses an open pit as reactor for neutralizing waste 


Mention clam shells, and most 
wil probably bring to 
mind « day at the beach, « shore 
dinner, or, less likely, « coment 
plant of lime kiln. But appar 
ently someone at Du Pont's 
Sabine River Works at Orange, 
Tex., recently conjured a differ. 
ent picture. seeing this marine 
life residue as a handy imexpen. 
sive alkal: 
The result: « novel Sabine 
River neutralization anit, that 


an acide waste stream before 
domposmg of it 
Heart of the unit, started up 


delivered clam shells into the pit 
twiee « day, feeds up to 300 gpm. 


of 1S-pH waste liquid through 
apargers at the pit bot 

The liquid passes upward 
through the shell bed, and over- 
flows inte « somp with an exit 
pH of 5.6. The stream then needs 
enly token NaOH treatment to 


posal pHi of 6 Residual sludge 
doesn't significantly hinder the 
operation. and rae be removed 
only about twice a 

> Noxious Feed Final destina- 
trom of the plant's acidic stream 


acids content is 66%, half of 
which is nitric acid. 


clam shells to be an attractive 
. nd Du Pont decided 


‘ 


the present 


ay ae 
nateral barrier 
ned the m an 


neutralization 


> Retters Expectations The 
pit. designed big enough to op- 
erate er a week-end without 
fresh shells, prowided a liquid 
hoid-up of 55 min —almost three 


first fowr months of operation 

De Pont plans to use the unit 
continucesiy during summers 
and intermittently during win- 
ters. It requires little attention 
from operators or maintenance 
forces 


Mexico Sets Up 
Petrochemical 

Mexico's governmental oi) mo 
ment reserve” are ethylene, 


ps aay vee propylene, poly- 
ethylene, dodecyibenzene. toluene. 
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New Vinyl Withstands 2¢ 


Hightemp factor means vinyl can take over functions 


previowdy on cxctasve domam of metal 


A new pe ’ dec hhor ide 
that can «ithetand temperstu res 
(© degrees higher than conver 


na » is being touted by 
aF xirich as “the fret sig 
fieant breakthrough in the in 
fustry since the development of 
the fret rigid winy! 12 years 
« 

Called bi-temp Geon, the new 
material makes pomaible the use 


_ CHEMICAL 
industrial chemicals ...informs technical men 
at all levels of significant properties, potential 


uses, 


and raw materials often mean 60 to 70% of 
total manufacturing costs. Also reports to 
the chemicals-conscious engineer on new or 
growing uses for older products. 


sithe in conventional ngnd ving 


PROCESS EQUIPMENT: Whether from releases 
or uncovered by CE’s own efforts, each item 
published is tested as to news value and poten- 
tia! usefulness to the technica! decision-maker. 


te 100-1 water bate Other stripe ave 
omit 


June 27, 1960-—Cwemicar Excnenenime 


—_ 3 Those items that survive the 
+ Mas ffictewt Umpect 


an handle pres 
100 160 pe 


‘ 


them under estreme temperatures 
and pressures 
In imdustrial testing bs temp 


editor’s rigor- 
oo ms ous screening and get into print find a wide 
"Figs made of the ore mater and intensive readership. So does the exclu- 
LUE sive, comparative equipment-cost index. 


bogh-tempersture (eon pope ve 


PROCESS EQUIPMENT tonne vcr 


duces heat transfer thus rev 

Moteture condensation on | he 
wuteide of coid water lines end 
helps to maintain the tempers 
tare of het of cotd liquids carriest 


wdven = 
breaded om ; 
with on 
ng E i 
temp ~ 
fittings _ 
ng mee 
sohd ap es 
an be produced on ex 4 
sting plastic processing equip 4 
meet RF. Geedrich Chemical 
Ce, New York. a2A 
a be 
UV Absorber nm 


Light stabilizes polyolefin 

plantics 

Thenks te « new wlty : ) Aeti ‘s Me? “ni 
lah sero pepetayone a ; Fast Action for Fast Screening 
poly propylene may soon be use 


. calypeo to suggest native tice, pharmaceutical 
rhythms ond frensied dance nduatries 
movements, With (irlyptic sift © Fast Action Does M—-The ir 
atl eal it Ty’ ain . ora, the screen has the rhythm regular movement is the 
erts a e O Th and the feed particles are in ~ 


frennied = mot) 
th 


nh movement results from 
two muperimp types of agi 
tation. The lead end of the sereer 


Pe ES. ia ~~ wantad driven with «circular mot) min., lete small part 
information because chemicals tho ether end, soshtag bush ond and bespe the cnarue pestirts 
forth, forma an elliptical pattern motion 
The combination of the two Uniike man 


movements gives the sifter ite handle fine material: 


. s secking new ap 


CHEMICAL ECONOMICS: Analyzes and inter- 
prets business data important to CPI decision 
makers. Ranges over supply-demand relation- 
ships...prices.,.capital spending pians... 
market patterns and trends...industry out- 
looks. Articles re contributed by experts 
in market rese: ankin OnsuUiting Or- 
ganizations; or result from special research 


CE staff. 


mk 


CHEMICAL ECONOMICS sores snocas sane 


Uneup for the Series 
1. Petrechemicals Map Their Moture Yeors, May 30, p 54 


Petrochemicals 2 
Chemicals From Methane 


Here analyzed are shifts in source and end use of ammonia, acetylene and deri- 
vatives, methanol, chloromethanes, carbon disulfide, hydrogen cyanide. 


Richerd F. Messing and James W. Bredicy, Arther D. Little, Ine.” 

The most important route for and carbon monoxide from nat- drogen's share will decrease as 
conversion of methane to petro refinery hydrogen is increasing|y 
chemicals ja via hydrogen or hy refinery hydrogen, hydrogen committed for refinery use, and 
drogen and carbon monoxide from the partial oxidation of refiners, casually anwilling to 
(aypnthesia gas), formed by petroleum, coke-oven gas, and to commit byproduct hydrogen on a 
steam reforming or partial oxi- as lesser extent electrolytic hy- long-term basis for petrochemi- 
cal production 


Ammonia Demand Catching Up With Capacity 


service in nearby areas, coupled 
with relatively high freight enats 


OPEN held down clamps lift cover and erreen te available far cleaning 


One end of sereen moves in circle, other end in ellipse 
particles enter screen openings from different angles 


Cirlyptic sounds enough like plications in the chemical 


wreens 


name screens do not need & sereen + 

Previowsly, Cirlyptic sereens brating agent. Their activ 
were principally used-to screen tion means that they can 
flour and dry milk solids En without « backup sereen which 
toleter, Inc, who recently pur holds rubber balle where they can 
chased the entire line from bounce between the screens to 
add vibration t the screening 


Ammonia is the largest volume 
petrochemica! and is produced in 
over fifty-fve planta, more than 
any other petrochemical. The 
1969 synthetic production. 45 


im that year Retionsted current 
capacity, incleding that + 


mand warranted 
ity-im-place during 1969 is con- 
sidered, 1969 production was 
over 90% of rated capacity, « 
sharp from the over- 
capacity of past years. This 
ehift has been reflected in gen- 
erally firmer pricing and even 


was. Maar be t90t a _ 


some seasonal shortages for ni- 


generally improving relationship 
between demand and supply in 
view of the extensive plant con- 
struction in that area 


Jane 27, 1960 


and a relatively low selling price, 
has dictated this change 

Another factor permitting geo- 
graphical diversification has been 
the availability of byproduct hy 
drogen from some petroleum re 
fineries and the partial oxidation 


in or used by the rar fertilizer 


Cummica, Excurexame 
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Screens Improve Filter Performance 


Nenrlogging long tived perforated metal eveens ecomenmir ally 
replere cloth a support for filter paper in plate-and treme fliers 
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OPERATION & MAINTENANCE: Keyed to the 
problems of technical men responsible for 
chemical plant operations. Covers administra- 
tive problems...production scheduling... 
trouble shooting...raw materials specifica- 
tion...matcrials handling...cost controls... 
plus specific plant and equipment remedies to 
operation and maintenance problems. 
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Polypropylene by the Ziegler Process 


Improved catalyst system and streamlined flowsheet 


characterize Humble’s version of the Ziegler process now 


operating at its Baytown, Tex., refinery 


With the opening of its 40-million-ib. yr poly 
propylene plant near Houston, Tex. Hemble OF & 
Refining has given technical people in this country 
their first Ithough not too detailed look at the 
commercial workings of Ziegler chemistry High 
lights of the Humble plant: (1) a versatile, patent 
applied-for catalyst which is claimed to have ten 
times the activity of original Ziegler catalysts 
(2) a streamlined process which reportedly sim- 
plifies the task of catalyst removal 

Other polypropylene plants now on stream 


using Ziegler chemistry Hercules Powder at Par 
in, N. J.; AviSun at Port Reading, N. J. Dow 
Chemical, Texas Eastman and Montecatini’s Nova 
mont subsidiary have polypropylene plants on the 
way. Total polypropylene production in the U.S 
is expected to hit 50-60 million Ib. this year and be 
in the several-hundrad. million" vr category ins 
few years 

In anticipation of raped market development 
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CORROSION FORUM: Aimed at all engineers 
with interests in materials of construction 
(and mighty few aren't). Emphasizes criti- 
cal properties of metals, plastics, ceramics... 
covers all types of materials. Deals with cor- 
rosion, abrasion, erosion and other problems 
..-@lso treats fabrication, available forms, 
and costs of materials. 


CORROSION FORUM correo evn. » somoes 


FG. Hetenhere, The lnternetionsl Mikel Co 
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Valve Design: Special for Corrosives 


Here's what to look for in valves for severe chemical servicer: no 


extra wall thicknesses, removable seat rings or immersed thread» 


1 Pew See Levew! Ginemee Corremen jen eo 
2 Prager Oenign Vouk Equipment Corresion feb 72. 1960. » 
Se Otten Overincted Bewcter Oesign Factors, May 2 160 
me ter onten Wine Geacter Design Moy 16 1960 
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common belief a 
wide variation does not exiet in 
the casting behavior of most ai 
loys used for corrosive applica 
tions. Valve patterns designed 
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Humble « new plant can be expanded to 100 million 
th. vr. im about six months. Unofficial estimates 
place the capital cost of the new Humble plant at 
around $10 million Only figure that Humble gives 
out is the total cost of the polypropylene project 
$30 million. Of this cost, $15 million went into 
research and development 
> Patent Outlook: Cleedy — Humble's new plant 
operates under a Ziegler license a+ do all other 
polypropylene producers. But any engineering 
similarities between any of the commercial Ziegier 
processes would be entirely coincidental As one 
engineer puts it: “There is no such thing as the 
Ziegler process. The Ziegier license is only a hunt- 
ing permit. You start with that and develop your 
own process.” 

Consequently, every company has patent ap- 


Looms as Potential Big-Volume Plastic 


plications in on its own process features and the 
Patent Office will evidently be deliberating many 
more months before claim and counter-claim can 
be sorted out. In the meantime, companies are 
forging ahead with their own plans, confident that 
when the situation is clarified any conflict can be 
settled by cross licensing 
© Secret Is in the Catalyst—Humble’s new high- 
activity catalyst, developed by Esso Research & 
Engineering. is the key to the whole process. Since 
the catalyst is used only once, the higher the ac 
tivity, the less catalyst is needed per pound of 
product—tresulting in lower production costs and 
higher throughputs 

Too, the versatile catalyst can polymerize C, 
through C, olefins. Esso admits it seriously con- 
sodered making low-pressure polyethylene before 


deciding on polypropylene. And there is good 
reason to believe potyethylene production is in the 
offing. especially since the new Baytown unit is 
ambiguously called the “polyolefin plast.” Esso 
also admita it is seriously looking at pol butylene 
and higher polymeric materials. It believes its ver- 
satile catalyst may give it a jump over conpetitors 
in bringing some of these newer polymer: to com- 
mercial fruition 

© Price Versus Process—Humble's Enjay division 
will be selling polypropylene for abou 42¢ Ib. 
compared with about 35¢/1b. for low-pressure 
polyethy lene. 

But propylene is a slightly cheaper rew mate- 
rial than ethylene and the processing rejaired to 
produce the two polymers is almost identical so 
they both could probably be priced similarly 
if competition demanded But producers are rely 
ing on polypropylene’s improved temperature re- 
sistance and better physical properties to avoid 
all-out price competition with polyethy'ene, are 
aiming primarily at new markets such « textile 
fibers and a clear film to compete with cellophane 
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PROCESS FLOWSHEET: Schematic drawings, 
closely integrated photos and explanatory 
text describe newsworthy commercial chemi- 
cal processes. Keeps technical men informed 
on significance of process, uses of novel tech- 
nology or equipment, raw material needs, 
operating conditions and costs. A unique CE 
feature since 1939. 


FEATURE ARTICLES & REPORTS: Timely, bas- 
ic, across-the-board applied technology ap- 
pealing to all profits-conscious CPI technical 
men... the bedrock of CE’s information serv- 
ice. Editors and authors stress practical 
values...are keenly aware of engineering 
economics, cost and profits factors, accuracy, 
useability of data...written with the high- 
est level of authority. 
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YOU & YOUR JOB corres s.r reeme 


The best wating talks the normal language 
+ of men exchanging ideas. 


They'll judge your article by 


their own personal satisfaction. 


Phe important thing to remember is: 


You can write well! 


Paur Ro Hews 
is now directing @ study 


technical commu ions at GE's 
ral engineering laheorator * 
in Schenectady He is the former Me, 
editor of the ¢ al Electric 
Keview vl 


How to Write a Good Technical Article 


R. shout 160 ft. Nigh and © ft. din. fractionstes diluent EXTRUDERS force melted polypropylene powder inte spaghetti. STORAGE BINS provide holdup for Gnished polypropylene 
it reeveten separation anit ia in foreground rands Hardened strings are then chopped into pellets. i» From here the product Sows to final bagging station. 

The best engineering writing To write an article that will part? If so, can you present it 
has been done by engineers with interest thousands of top-caliber comprehensibly to engineers 
something to say. They did not technical and management men somewhat removed from your 

svoeace presume any special knowledge who rend today’s engineering, own work? 

of writing; with their readers in business and scientific publica Don't overlook the human side 
mind, they simply talked the nor tions requires a good deal of of technology either. Long ex 
Ones mal language of men exchanging effort. It isn't easy. But the im perience in directing the work of 
porno Polypropylene ideas portant thing to remember is: others may qualify you to write 

Tea AT wm pellets Engineering, business and You car well! about this subject 
pOTARY OFYER to bogging scientific publications of today © What to Write About—Refore Subjects to write about are as 
rrrevore ware peeve move in the current of thie tra you can write an article you limitiess as the innate curiosity 
COOUNG Bam dition must have something to say. A of engineers themselves. It only 
When you write an article, you good indicator is your own in remains for you to wr 7 
terest. For almost anything that readable and understandable 

interests you can be made inter manner 
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> Process Outline There are four major sections 
in the Humble plant: catalyst preparation, poly 
merization, polymer separation, polymer finishing 
Humble is vague about detail« of the first three 
sections of the plant and the flowsheet above does 
not necessarily represent the exact detailx of Hum 
ble's process; it is representative of Ziegler poly 
olefin production in general 

To form the catalyst, Humble charges tita- 
nium trichloride and aluminum alkyls to the prepa- 
ration unit. Catalyst ix formed as platelets and 
ends up asx a purplish-looking slurry which feeds 
to the polymerizers. 

There are two parallel trains of equipment in 
the reaction and separation section. Each poly- 
merizer is about 40 ft. tall and 8 ft. dia. In these 
vessels, catalyst slurry contacts the propylene 
which is dissolved in an unidentified hydrocarbon 
diluent. (For preparation of polymerization-grade 
Propylene, see Chcrm Keg. May 30, 1960, pp. 78- 


81.) Residence time in reactor is believed to be 
about 10 sec.; temperature is controlled at about 
150-160 F. and pressure at about 60 psig. Molecular 


weight of the polymer ix controlled by the Al:Ti 
ratio in th catalyst and by the temperature 

Poly merization of propylene is more complex 
than that of ethylene because of polypropylene’s 
three «teromomers compared with polyethylene’s 
one. Through control of reaction conditions, com- 
mercial polypropylene is actually a mixture of 
these three forms; the ratio of atactic, isotactic 
and «terobleck momers in the mixture makes pos- 
sible a wide range of polymer properties 
> Problem: Remove the Catalyst —Stream leaving 
the polymerizers is a slurry of polymer, catalyst 
and diluent at about 20% solids. It flows to strip- 
ping tanks about 20 ft. high and 10 ft. dia. where 
unreacted propylene flashes out and is recycled to 
the reactor 

Hardest step comes next removing the catalyst 

and recovering solid polymer from the «urry. If 
any catalys* is left in the finished product, it can 
seriously effect polymer properties. And since this 
is the most critical step, it is the one Humble is 
most reluctant to talk about 

About all that is known for sure is that Hum- 


ble uses an unidentified alcohol to dissolve the 
catalyst and separate it from the polymer. Poly- 
mer crystals can then be centifuged or filtered to 
separate it from the liquid phase and can be 
washed with hydrocarbons such a* heptane and 
ether to remove tacky polymer followed by a water 
wash. Polymer undergoes at least five washings 
in this stage 

Both the hydrocarbon diluent and the cataly st- 
removing alcohol are recovered and are recycled 
after purification by distillation 
© Ready for the Bag—From final washing stage, 
wet polymer powder flows to two steam-heated 
doubleshell dryers operating in parallel. Each 
dryer is about 100 ft. long and 10 ft. dia. 

From the dryers, dried polymer crystals are 
conveyed to extruders where they are melted and 
squeezed into «paghetti-like strands. These strands 
are then cooled in a water bath and fed to dicing 
machines where they are chopped into smal! pel- 
lets. From dicers, pellets flow to storage bins and 
then to bagging stations where pellets are put up 
in 50-1b. bags for shipping 


article by their personal satisfac 
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Cresicar Exciweneinc— May 2, 1960 
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> Things to Remember —- Aim 
your article for a specific audi 
ence, for a specific magazine 
Read through a few issues of the 
magazine you choose. This will 
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YOU AND YOUR JOB: Discusses in practical, 
down-to-earth terms the career, professional 
growth and advancement of the individual. 
A consistent leader in editorial readership 
surveys, YYJ ranges across management 
practices, professional advancement, salary 
trends, job outlooks, etc. 
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Steam Cuts NO Content of Inert Gases 


Nitrogen oxide in imert gas leads to nitric acid corrosion. Using 
steam in the burner cuts flame temperature. decreases \) formation 
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PLANT NOTEBOOK: Seeks out and publishes 
shortcuts for plant operating men... packed 
with quick, do-it-yourself solutions to plant 
problems and “compressed” data in the form 
of formulas, charts and monographs...con- 
tributed by CE readers. One of CE’s oldest 
major departments...it’s been a readership 
winner since 1925. 


OTHER DEPARTMENTS: Technical Bookshelf 
... Cost File... Firms in the News... Letters: 
Pro and Con...Technical Literature ...Calen- 
dar... Reader Service ...also claim a share of 
the CE reader’s time...help make him his 
company’s best informed decision-maker on 
technical-economic matters. 
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AND 
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FACTS 


PROCESS DESIGN NOTEBOOK: Started in 1959 
as companion to the Plant Notebook ... gives 
complete, but briefed, design data ...contrib- 
uted by CE readers from on-the-job experi- 
ences...to provide work-proved “helps” for 
the equipment designer and the engineer op- 
erating small-scale and pilot-plant equipment. 
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Since the publication of my a: 

tiele, “Better Way to Trace Lig 

U fe - uid Flow Patterns” (CE. p 148 
> if ] S May 4, 1909). | have received 

s€ emp ate to . many requests for details on add 

ng fuoreacent color to the part, 


Repetitive Calculations 1 eatiasheosgsn 


There are three methods suit 
able for fuorescent-dyeing of 
plastic particles two of which 
can te performed in the labora 
tory, and « third, spray drying. 

System makes mistakes les likely and allows the hich requires extensive equip 

ment os well as spray-drying 

job to be turned over to less skilled personnel technology know-how. The lab 
methods are as follows 
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Mix-Coating 
Orr's Dine Whee Led, Witess, Lewes. Bagiend This method is best perf: 4 
When we need to work cot row makes mistakes lene likely and om email batches of plastic par 
tine mathematica) calculations it simplifies the operation so it can ticles, | pint or less in volume. 
hetpe greatly be able to one be turned over to lene skilled per Place the particles in s round. 
some method which will make the sonnel One such case is the flat bottom metal container can 
wperation more mechanical This Pearson's Square method which beaker, etc) to a height of no 
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CE REFRESHER: Unique CE service. Pro- 
vides continuing instruction on technical 
fundamentals. Refresher course for older in- 
dustry hands...gives all readers fundamen- 
tal data and covers basic concepts so current 
they’re often not yet in textbooks. Keeps CE 
readers informed on what’s new in fundamen- 
tal chemical engineering technology. 


C E Refresher 


Boundary Conditions Control Results in .. . 


Unsteady-State Heat Transfer—II 


Because the physical properties and thermodynamic 
state of a solid depend on position as well as time, 
differential heat-transfer equations are necessary to 
describe the thermodynamic behavior of the solid phase. 


SAM H. DAVES, JR. ond WHLIAM ©. AKERS, Bice lnctivete. Hoesen, Tes. 
nafer 


problems inwolve unsteady heat Similarly, the heat conducted 
a solid phase These problems in 


tron of 
ure distributions in the walls and tubes 
of heat exchangers 

* Heat losses or gains of a fluid aystem from solids 
im eyelic operations such as in regenerative heat ex 
© 


¢ Influence of wall heat capacity on control char 
acteristics of chemical equipment 
Since the physical properties of the solid and its 
thermodynamic state usually depend on position as wel! 
as time, It is necessary to choose a aystem of differ 
ential size to describe completely the behavior of the 
solid. If heat conduction in « particular problem is 
approximately omedimensional an energy belance can 
be derived with time and one co-ordinate as inde 
pendent variables 
The adjoining diagram illustrates the choice of sys 
tem for linear heat conduction in a solid It is assumed 
that temperature variations in the » and : directions 


a -«4T 

Mass in the differential volume is 

met eee ? 
Here, we assume the system to be enclosed by a surface 
of anit length in the » and « directions. Therefore 
time rate of change of energy stored by the system is 

> 
mien ie 3 


No appreciable work can be dome by the system 


Cwrmseca: Excownrmmc—May 16. 1960 


or 
wna =(-09) 
since the area norma! to the direction of conduction 
is unity. The difference between Eqe (4) and (5 
yields the net heat conducted into the system since 
there is no flux of heat in the » or = directions and is 
given by 
ton” =” — Geen -2 (0%) 6) 
If volumetric rate of heat generation such as that 


caused by an electrical current through the solid is ¢ 
the final energy balance for the system is 


ano 2, ot = 
"a ela}! 


For a solid which is homogeneous such that at each 


Use Differential Element for Analysis 
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chosen for study. Therefore. only heat conducted into e 
the system and heat generated within it need be con- Given 
: sidered im the energy balance The heat conducted into 
; the system im the positive z direction is given by 
Poorter’s aw 
or 
(+2). ' 
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A strong editorial 
service is your strongest 
= advertising force 


ts Here is the editorial image of the engineering mind. Here is 
ved its imagination, stimulated by “Processes & Technology”... 

its orderliness, reflected in “The CE Cost File”...its ambi- a 
” tion, answered in “You and Your Job”...its hunger “to d 
- know,” satisfied by so many timely, exclusive editorial services. 
nie He is a big man, the CPI’s technical decision-maker. This is : 
ar a big magazine...in concept, coverage, content. Technologi- : 
a a cal twins, we grew up side by side. For almost sixty years 
sere we've shared challenges, solved problems. Born in the middle 
<rvine of chemicals production we steadily moved ahead into other 

industries ...even created new ones. 
rune With the postwar industrial explosion, CPI plant investment 


climbed ; our engineer’s skills took on new demands in design 
and construction. R&D outlays soared, and CHEMICAL 
ENGINEERING’s readers led the way in research and de- 
velopment programs. Technology-oriented companies ma- 
tured, widened products, plants and markets...turned to 
engineering-trained men to run them. 


SCINERRING 


Consider, if you will, the mounting informational appetite of 
this technical decision-maker ... biting hard into engineering 
and processing... into management and economics, and more. 
Confirm these interests, readily, right in the editorial pages 
of today’s CHEMICAL ENGINEERING...spreading wider, dig- 
ging deeper, even stepping-up frequency. You, most 
particularly, as a marketing decision-maker know what so 

a remarkable a coincidence of reader interests and publica- 
tion identity can mean as an advertising force. 
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it takes many men, many talents to earn 
the readership and respect of just one 


man...the CPI’s Technical Decision-Maker 


PUBLISHER | Elton Tuohig, BS in ChE ASSISTANT EDITOR james ®. Marshal! MIDWEST EDITOR Stewart Ramsey, BA in 
Newark College of Engineering industry BSc in ChE Queens University, Kingston Journalism University of Illinois. Experi- 
Experience. Davis Engineering, Reich Ontario. Registered professional eng: ence: Chicage Sun-Times, Electrical Mer- 
hold Chemicals. joined CE 1950 Member neer. industry Experience. Union Carbide chandising, United Press. Joined CE 1960 
American institute of Chemical Eng (Canada). joined CE 1960 

neers Salesmen Aws ation of the 

American Cher a ndustry, Ass ation 

of industrial Advertisers, Chemica 


Equipment Sales Engineers’ Association 


EDITOR-IN-CHIEF Cecil 4 Chilton, 8S in 
ChE Auburn University, MS Carnegie in 


ASSISTANT EDITOR William C. Schall, BS WESTERN EDITOR Martin D. Robbins, BS 


stitute of Techn y industry Experi in ChE Carnegie institute of Technology in Chemistry Tufts College, MS in Ceram- 
ence. Socony-Mobil. DuPont ned Ct industry Experience: Bureau of Mines, In ics Massachusetts Institute of Technol- 
1950. Nationa! ( ttee member AICHE strument Society of America. Joined CE ogy. industry Experience: DuPont. Joined 
officer American Ass ation ‘ Cost 1958. Member AICHE, ISA. American As CE 1957. Member AIChE, ACS, American 
Engineers, member American Chemica sociation for the advancement of Science Ceramic Society 


Society 


EDITOR, ENGINEERING PRACTICE. Theo 
dore ® Olive, AB in Engineering Sciences 


SOUTHWESTERN EDITOR Thomas H. Arn- 


ASSOCIATE EDITOR Frances Arne. BA in old Jr., BS and MS in ChE Louisiana State 


Harvard University Licensed professiona Chemistry B > P University. Industry Experience: Esso, 
) : y Brown University. industry Ex 

ongneer Industry Experien : os yPont perience. Bell Laboratories. joined CE Ethyl, - Rw A one on ek 

National Aniline, Durez. joined CE 192 1947. Member N.Y. Section AIChE Joined 1 ember , ACS, 

Member American Society of Mechanica AIME, American Petroleum institute, na- 

Engineers tional publicity chairman of AACE 


WASHINGTON EDITOR George 8B. Bryant 
jr., attended University of North Carolina 
Experience: Washington Bureau Chief, 
Wall St. Journal; Chief of Staff, Kip- 
linger; Chief Correspondent, McGraw-Hill 
Washington News Bureau since 1949. 
Joined CE 1956. Member Sigma Delta Chi, 
National Press Club. 


ASSOCIATE EDITOR T. Peter Forbath 
BChE Brooklyn Polytechnic institute. In 
dustry Experience: Star Chromium, North 
American Aviation. Joined CE 1956. Mem 
ber AIChE, other professional organi 
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EDITOR, ENGINEERING DEVELOPMENTS 
Calvin S$. Cronan, BS in ChE Northeast 
ern University ndustry Experience 
Dennison Manutacturing, Bird Machine 
joined CE 1952. Member AICHE, ASME 


ASSOCIATE EDITOR Arthur V. Gemmill, 
BS in ChE, MS University of illinois. in- 
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tor Food Engineering, Proctor & Gambie, 
U. S. Rubber, Western Electric, Glidden 
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Town Talk ice Cream. joined CE 1960 
Member institute of Food Technologists, 
American Dairy Science Association 


DIRECTOR OF NEWS BUREAUS John Wil- 
helm, BA in Journalism University of Min- 
nesota. Experience: Chicago Sun, United 
Press, Chicago Tribune, Chicago City 
News Bureau. Joined McGraw-Hill 1947. 
President Overseas Press Club of America. 


EDITOR, PRODUCTION & COPY, Lester 8 
Pope, BS in ChE Columbia University 
Experience: associate editor Scientific 
American. joined CE 1939. Member ACS 


ASSOCIATE EDITOR Steven Danatos, ME 
and MS Stevens institute of Technology 
Licensed professional engineer indus 
try Experience: DuPont. jomed CE 1956 
Member ACS 


ASSISTANT EDITOR Nicholas Chopey, 
BChE University of Virginia. industry Ex- 
perience: Esso Standard Oil. Joined CE 
1960. Member AIChE 


SENIOR ART DIRECTOR Frank Kozelek, 
BFA Syracuse University. Experience: 
American Aviation Publications. Joined 
CE 1960. 
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ASSOCIATE EDITOR Raymond F. Fremed 
BChE City College of New York, MChE 
New York University. industry Exper 
ence: General Aniiine and Film. joined 
CE 1953. National Committee member 
and officer AICHE 


ASSOCIATE ART DIRECTOR Louis H. Du- 
fault, Massachusetts School of Art, Pratt 
institute. Experience: Advertising agency, 
business publications. Joined CE 1957. 


ASSISTANT EDITOR Eugene Guccione, 
BChHE New York University. Industry 
Experience: Pfaudier-Permutit, Lummus 
Joined CE 1960. Member AIChE 


ASSOCIATE EDITOR Robert 8B Norden, 
BChE University of Michigan. industry 
Experience, Givaudan-Delawanna, Pica 
tinny Arsenal. Joined CE 1953. Member 
AIChE, ACS, AACE, National Association 
of Corrosion Engineers, other technical 
societies 


ASSISTANT EDITOR Roland A. Labine, 
BChE Yale University. industry Experi- 
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CE 1957. Member AIChE, American Insti- 
tute of Mining, Metallurgical and Petro- 
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ART ASSISTANT Dimitrios Caratzas, at- 
tended New York University, Cooper Un- 
ion Art School. Experience: McGraw-Hill 
Production Department, Fleet Owner, Nu- 
cleonics, Food Engineering. Joined CE 
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ASSISTANT EDITOR Peter |. Brennan 
BChE Catholic University of America. tn 
dustry Experience: Union Bag & Paper 
Standard Brands, Stauffer Chemical, 
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COPY EDITOR Henry Gordon, BA in Eng- 
lish University of Virginia, MFA in Liter- 
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ASSISTANT EDITOR Frederick C. Price, 
BS in ChE Carnegie institute of Tech- 
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Advertising Age, August 1, 1960 


PROTECT YOUR 

CHILDREN 
ON 

HALLOWEE! 


SAFETY IDEA—Ray-O-Vac Co 


, Mad- 

Wis., will use this display 

around Halloween to get parents 

to buy special flashlight or pump- 

kin lights for children to carry 

trick-or-treating to make them vis- 
ible to cars at night. 


Sizable Flow of 
Post-1948 Movies 
Coming to TV Soon 


Warner Bros. Leads Way; 
Hollywood Studios Have 
Backlog of 2,500 Films 


New York, July 27—Movie 
fans, who like them to be tv 
screen-size, will be happy to learn 
that a steady supply of relatively 
up-to-date feature films will soon | 
be coming into their living rooms. | 

The way for the free flow of | 
post-1948 films from Hollywood | 
studios to the televiewer was) 
cleared in recent contracts with | 
the Screen Actors Guild and the 
Writers Guild of America. 

The first sizable batch will be | 
coming by way of Canada. Warner 
Bros. has licensed Creative Tele- 
film & Artists Ltd., Toronto, to) 
handle free tv distribution of more 
than 100 features, including such | 
titles as “Capt. Horatio Horn- 
blower,” “Task Force” and “The 
Damned Don’t Cry.” The distribu- 
tor will pay $100,000 per film. | 
After this investment has been re- | 
captured, Warner and the dis- 
tributor will share equally in the 
profits from further sales. 


ison, 


® Some Sam Goldwyn movies are | 
being offered to telecasters cur- | 
rently by Rodney Erickson, but) 
Mr. Erickson is concentrating on 
selling the choicest films to net- | 
works for presentation as specials 
in the successful pattern set by | 
“Wizard of Oz.” 
National Telefilm Associates, | 
which handled the distribution of | 
the pre-1948 20th Century-Fox li- 
brary, soon may put some post. 
'48s on the market, including | 
about 26 Fox films. Screen Gems | 
has been taking a look at the re- | 
lease possibilities for its parent | 
company, Columbia Pictures, but 
this studio has not decided yet 
when its post "48 gates will be 
opened. 
Universal Pictures, M-G-M and | 
Paramount appear to be watching | 
and waiting. The importance of | 
tv to the over-all health of the | 
major studios was pointed up in| 
the latest M-G-M financial report. | 
This showed that 43% of the prof- 
its for the first 40 weeks of 1960 
came from tv rentals of pre-1948 
feature and short subjects. 
} 
s The lure of pay tv may keep | 
M-G-M and Paramount from rush- 
ing into the post °48 free tv com- | 
petition. M-G-M is considering | 
moving into subscription televi- | 
sion. One of the most active pay tv | 
protagonists, Paramount, is now 
testing its system in a Toronto) 
suburb. 
Between them, the Hollywood 


hy 


majors reportedly have a backlog ; Wide Information Services, Ap- 


of approximately 2,500 features 
As any stay-up-late movie viewer 
knows, there are already a fair 
number of fresh vintage features 
programmed on tv. These, for the 
most part, have been supplied by 
independent U.S. producers, such 


as United Artists, or by foreign | 


companies, which were not bound 
by the American union restric- 
tions. = 


Halpern Company Continues 
In reporting last week (AA, 

July 25) on David H. Halpern’s 

acquisition of an interest in World 


verTiIsiInG Ace identified Mr. Hal- 
pern as “formerly” head of the 
marketing company bearing his 
name. In fact, Mr. Halpern’s com- 
pany—David Hale Halpern Co.— 
will continue to operate, and Mr. 
Halpern will devote time to both 
companies. 


_Agne Joins Harold Cabot 


Robert F. Agne, formerly a 


| senior marketing analyst with Gil- 


lette Safety Razor Co., Boston, has 
been named director of market re- 
search for Harold Cabot & Co., 
Boston 


Use Our Century of Publishing Experience 


Cost-conscious publishers from coast to coast have found that 
the “know-how” gained from a century of publishing our own 
magazine, The Nebraska Farmer, saves them time, money 
and headaches 
It will pay you to investigate our complete facilities 
including 4-color web offset—for producing magazines and 
all other printed materials. 


WRITE, WIRE, PHONE 


x ebraska Farmer Company 


The Midwest's Fastest Growing Printing House 
Out of the “high-rent” district at 


1420 P STREET LINCOLN, NEBRASKA 


The Barometer of Advertising Effectiveness 
Reads ‘HIGH’ for the Farmer-Stockman... 


For impressive Sales-Results in Texhoma-Land*, place your sched- 
ules in the Farmer-Stockman now. Write, wire or phone your nearest 


(FIRST HALF 1960) 
all advertising space! 


spond . . 


Classified lineage is 


Farmer-Stockman. 


—or classified! 


Farmer-Stockman office for space reservations. 


433,201 Paid Subscribers — More than any other state farm paper! 


SALES OFFICES: 


CHICAGO 11, 
400 N. Michigan Avenve 
Lee Hainline, Mgr 


Here's the healthiest barometer we know 
for measuring the potential effectiveness of 


Classified Ads, being extremely sensitive 
to the editorial “climate” of any publication, 
continue to appear only where readers re- 
. only when ads get results! 


That’s why this impressive increase in 
important not only 
to the users of the Classified Columns 
but even more important to those adver- 
tisers who use commercial space in the 


Certainly this “barometer reading” 
cates bright days ahead for all Farmer- 
Stockman advertisers—in commercial space 


“manana 


The Farmer-Stockman 
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*Rural Texas and Oklahoma 


VIM CITY @ Ue 


DIRECTOR OF ADVERTISING, J. H. HUNTER 
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sTentOo—SupPrecope Ine importer 
of Sony Sterecorder 300, t# using 
a $45,000 magarine promotion to 
introduce the new stereo tape re- 


corder. Weverka & Associates, 

Beverly Hills, produced the copy, 

which went to Harry & Marion Ze- 

lenko Inc., New York, for art di- 
rection 


CBS Will Build 
Skyscraper Hq. 
Building in N.Y. 


New York, July 27 
Broadcasting System has 
home for its scattered offspring 

The company plans to erect a 
skyscraper to house all its New 
York offices on a plot of land it 
has purchased in a revitalized sec- 
tion of the city. CBS would not 
disclose the purchase price of the 
site, but other sources put the fig- 
ure at $7,000,000. The plot encom- 
passes about 40,000 sq. ft. on the 
burgeoning Avenue of the Amer- 
icas, between 52nd and 53rd Sts 

Among the neighbors CBS will 
have in this west side area once 
shunned by builders will be NBC, 
housed in the RCA Blidg. two 
blocks south. Other new structures 
in this section include the 48-story 
Time-Life Bldg., completed last 
winter, the 42-story Equitable Life 
Assurance Society structure now 
being completed, another 42-story 
office building and a skyscraper 
hotel 


; 


Columbia 
found a 


® Architect Eero Saarinen will de- 
sign the building, whose size is still 
undetermined. Construction is due 
to get under way by late 1961 for 
occupancy by the spring of 1964. 
CBS doesn't know yet if it will oc- 
cupy all of the building or lease 
some space to other companies 
Executive offices have been lo- 
cated in the 26-story structure at 
485 Madison Ave. since 1929. As 
the company grew, space for its 
various departments and divisions 
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*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 


Se 


SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 


Put this record to work for you. Write, wire or call. 


THE JINGLE. MILL 


Sist St.N Y ¥Y @ Piarva 7-573 


were leased in about 18 locations 
throughout the city 


® Dr. Frank Stanton, president, in) 


a memo to CBS employes, said it 
was these cramped conditions 
caused by “the four-fold expan- 
sion of our business during the 
last 10 years” which brought about 
the decision to build a new head- 
quarters. He said CBS has finally 
found “a convenient location for a 
building of character and distinc- 
tion.” 

The new structure will house 
the corporate offices, as well as the 
following divisions: CBS-TV net- 
work; CBS-TV stations, including 
CBS Films and Terrytoons; CBS 
Radio; CBS News; Columbia Rec- 
ords, and CBS International. It 
will also include the New York 
office of Columbia Phonograph, a 
part of CBS electronics, a division 
which has its main office in Dan- 
vers, Mass. The only division not 
to be housed in the new quarters 
will be CBS Laboratories, which 
moved into a new plant and of- 


orn 


fices in Stamford, Conn., last year, 
Clarence Hopper, vp in charge of 
facilities for CBS, said 


® The tv studios will be main- 
tained in their present locations 
throughout the city and the pro- 
duction center will remain on 
West 57th St. The radio network's 
studio will continue at 55 E. 
52nd St. 2 


Lehn & Fink Unit Moves trom 


McCann to Geyer and Bates 


Lehn & Fink division of Lehn | 


& Fink Products Corp., New York, 
has selected Geyer, Morey, Mad- 
den & Ballard and Ted Bates & 
Co., to succeed McCann-Erickson, 
effective Sept. 1. The account, bill- 
ing more than $1,000,000, will be 
divided equally between the two 
agencies, according to the com- 
pany. The Geyer agency, which 
has been handling a Lehn & Fink 
test product, Medi-Quik, will take 
over Lysol disinfectant and Eti- 
quet deodorant advertising. Bates 
will handle Stri-dex, Hinds Honey 


& Almond cream, Lysette and 
Young Look cosmetics 

The Lehn & Fink division was 
at McCann for about 15 years. Its 
transfer was precipitated when 
Lehn & Fink hired consultant 
Steve Pliss to place radio adver- 
tising at cut rates, apparently 
without the agency's knowledge. 
McCann retains Dorothy Gray cos- 
metics, another Lehn & Fink di- 


| vision. 


Reynolds Leaves Criterion 


Harold R. Reynolds, exec vp in 
charge of operations for Criterion 
Service, New York, specialist in 
shopping center posters, has re- 
tired after 41 years with the com- 
pany, which he helped found. Ar- 
thur J. Hjelmquirst, formerly ex- 
ecutive assistant to Mr. Reynolds, 
has been promoted to director of 
operations. 


B&B Promotes Three 
David Wedeck, an assistant me- 


dia director of Benton & Bowles, 


TIMEY 
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New York, has been named an 
associate media director. Richard 
Gershon, a media buyer, has been 
named an assistant media director 
Cecil K. Carmichael, an account 
supervisor, has been named a vp 


Altred Baum Joins Lubell 

Alfred A. Baum, for 16 years 
classified and classified display 
manager of the New York Post, has 
joined Lubell Advertising Asso- 
ciates, New York, as vp in charge 
of merchandising and sales promo- 
tion. 


Ziff-Davis Names Smith 

Henry J. Smith, who joined 
Modern Bride, New York, five 
years ago as promotion merchan- 
dising manager, has been appoint- 
ed promotion director of the Ziff- 
Davis publication 


Callan Co. Appoints Newton 

J. M. Callan Co., Chicago, 
named Frank Newton, former Leo 
Burnett Co. and McCann-Erickson 
group copy chief, creative director 


has 
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Information for Advertisers 


Magazine Publishers Assn. has 
issued through its Magazine Ad- 


vertising Bureau a 26-page book- | 


let, “Sources of Consumer Maga- 
zine Information,” summarizing 
sources of data available on cir- 
culation, rates, costs, marketing in- 
formation and other subjects. It is 
available from the Magazine Ad- 
vertising Bureau, 444 Madison 
Ave., New York. 


e “The Impact of Planned Shop- 
ping Centers on the Metropolitan 
Cincinnati Market,” an economic 
analysis and survey of changing 
shopping patterns in the Cincinnati 
area, has been published by the 
Cincinnati Enquirer. The study in- 
cludes a section on proposed shop- 
ping centers and predictions on the 
future of the Cincinnati market 
Copies are available from the Re- 


odd erie 


stmeioaess: . pp 
son aaa 


search Dept., Cincinnati Enquirer, 
617 Vine St., Cincinnati. 


e “Houston Transportation Tele- 
phone Tickler for 1960,” containing | 
more than 1,500 listings of names, 
titles, addresses and telephone 
numbers of key traffic executives 
engaged in or associated with the | 
freight transportation industry in| 
the Port of Houston, has been pub- 
lished by the Journal of Commerce. 
Copies, priced at $2.50 each, are 
available from The Journal of | 
Commerce, 80 Varick St., New) 
York 13. 
} 
e Industrial Equipment News has) 
prepared a folder containing the) 
12 highest-pulling product ads and | 
the 12 highest-pulling literature 
ads which appeared in the publica- 
tion last year. Page position of 


each ad, total number of inquiries; has been published by the two sta- 
the publication serviced and other|tions. The report, prepared by 
specific information is shown. Cop- | Avery-Knodel, also analyzes com- 
ies are available from Industrial| petitive radio, merchandising, pro- 
Equipment News, 461 Eighth Ave.,| gramming, coverage and advertis- 


New York. 


|ing costs. Additional information is 


javailable from Avery-Knodel, 720 
e The fourth “Annual Statistical |Fifth Ave. New York 19. 


Report of the Photographic Indus- | 


try in the United States,” has been |e “Prospectivity ... How to Influ- 
published by Photography Publish-|ence the Total Car-Buying Pub- 
ing Corp. Included in the report is|lic,” has been published by the 
the growth pattern of the photo National Broadcasting Co. Includ- 
industry and national economy, | ed in the study are new facts about 
basic merchandise shipments by | compact cars, dealers’ reaction to 
photo manufacturers and the 1958 | the compacts, interest image of the 
census report on photographic|compacts, the general 
equipment and supplies industry. | opinion and buying plans for 1960 


Additional information is available | cars and television's impact on the | 


public’s 


store field, the second lists grocery 
chains’ non-food buyers, and the 
third lists chain drug store buyers. 
Each has additional listings of job- 
bers, wholesalers, manufacturers 
and sales representatives. Priced 
at $75 for the set of three, or sepa- 
rately at $30, the lists may be ob- 
tained from Variety Store Mer- 
chandiser Publications, 419 Park 
Ave. S, New York 16. 


e The “1960-1961 Fact Book of 
Commercial Electric Kitchen 
Equipment” has been published by 
Food Service. Included in the 
booklet are 445 product listings, il- 
lustrated and described as to elec- 


trical specification, performance 


from Augustus Wolfman, editor-|car-buying public. Additional in-| #4 price, and 21 major categories 
in-chief, Photography Publishing|formation may be obtained from|°! equipment, including electric 


Corp., 33 W. 60th St., New York 23. 


National 


Broadcasting Co., 


30 


| Rockefeller Plaza, New York 20. 


e A study of the dual market} 
of WFBC, Greenville, S. C., and 
WORD, Spartanburg, S. C., “The! 
Piedmont Group—An_ Effective 
Sales Producer in the Dual Mar- | 
ket of Greenville & Spartanburg,” 


_@ Variety Store Merchandiser Pub- | 


lications has issued three new di- 
rectory mailing lists. One is a com- 
plete compilation of buyers for the 
variety-general merchandise chain ‘annual “Product Surveys” has 


eda SE Bateoivw 


Pe ys ares 


Local names...local places...local news...local faces 
give your ads more readership and believability 


Add readership and believability —the guts of sell- 
ing advertising —to your media schedule with State 


and Local Farm Papers. 


Independent surveys 


prove that they top all other farm publications 


in both! 


To keep your prospects reading and believing, 
local editing takes advantage of differences in 
climate and farming practices. Over one hundred 
fifty editors travel over a million miles a year and 
make thousands of local calls to edit State and 
Local Farm Papers close to your customers. 


American Agriculturist 
Arizona Farmer Ranchman 


California Farmer 


Colorado Rancher & Farmer 


They travel the byways gathering local pictures, 
local names, and local news. This local effort puts 
your ads on a neighbor to neighbor basis with the 


$40 billion farm market... and 


4 million farmers. 


You know how well familiar names can sell. 

You can match State and Local Farm Paper cir- 
culation to your markets and outlets, too. Give 
your ads every opportunity to spark fast, powerful 
sales action. Get the full story— Write State and 
Local Farm Papers, Room 1600, 28 E. Jackson 


Blvd., Chicago 4, Illinois. 


Find ovt more about the rich farm market ... Explore the great potential it offers. 
Write for booklet—"'Farmland USA." State and Local Farm Papers, Room 1600, 
_ 28 East Jackson Boulevard, Chicago 4, Illinois. 


The Dakota Farmer Idaho farmer 
The Farmer Kansas Farmer 
The Farmer-Stockman Michigan Farmer 
Florida Grower & Rancher Missouri Ruralist 


STATE ona LOCAL 
FARM PAPERS 


Montana Farmer-Stockman 
Nebraska Farmer 

New England Homestead 
Ohio Farmer 


Oregon Farmer 
Pennsylvania Farmer 
Prairie Farmer 

Rural New Yorker 
Southern Planter 
Utah Farmer 

Wallaces Farmer 
Washington Farmer 
Wisconsin Agriculturist 


| ranges, ovens, coffee makers, steam 
| cookers, refrigeration equipment 
jand waste disposals. Priced at $1, 
|ecopies are available from Fact 
Book, Food Service, 2132 Fordem 
Ave., Madison 1, Wis. 


|@ The second in a series of semi- 


‘been published by CFGP, Grande 
| Prairie, Alta., radio station. The 
|surveys are made each February 
jand July to provide a continuing 
study of food and drug product dis- 
tribution and sales in the Grande 
Prairie market. Additional infor- 
mation may be obtained from the 
Sales Dept. CFGP, Northern 
| Broadcasting Bldg., Grande Prai- 
rie, Alta. 


|e List testing as a key to success- 
|ful selling by mail is the subject 
‘of a new booklet, “Testing Lists 
for Profits,” which has been pub- 
jlished by Planned Circulation, 
|}mailing list brokers. Fourth in a 
| series on “The Function of Mailing 
| Lists in Direct Mail Advertising,” 
the study is available from Planned 
Circulation, 19 W. 44th St., New 
York 36. 


e A survey of its readers’ cooking, 
baking and sewing, family inter- 
ests, hobbies, mail-order buying, 
income, home ownership, automo- 
biles and travel is available from 
Together, 740 Rush St., Chicago 11. 


e “ORC Findings,” a new quarter- 
ly publication dealing with re- 
search approaches, techniques and 
findings, has been published by 
Opinion Research Corp. The first 
issue, which details methods of 
\data collection, may be obtained 
ifrom Opinion Research Corp., 
Princeton, N. J. # 


| 
| aD 
Are you 


overlooking a 


$3 Billion 


industry 


topped $3 billion last year. Why — 
“not investigate this rich industrial 
market. For the “who buys what” — 


Boxboard 
CONTAINERS 


A Haywood Publication. 
Chicago: 6 °N. Michigan Ave., CE 6-3690 
New York: 369 Lexington Ave. MU 3.8432 
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BANGOR and Northeastern Maine Doing Fin 


38% of State’s Population—35% of the Income 


Penobscot County leads the entire state in popu- 
lation gains. Aroostook County still going ahead 


too. 


he Bangor Daily News 


Maine's Largest Daily .. . 


Represented by JOHNSON, KENT, GAVIN & SINDING, INC. 


The Bangor Daily News provides 75°, cover- 
age of its 7-County “Blue Chip"’ Trading Areo. 
New industries, 3 Air Force Installations. We're 
growing places! 


DAILY CIRCULATION NOW OVER 


76,000 


Advertising Age, August 1, 1960 


Car Dealers, Supplying 10.9% of Radio 


el Station Revenue, Are 


New York, July 26—New and 
used car dealers contributed more 
to radio stations’ $380,000,000 \lo- 
cal revenue in 1959 than did any 
other single category of business 

This was revealed in a study 
made by the Radio Advertising 
Bureau, in which stations ranked 
52 loca! business categories in their 
order of importance in terms of 
station income. From the total of 
more than 1,200 RAB member sta- 
tions queried, 320 responded. 
Among these respondents, 98% re- 
ported some revenue from car 
dealers, with this category repre- 
senting 10.9% of the average sta- 
tion's total income 

Supermarkets, both independent 
and chain, were the second heavi- 
est users of local radio. These food 
stores contributed 6% to station 
revenue, with 92.5% of the re- 
sponding stations listing clients in 
this group 


Hard-boiled rating service 


Let’s face it: The toughest rating service 
of all is determined by the sponsor’s pen; 
he either signs a renewal or he doesn’t. 
And, by this standard especially, we shine 
with a gem-like brilliance. For example, 
Esso Standard has sponsored our 11 P.M. 


tion. Sealy 
11:10 P.M 


vertisers pay off 


Represented by 


WJAR-TV 


CHANNEL 10, 
PROVIDENCE, R. I. 


news for five years without an interrup- 
attress has sponsored t 

. weather show for eight years. 
Ratings like these from top national ad- 
for our clients and for 
us — against any competition. 


Biggest Buyers: RAB 


Other leading loca! advertisers 
ranked in this order: appliance 
stores, department stores, furni- 
ture stores, banks, soft drink bot- 
tlers, movie theaters, and tire, bat- 
tery and accessory dealers. Other 
types of businesses active in the 
medium were laundries, drug 
stores, night clubs and restaurants, 
and jewelers. = 


Kiernan & Co. Affiliates 
With Walter Wiley Agency 
Frank Kiernan & Co., New York, 
financial agency, has affiliated 
with Walter Wiley Advertising. 
The move puts their combined 
billings at more than $1,000,000. 
Some top Kiernan accounts fol- 
lowed former general manager 
Samuel D. Mallin to Albert Frank- 
Guenther Law. A major account 
with Kiernan agency is A. M. Kid- 
der & Co., broker. Accounts with 
Wiley Advertising include L. F 
Rothschild & Co., Myron A. Lom- 
asney & Co., Countess Maritza 
Cosmetic Co., and American Laub- 
scher Corp., all New York. 


Mutual Adds 9 Affiliates 
Mutual Broadcasting System, 
New York, has acquired nine new 
affiliates. They include former in- 
dependents KDUB, Lubbock, Tex.; 
WEEP, Pittsburgh; KJOE, Shreve- 
port, La.; KOKX, Keokuk, la.; and 
WPTX, Lexington Park, Md.; 
new stations WHBO, Tampa, Fia.; 
WGEA, Geneva, Ala.; and WMSR, 
Manchester, Tenn.; as well as 
WEAT, West Palm Beach, Fla., 
which will continue as an affiliate 
of NBC. Mutual’s former affiliate 
in Lubbock was KLLL; in the 
Pittsburgh area, it was WMCK, 
| McKeesport; in Tampa, WLCY, 
and in Shreveport, KENT, all of 
which left the network the end of 
| June. 
MacManus, John Names Five 
MacManus, John & Adams, 
| Bloomfield Hills, Mich., has named 
|Roy M. Marshall, most recently 
with Ross Roy Inc., an account ex- 
ecutive on the commercial products 
group. The agency also has added 
four people to its creative depart- 
ment. Henry Hager, formerly sales 
promotion copy chief on the Chev- 
rolet account at Campbell-Ewald 
Co., has joined MacManus as copy- 
writer. Glen Gardiner, formerly an 
art director at Ross Roy Inc., Wil- 
liam Davidson, previously art di- 
rector of production layout at 
Campbell-Ewald, and Robert Wil- 
kinson formerly a free lance, have 
joined the agency as artists. 


ABC-TV Adds Six Sponsors 

ABC-TV, New York, sold a total 
of 134 quarter-hours of its daytime 
schedule to Peter Paul Inc. (Danc- 
er-Fitzgerald-Sample); Curtis 
Publishing Co. for The Saturday 
Evening Post (Batten, Barton, 
Durstine & Osborn); Dow Corning 
Corp. (Anderson & Cairns); Miles 
Laboratories (Wade Advertising), 
and Ex-Lax Inc. (Warwick & Leg- 
ler). Jantzen Inc. (Hockaday As- 
sociates) bought participations in 
“American Bandstand” for August 
for a back-to-school promotion of 
its sweaters and skirts. 


Van Dine Joins McMillan 

Norman Van Dine, formerly with 
McMillan Industrial Corp., Cam- 
bridge, Mass., has joined Adams- 
Russell Co., Cambridge, as director 
|of marketing. He will be in charge 
of all advertising, sales of electron-° 
ic equipment and high frequency 
equipment. 


Wrenn Joins ‘Commercial News’ 
| Mildred P. Wrenn, formerly 


| with National Publishing Co., Kan- 

sas City, has been named adver- 
| tising manager of the Daily Com- 
mercial News, San Francisco. 
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CONCENTRATION AND COVERAGI 
HE CONCENTRATION. AND COVEI 
INCENTSATION ANB COWERAG’ 
ENTRATION ANB COVERAGE € 
GE CONCENTRATION AND CO! 
CENTRATION AND COVERAG’ 
CONCENTRATION AND COV! 
ENTRATION AND COVERAC 
CONCENTRATION AND CO’ 


TIME, The Weekly Newsmagazine 60% 


Holida 56% 
Life 56% 


Sports Illustrated 53% 
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When it comes to markets for consumer goods, the Wage- 
Town audience of TRUE STORY magazine is literally in 
a class by itself. 

It’s a different market statistically, as a glance at the facing 


page will show. 
It’s different in other important ways, too. And its distinc- 
tive qualities not only define it sharply, but also suggest 
that it must be approached differently. To illustrate: 


AG (T'S YOUNG. Median age of women readers is 28.5 years—at least 8 to 10 years 
younger than that of the readers of any major weekly or bi-weekly. 


EDUCATIO HIGH SCHOOL rather than college. Readers leave school earlier, 


marry sooner than white-collar women. 


DIFFERENT. While the man is emotionally dominant, 
FAMILY STRUCTURE it’s the woman who has almost sole control over the 
family budget and spending. 
LARGER. Between 60 and 70 more persons per 100 households 
FAMILY SIZE than the women’s service magazines. More children, more young 
children. 
“WELL-OFF” WORKING CLASS. TRUE STORY families 
SOCIAL STATUS are Wage-Town families with more “loose money” to spend 
than other social groups. They have no burning desire to get 
“above their social class.” 


WHY IS A DIFFERENT APPROACH INDICATED? 


You have to know people to sell them. And the more you know about what 
makes them tick... their backgrounds, outlook, drives, goals... the better 
you're able to reach them. The unique nature of TRUE STORY’s Wage- 
Town audience is thoroughly explored in these easily readable brochures, 
which are derived from various enlightening studies. Send for them now! 


THE INVISIBLE WALL THE FAMILIAR STRANGER 


An Analysis Of The Role Of Social A Description Of The Reader As Consumer 
Class Placement In Mass Selling What Motivates Her! How! 
THE GOLDEN TRIANGLE WAGE-TOWN, U.S. A. 
A Comparison Of The Roles Of TRUE A Sociological And Statistical 
STORY And Tv In Wage-Town Homes Digest Of A Particular Market 
PERSONAL INFLUENCE TODAY’S AMERICAN MARKET 
A Reswme Of A Major Study Of The A Revealing Statistical Abstract Of Today's 
Flow Of Influence In Our Society Economy 


FOR GREATER PROFIT... SELL THE WAGE-TOWN MARKET! 


_ Sale a 75, eae aes : < R ¢ a he e “RR > aeRO RL rrr Ae a ee % =a ted Ey, co eg _ 
of ete re ws ibe JT oieee : ; me ne Sag LET Tiger, ae ae sa sede = ty ae 
Ae as Bt cia fe aie Oe i ee Baers! 4 Pe gs Se aa earns, ees oe ae 4 Seat Sac ihde 
=~ zr pet OT cx me et : Boe he gi Ni <item sea? ee oP een a ae Beet Gc haa a > ene face ala ” ae : 
ope aa “She 7 ig sghes “ is Ras A ol Pa oi ¢ Ea EN, cll - Ds 2 ARR ae — [eee eae eee ae. . Re, ge eee 2a . ee = : 
+ eens tie pe tage oa nie of Se aes peed Paste aft Betyia sso ni arava paebiielades pe as : net Be: ee PS ae eS 
eS at # ae ee Ri hae ae a 2 rie Emme DBS sos cee sok are ee oe. a os St ihe tt ee, wt “Rate nee. — on 
S ceed es aa er ae : a — Bc 9 au ca aca re... sae Fey eee a rach A ce cme, Bee ee Soe a lm, 2 a ee ee 
aa Q suspect ; i t aii ; * ce oe 
? e fia 
a a 
roe 
“apa , 
-. ‘ 
oo s iz 
a j “: 
ey . z 
5 ay _— a 
Mir * to 
mers Sah, 
ae | a 
CE al io 
AAG Tas / i 
ae O % 
wee aad © 
omeraay ett a 
Bice age e 
eet 
grerige * F. : 
Cae das aR 
a sa at 9 “af 
+ e i | 
if 4 at 
: * YY 
. 7 . 
a ° A 
ee . — 
E: S Uj CZ 
Le > Ly ; 
ae a # 
aS os ae 
i - 7 ~ 
met, ig 
% “th > Aa ae 
ee ~ 7, 
: C 
Wa 
a 
4 ¥ Y 
iH 
WV 
Depts . 
Pee tes Ame . 
cee ‘1 : 
fete. 3 
a inla oe 
Narain: 5 
a ee : 
“Se ve 
ce aes = 
aes % 
Sra > wh fae 
Iie gs ong 
er ae oe 
one ee a 
Saat bs s 
aia nic Hy a 
<> ges HF 
se XC 
“te i 
f 
ET = ay 
Pa iat Be 
ira be 
hae 
Dhak teak oa 
ar ae = . 
ri iamas ‘i 
ten. ey 
ag 
oe 
rae : 
ie i 
ee : 
Se tae, Bs 
Tak ‘- 
Scat ay 
zt an h =) 
A258 3 
Tay aed ; 
cements £ 
Set ey 
= Fen x 
aes aR 
i: ee ; 
F : 
5 fd ie ‘ : : : ni , . 
: ee Ee : Se eee, eT, : pba = RS ists PP Grete = eer ke A = te ee! 
ea: eens Se Cane. etek aie. PON rye dee ne ee ee Pon 
Apel eee pa. pe oRre: a Soren oS 
Beebe Dy ae esa ae ge oe Fh Athee Sat pe oe as Re 


“x 

eS 
ae, 
St oe 

7 


TRUE STORY reaches and sells the huge, profitable Wage- 
Town market as no other magazine can! For example: 


of TRUE STORY’s primary house- 
holds are MISSED BY Saturday 
O Evening Post! 
of TRUE STORY’s primary house- 
holds are MISSED BY Life! 


AND 


iwi 


YES...THE WAGE-TOWN MARKET IS DIFFERENT... 
IS UNIQUE. Put... keep...increase your advertising in the 
magazine which—in numbers, in prestige, in sales perform- 
ance—is the leader in Wage-Town! 


Sources: Starch 1960; Social Research, Inc.; Katz and Lavarsfield 


‘True Sto 


205 E. 42nd St., New York, N.Y, 221 N. LaSalle St.,Chicago 1, Ill, 444 Market St., San Francisco 11, Calif. 


of TRUE STORY’s primary house- 
holds are MISSED BY Look! 


of TRUE STORY’s primary house- 
holds are MISSED BY ALL 


THREE of these magazines, com- 
bined! 
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DISPATCH 


the facts, ma 


WIIM-TYV has 49 
out of the top 50 
highest rated shows! 


* 
ra 


Lansing Nielsen, Feb., 1960 


ally located to exclusively serve 
NG...FLINT.. JACKSON — 


The St. Paul Dispatch-Pioneer Press offers 
exclusive blanket coverage ...no other 
newspaper reaches the St. Paul "Half" 


A 


Ri ooeEerR Suvi? arta 


PIONEER PRES$ 


Representatives RIDDER-JOHNS, INC. 


New Y 


Angeles—San Francisco—St. Pauli—Minneapolis 


Right Packaging 
Vital in Marketing 
of Groceries: King 


Los Ancetes, July 26—Faced 
by narrowing profit margins, food 
market operators are more and 
more setting up standards to in- 
sure that packages help maintain 
profits, Roy M. King, editor of 
Food Field Reporter and Food 
Topics, told members of the West- 
ern Packaging Assn. here last 
week. 


e Mr. King said surveys show 
57.86% of the total cost of doing 
business in a market is labor and 
rent, and package design must 
take this into consideration. This 
leads to an increasingly critical 
evaluation of master shipping car- 
tons and the consumer package, 
he noted. In this analysis, space 
and labor saving devices are of 
prime importance. 

Cited as good packaging ideas 


THE 14th MARKET 
Ist WINS” 


YOU NEED 
SECURITY ON 


MORNING 


SOURCES: ABC 3-31-59 Standard Rate & Data 
Service, July, 1960 
Newspapers have audited verified circulation 


FAMILY COVERAGE 
Ramsey, Dakota and Washington Counties. 


ST. PAUL 
— 


43.5% 


82.0° 
71.1% ‘s 


EVENING SUNDAY 
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“oe = SOUTH CAROLINA 
ALLITERATIVE—The South Carolina 
Development Board has launched a 
drive in business publications using 
alliterative heads—‘“Bearings and 
Birdies,” “Ships and Shores”—like 
the above. McCann-Marschalk got 
the $175,000 account last spring 
(AA, March 21). 


were easy opening cartons, well- 
identified shipping cartons, multi- 
unit packages, properly placed 
price marking areas, and single 
layer shipping cartons which are 
more easily utilized for display, 
thus cutting labor cost. 


e Mr. King said it is estimated 
70% of the master cartons of food 
products suffer from inadequate 
case marking. This not only re- 
sults in costly wrong deliveries, 
but can also mean out-of-stock in 
markets which get wrong orders. 

He said too often package design 
overlooks the manner in which 
the package will be displayed, 
pointing out that not all products 
are displayed in the same man- 
/ner. It is also true, he noted, that 
a product which looks good on the 
shelf, may not look good in a 
display. 

Products initially designed for 
sale in stores where there are sales 
persons frequently are poorly 
marked for self service, Mr. King 
observed. Mentioned specifically 
_were hair nets, purchased in terms 
'of color, and baby pants, where 
size is important. Such informa- 
tion should be readily visible to 
the shopper, but often is not, he 
said. Overwraps of film can also 
'make it difficult to read informa- 
tion because of the glare they 
cause, he added. 


's Mr. King said it should be con- 
| sidered that a number of products 
are displayed with only the end 
|in view on the shelf. Specifically 
mentioned were foil wraps, spa- 
ghetti products, and cake mixes. 
Unfortunately, he noted, many 
packages do not carry the neces- 
|sary information including pro- 
motion of deals on their ends. 

Mr. King said outserts on top of 
a container are not good. Citing a 
recipe placed on top of Minute 
Tapioca, he pointed out that the 
recipe covered the price spot, so 
that the store markers put the 
price on the recipe. Many cus- 
|tomers removed the recipe, and 
| thus the price also, causing diffi- 
| culties at the check stand. 


/s Consumer premiums on the 
| package can. be troublesome. They 
/are difficult to handle, require ex- 
|tra space, and present pilfering 
| problems, he said, mentioning spe- 
| cifically a Stripe toothpaste premi- 
um of Scotch tape, which, he said, 
led to much pilferage. + 
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When you want to advertise to men who buy things in 
manufacturing plants, consider that there is only one 
businesspaper that (1) aims its circulation only at 
manufacturing, and (2) that deals editorially only with 
the ideas and equipment and management techniques 
needed by the men who manage plant | 


operations in manufacturing: 


FACTORY, A McGraw-Hill Publication (ABC-ABP) 330 West 42nd Street, New York 36, New York 
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Brewer Watters Moore 
MOOSEHEAD WINNER—Thomas E. Brewer, president, California Hy- 
Knapp Weber McCarthy Bleser dronics Corp., San Francisco, is the winner of the Ucon Refrigerants 
os UNITED PUSH—Under comparison here is the original art for the out- Moosehead contest. He chose to take the alternate prize of a $500 
door poster to be used for next fall's 2,200 United Fund and Com- U.S. savings bond to the moosehead, as did the winning wholesaler, 
munity Chest drives. August (Gus) Bleser Jr., artist at Batten, Bar- Byron E. Watters, vp in charge of refrigerants, Pacific Metais Co., 
ton, Durstine & Osborn who has created the United Way poster art San Francisco. Awarding the bonds is Ralph D. Moore, Oakland, 
for the last three years, shows this year’s version to George L Cal., representative of Ansul Chemical Co., co-sponsor of the con- 
Knapp Jr., of Tulsa, first vice-chairman of the Outdoor Advertising test with Union Carbide Chemicals Co. Entrants had to complete 
Assn. of America; Henry Weber, associate executive director of the sentence: “I want to win a motheaten moosehead because .. .” 


United Community Funds & Councils of America; and Barry Mc- 
Carthy, vp of BBDO, volunteer agency for United Community Cam- 


paigns a2 -_ 
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Aistinctive ee ial Martin DiSantis Lipstreu Smeroldi 

> - ; ™ NEW CLUB, NEW OFFICERS—Officers of the recently Roy Lipstreu, Lipstreu Studios, vp; Robert Martin, 

— ma Se a “> mam formed Cleveland Academy of Advertising Artists Artists Studios, secretary; and Anthony Smereldi, 
; : are Mario DiSantis, Creative Art Inc., president; Allegro Art Inc., treasurer. 

NOVEL DECOR—-This scene is laid in the conference room of the Seat- 


tle office of Botsford, Constantine & Gardner. It doesn’t mean the 
agency is papering its walls with its clients ads. The agency does 
this each time it runs a four-color newspaper insertion for Olympia the Minute Man 
Brewing Co. and it checks the tear sheets against the original en- Minute Man nha hepa 
gravers proof for consistency and competitive reproduction quality. is ret even ae hee 
Doing the checking here are Doug Murray (right), art director, and still 
Ed Johnston, production manager. on 
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MINUTE MAN—Middlesex Mutual & 
Lynn Mutual Fire Insurance Com- 
panies, Concord, Mass., is using a , ; 

series of trade publication ads, Groves Culberg 

FLOWERY AWARD—Kennard G. Keen (right), president of Arndt, Pres- with the ad on left appearing on MAN OF YEAR—Jack J. Culberg, marketing vp, housewares division, 
ton, Chapin, Lamb & Keen, Philadelphia, accepts an award for his the right outside column of the Ekco Products Co., Chicago, receives traditional brown jug to sig- 
agency and its client, Drexel Furniture Co. from the Society of page, the ad at right will be onthe nal his selection as housewares man of the year for 1960 by the 
American Florists & Ornamental Horticulturists. Oscar G. Carlstedt, left outside of the flip page. Jules Southeastern Housewares Club. Howard C. Graves, assistant sales 
of the society, makes the presentation. The award was for outstand- L. Klein Advertising, Pittsfield, manager, Beck & Gregg Hardware, Atlanta, and president of the 

ing use of flowers and plants in national advertising. Mass., is the agency. club, makes the award. 
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Redbook’s climbing fast. First nine months’ advertising linage is a soaring 21.3% Redbook 
above last year’s. Aboard this year are the maharajahs of the marketplace: General Oe zapan 1608 
Foods, A. T. & T., Best Foods, Shulton, Kraft, International Silver, Heinz and such, aac 
who have learned to pick media, not magic, to move goods. To reach 3,100,000 need- ... 

more, buy-now families, to get to the greatest concentration of moving-up Young = 

Adults, don’t go horse and buggy. Get a Redbook—the magazine that’s moving—way 
up in space. Redbook...The Magazine for Young Adults. Up 21.3% in 9 months...!  —- 


Another exciting publication of THE MeCALL CORPORATION, 230 Park Avenue, New York 17, N.Y. Murray Hil! 6-4600—and Chicago, Boston, Los Angeles ~*" 
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WAH RATED 
LOCAL PROGRAMMING — 
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AVAILABILITIES IN THE ” 
LARGEST FILM LIBRARY 
IN THE MARKET! 
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CALL BLAIR 
Television Associates 
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Follow the LEADER 
in Philadelphia 
and its suburbs 


inp 


“ 
. 
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In the city of Philadelphia and in the suburbs 
of Philadelphia—there’s just one leader. 


It's The Evening Bulletin. 


CHANGING SCENE—New Orleans admen observe this lighted outdoor 


Advertising Age, August 1, 1960 


spectacular made up of translucent plastic triangles which revolve 
to feature three different advertisements. The exhibit was part of 


a special tour given by Industrial 


Stevenson Moves Offices 

Stevenson & Associates, Minne- 
apolis, has moved to the First Na- 
tional Bank Bldg 


The National Analysts study shows 690,000 Evening 
Bulletin readers in the city and 710,000 in the suburbs. 
Combined, the total is 1,400,000 Evening Bulletin adult 


readers in homes with telephones in Greater Philadelphia. 


In circulation 


Here’s how The Evening Bulletin leads in adult 
The 1959 A.B.C. Audit Report shows that The readership in homes with telephones: 


Evening Bulletin leads by 145,637 in 14-county Greater 
Philadelphia. 


In readership 


The 1960 National Analysts survey shows that The 
Evening Bulletin leads by 351,000 adults in homes with 
telephones in Greater Philadelphia. And there are more 


in the suburbs than in the city of Philadelphia. 


EVENING BULLETIN LEAD OVER MORNING INQUIRER 
205,000 or 42% MORE in the city 
146,000 or 26% MORE in the suburbs 
351,000 or 33% MORE in Greater Philadelphia 


Follow the leader in Philadelphia and its suburbs— 
Evening Bulletin adult readers in homes with telephones The Evening Bulletin. 


In Philadelphia Nearly Everybody Reads The Bulletin 
_The Evening Bulletin Leads in Circulation and Readership 


... in Philadelphia and in Suburban Philadelphia 


A MEMBER OF MILLION MARKET NEWSPAPERS, INC. Suburbon 


Advertising Offices: New York * Chicago * Detroit « San Francisco * Los Angeles Philadelphia: 


13 counties beyond the city in the 14 county 
Greoter Philodelphic ABC. City and Trading Zone 


Outdoor Displays of New Orleans 
Industrial Outdoor 
Demonstrates New 
Display Techniques 


New ORLEANS, July 27—A pre- 
view of new developments in out- 
door advertising was given here 
recently when Industrial Outdoor 
Displays of New Orleans opened 
the doors of its plant for three days 
for special tours titled, “Signs of 
the 60s.” 

Among the new developments 

shown were: 
e An interior-lighted outdoor 
spectacular made up of translucent 
plastic triangles which revolve to 
feature three different advertise- 
ments. 


e Interior-lighted plastic poster 

panels utilizing copy produced on 

long-lasting transparent mylar 
| plastic. 

e Product identification signs fa- 
| bricated of steel tubing to outline 


| 


| bottle forms, 45’ tall. 


. The versatility of the animated 
| triangle display was demonstrated 
|e the area advertising men. 
|The 25’ length of the sign is di- 
vided into 16 panels, each 18%” 
| wide. Each panel consists of a tri- 
jangular form with three trans- 
jlucent plastic faces lined with 
| fluorescent tubes. The triangles re- 
volve in a cycle permitting nine 
seconds of uninterrupted viewing 
time for each pester subject. # 


Brown, Lovejoy Promoted 
by ‘Sales Management 

| Sales Management, New York, 
|has promoted Randy Brown, for- 
|merly sales vp to exec vp. He will 
|continue to head the sales divi- 
jsion. C. E. Lovejoy Jr., western 
| general manager, has been named 
| associated publisher. He will con- 
|tinue as western manager, but 
| will operate from New York as 
/well as his former headquarters, 
Chicago. 


New Ad Rates for ‘CMD’ 

| Current Medical Digest has an- 
nounced an advertising rate in- 
crease, in line with a circulation 
| gain, effective with the January, 
| 1961, issue. The Williams & Wilkins 
|publication is adding 6,500 resi- 
| dents in internal medicine and 800 
|residents in general practice to 
| bring its circulation up to 145,000. 
The one-time rate will move up 
from $720 to $820. 


‘Baker to Crow Publications 

| Frank Lyle Baker has joined 
iC. C. Crow Publications, Portland, 
_Ore., as marketing director. Mr. 
| Baker was formerly with Chapman 
|Lumber Co., Portland. Crow has 
|moved to larger quarters at 115 
| S.W. Fourth Ave., Portland. 


4 _ Muller Joins ‘Look’ 


| Frank Muller, formerly with 
Bristol-Myers Co., has joined Look, 
|New York, as assistant manager of 
‘markets and merchandising. 
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‘‘Prices to be those quoted by the Iron Age...’ 


Few magazines are so respected by the industry they serve that their names turn up in business 
contracts. Yet it isn’t at all uncommon to find the phrase, ‘Prices To Be Those Quoted By The 
Iron Age...’ in long term metal purchase agreements. As a result, page proofs of the prices 
section are kept behind closed doors prior to date of publication. 


That kind of respect is won only by consistent editorial leadership. And editorial service to 


the reader is the best service a magazine can render its advertisers. © AAMIen Cuneeuye 


ee 
are: 


THE IRON AGE « a chiliton publication « S6th & chestnut streets « philadeiphia 39, pa. 
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Four A's Booklet a Best-Seller 
The latest best seller among 
agency people is the booklet “What 
Advertising Agencies Are—What 
They Do & How They Do It.” Writ- 
ten by Frederic R. Gamble, presi- 
dent of the American Assn. of 
Advertising Agencies, and pub- 
lished by the Four A's, the booklet 
sold out only ten days after pub- 
lication. A second printing of an 
additional 5,000 copies has been 
authorized. Single copies are avail- 


make their requests on a business 
letterhead to the American Assn. 
of Advertising Agencies, 420 Lex- 
ington Ave., New York. 


MORE MOVIE 
AUDIENCE THAN 
ANY OTHER STATION! 


Koeves to Motivation Dynamics 
Dr. Tibor Koeves, formerly vp of 
the Institute for Motivational Re- 
search, Croton, N. Y., has become 
a partner of Motivation Dynamics 
Inc., Mohegan Lake, N. Y., research 
company established earlier this 
year by Albert Shepard, another 
former executive of Dr. Ernest 
Dichter’s research company 


the STORER station backed by 33 years of responsible broadcasting + CALL KATZ 
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Yes, advertisers are finding it pays to go after the market-that-matters 
in this great and growing metropolitan area. The reason? This 
is the market that needs more, uses more, spends more. It’s the 
younger, larger, more active families, whose better jobs mean 
higher incomes. 


Better jobs ? You'll find almost one-half of all Enquirer subscribers are in 
the white-collar class (professional, semi-professional, propri- 
etors, managers, officials, clerical, sales, etc.), compared to only 
one-third of total Cincinnati households. 


Higher incomes? Two-thirds of all Enquirer subscribers earn $5000 or 
more annually, compared to only 53% of all Cincinnati 
households. 


This solid market-that-matters makes a solid dollars- Cincinnati Enquirer. You'll learn more about Solid 
and-cents difference in advertising effectiveness, as Cincinnati from the latest Top Ten Brands survey. 
more and more advertisers are finding out. And Write, wire or phone The Enquirer’s Research 
nothing reaches and influences this market like the Department for your copy. 


Represented by Moloney, Regan (9 Schmitt, Inc. 


able free to business people who | 
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Government Sets 
Probe of British 
Broadcast Field 


Future of BBC, ITA 
to Be Weighed; Also 
Commercial Radio 


Lonpvon, July 26—Sir Harry Pil- 
kington, 55-year-old boss of the 
| Pilkington glass empire, is to head 
the government-appointed com- 
mittee of inquiry into the future 
of broadcasting in Britain. 

Postmaster General Reginald 
Bevins told the House of Commons 
last week that the names of the 
other committee members would 
be announced as soon as possible 

At the same time he announced 
that the government had decided 
to extend the charter of the Brit- 
ish Broadcasting Corp. from June, 
1962, to July, 1964. That brings it 
into line with the charter of the 
|}commercial Independent Televi- 
sion Authority, whose charter also 
expires in July, 1964 

The Pilkington committee will 
(1) consider the possibility of tel- 
evision for public showing, (2) 
advise on future services to be 
provided by BBC and ITA and (3) 
recommend what additional serv- 
ices should be provided. 


® It also will deal with such ques- 
tions as a third, or even a fourth, 
television channel and will rec- 
ommend whether it should be op- 
jerated by either of the existing 
| bodies or by a new body. 

| Other questions coming within 
| its province will be the definition 
| system to be used for television— 
the present 405 lines or the con- 
tinental 625 lines or some alter- 
native to both; the introduction of 
color television and the advisabil- 
ity of commercial radio. 


s Sir Harry is a director of the 
Bank of England and of a num- 
ber of companies, chiefly in the 
glass industry. He was chairman 
of the royal commission on doc- 
tors’ and dentists’ remuneration. 

In his own right he is a televi- 
sion “personality,” having been 
impressive in a series of BBC 
programs selecting the winners 
of a newspaper contest who would 
be helped to own their own busi- 
nesses. 

The magnitude of the task be- 
fore the Pilkington committee may 
be judged by looking back at the 
work of its predecessor, the Bev- 
eridge committee. That body, ap- 
pointed in 1949, sat for two years 
lconsidering testimony contained 
in 24 memoranda totaling nearly 
250,000 words. 

It is a safe bet that the volume 
of advice, information and special 
| pleading submitted to the Pilking- 
'ton committee will be even more 
| impressive. 


s In 1949 the Beveridge commit- 
| tee dealt only with one organiza- 
| tion’s future—the BBC. Now there 
,is also the ITA, plus at least a 
|dozen program contractors who 
| supply the programs and sell air 
|space and who will want to have 
| their say. 
| In 1949 there were only 1,000,- 
|000 television licenses; now there 
| are 11,000,000. 

In addition, the various power- 
‘tul groups formed to advance the 
leause of commercial radio will 
| want to put their case to the com- 
mittee. + 


Two Join Basford Copy Staff 

Dorothy Maskaleris, formerly 
| with International Nickel Co., and 
|/Vernon Mackie, formerly copy 
| chief of S. Groden Inc., have joined 
| the copy department of G. M. Bas- 
‘ford Co., New York. 
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Photo: Louis Renoult 


Travel Feature in August ESQUIRE. 


JAPAN BY HELICOPTER. From “The Pleasures of Pacifica’”...a 


Under the direction of Travel Editor Richard Joseph, ESQUIRE’S travel pages have 
received nine TWA Awards for the best magazine coverage of travel and transportation; 
and on the three occasions that the American Society of Travel Agents decided to honor 


magazine travel writing, ESQUIRE received this Award each time “...in recognition 


of outstanding public service in the furtherance of foreign and domestic travel.” 
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Selling to the 
Outdoors Sports Market? 


Then you will want to know more about FISHING TACKLE 
TRADE NEWS —the National Business Publication Spe- 
cializing in the Outdoor Sports Field. 


While FTTN is only eight years old--our experience in 
outdoor sports advertising, merchandising and marketing 
goes back to 1931—nearly 30 years of continuous contact 
with the Outdoor Sports Market. 


If you have a product that can be marketed through 
10441 specialized key retailers of outdoor sports products 
who regularly receive FTTN, and their 1,081 jobbers, we 
would hike to talk to you. We can give you the benefit of 
our many years of experience in this field, of our numerous 
personal contacts among dealers, jobbers, sales agencies 
and salesmen. 


Write to Fred E. Owens, publisher. 


FISHING TACKLE TRADE NEWS 
P. O. Box 238, Wilmette, IL 


Now available 
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Orbit Moves to Donaldson 
Orbit Instrument Corp., Syosset, 
N. Y., has appointed Donaldson 
Associates, Huntington, L. 1, to 
| handle its national trade advertis- 
}ing and publicity for Orbit’s line 
|of miniature and sub-miniature 
| servo repeaters, precision clutches, 
brakes, module packages, gear 
| heads, indicators and differentials 


Huntingdon Mills to Goodsett 

Huntingdon Mills, Philadelphia 
|\sweater manufacturer, has ap- 
| pointed Henry S. Goodsett Adver- 
tising, Philadelphia, to handle its 
advertising. The Seymour Ullman 
agency, New York, formerly han- 
died the account. 


Simon to Television Research 
Stephen I. Simon, formerly a 
tv producer with Compton Adver- 
tising, has been appointed direc- 
tor of client services of Television 
Audience Research, the new com- 
mercial research division of NTA 
Telestudios, New York 
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Double your fun DOUB 


Advertising Age, August |, 1960 
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| STARCH TOPPERS—Leading the Starch National Outdoor Ratings for the 
four weeks ended June 8 was a poster by Standard Oil Co. (Indiana) 
— “Ladies Love Us”—with a copy performance index of 81. Second 
was a Sunbeam bread poster (73), and third, Wrigley’s gum (61). 
| The seven other top posters were Chevrolet Corvair (55); Coca-Cola 
| (53); another Standard Oil Co. (Indiana) entry (52); Budweiser 
beer (48); Zee toilet tissue (47); Seven-Up (47); and Coca-Cola 
King Size (46). 


Ghent Oertel Publishes 
‘200 Contemporary Colors’ 
“200 Contemporary Colors,” a 


formulated with code numbers ap- 
| pearing on every page. Additional 
information on the reference book, 
available in two volumes, one 
po nr gyrase AA... printed on enamel stock and the 
published by Ghent Oertel & Asso- | Other on offset vellum, may be ob- 
| clates, Houston. In the guide, each | tained from Ghent Oertel & Asso- 
| of the 200 colors is shown in 100 ciates, 3520 Montrose Blvd., Hous- 
screen combinations with black, |" 
a bar of solid and nine screen per- | P . 
| centages of the color itself. Special |Mellanson Joins ‘Mademoiselle 
sections are devoted to tan metal-| Donald E. Mellanson, formerly 
lic colors including silver, gold and | with TV Guide, has joined the sales 
| bronze. Also each color has been staff of Mademoiselle, New York. 
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BLACK AND 3—BLACK AND 2 | vith 


tractor ° 
publication 


wners rat 


IN FULL PAGE UNITS ONLY 


Tuesday Evening — Wednesday Morning 
Thursday Evening — Friday Morning 


Black and 1 color available Monday through Friday 
(minimum size 1000 lines) 


The Baltimore Sunpapers 


ABC 9/30/59: Combined Morning and Evening 413,882 — Sunday 317,989 
National Representatives: Creamer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


@ Important basic facts revealed in __ 


ao es eee ee ee ey ge een. a i, oe ae eee ‘ 
oe eee Oe a I eR ee ae Se” Re = heres: ae 

a I NI mm OY ae a OI i Lr ae al Ss 

Me . int ‘ } a : 
bag | eee 5 

i Ss 
ae ‘< hd is 

: es 4 —_ A a 
— aa . ll ve 

a —ewen{ STANDARD ) = 

a | > 
ee a =; 
ee ue - eal - 
p ea ° . ; a oa me Se 
a Ae-** S s ‘ Sse 
ie ,- “. ; : 

; . , 4 1 AS 

a , ™ Fe 4 ee 
é “i a oieiiateeeciataain . 
ana “a by = 
. - ~ i ie 
its “ 

rahe *& ed a3 4 

| . . | Rg | G u * 5 
“3 ( i DOUBLEMINY . , 

— ? <—J <—_J Parwine Se = 
ee: ae ; —_———_— ee ee ee eee 3 : 
vi ee 6 
— ; ra : 

a i , on " io a 
s. fe H = & wi - - 

“Sas ee 
ek a 
ee § = 
nee “ — i Lil a. z 
se: pi oA 0e oe ee 

we ae a I + * 1 - * ‘ 
: = he Slee = Ty 3 

_— < ef: el i be 3 

— BRR ee “3, ;' 

ie oy aia | macerenopsecreenneeneseenanamest ney tiapieesioatnrncter even ries at - 
Bat Xx ee : , J 

a Ee 4 . ‘ ig ae 

Brice se. ! os 
‘ohh Joh vias 2 ' : 
Be y 

day tte Bee ar 
ae eats wil 1 unt 
. How 2 

a | 3 

oes | a? 5 

ai ec —“(t ee ee, ‘ 
: sane 
= wu 
ee yanun une t e 
Sag — ss 
= -_ “ ts ah 
ee 2 : : 

_ new McCann-Erickson Study. READY SOON! _ 

4 4 

nag 4 
i 3 iN 
> ; 

i e Seam r oa % 4 2 e US Figs ee eae ow Bee Ss ve 

SS | Marites ie 2 lt | eee (eae ea 


PRRARRARARARARAARARARERARRRALLLLRRRRELERERARARE RARER ERERARARERELELE LE RE RERERERERELEREREKEELERELE LEAT 


CHAPTER [| 
Tweedledum and Tweedledee 


“They were standing under a tree, each with an arm around the other's neck, 
and Alice knew which was which in a moment, because one of them had 
‘DUM’ embroidered on his collar, and the other ‘DEE’.” 
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Do claims of competing media sound as alike as Tweediedum and 
Tweedledee? If so, we suggest basic comparisons that will reveal 
big differences .. . differences that are vitally important to you 
in reaching and selling the metalworking market. For example... 


Compare PRODUCTION 's circulation to all other metalworking 
publications. You'll find that 99.1% of PRODUCTION’s total 
circulation of over 31,000 readers is concentrated in actual metal- 
working plants. The average for other “metalworking” maga- 
zines is only 71.99%! Clear proof that PRODUCTION alone is 
the full-time magazine of manufacturing. 


Compare, too, PRODUCTION’s unmatched and highly realistic 
circulation balance of nearly two engineering men to each man- 
ufacturing management executive. Add to this the fact that PRO- 
DUCTION ’'s restrictive circulation policy allows copies to be sent 
to the reader only at his company address — guaranteeing un- 
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paralleled pass-along readership. In addition, over 99% of all 
PRODUCTION subscriptions are addressed not in the company 
name, but to the individual by name and by title . . . a total 
package providing PRODUCTION advertisers unsurpassed 
efficiency in selling to the men who make the buying decisions 
in the plants which buy over 85% of all metalworking equip- 
ment, materials and supplies. 


Let us help you take the Tweedledum-Tweedledee out of media 
statistics. Comparison charts, based on sworn BPA and ABC 
figures, are yours upon request. Want more proof that PRODUC- 
TION reaches your markets effectively? We'll conduct a special 
survey—at our cost—directed to your customers and prospects. 
We're confident it will prove to you that PRODUCTION is an 
exciting, useful and effective supplement to your sales efforts. 
Call your PRODUCTION representative or write us direct. 


PRARAARARARRARRAARRARARARRRRARRARARARRARARRRRARARARARARARARARARARERRRERRARERERARERAR ERA ERE SEER EA ERRERARRARARERERARARRRRARERERRREMERE ERNE AREER ERM AREARRMRRARRARRARARAA RS’ 


PRODUCTION 


the magazine of manufacturing 


Bramson Publishing Company, Box 1, Birmingham, Michigan 
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PERSONAL SERVICE 


Knowledge of the media fields he 
serves is a prime requisite for the 
Farley Company representative. The 
broad experience he has gained through 
contact in specialized business markets 
and his sincere desire to make this 
experience available to you is his 
distinguishing mark of service. 


Markets Served 


Air Conditioning * Electrical Contracting * Electric 


Utilities « Electronics * Industrial Maintenance «+ 


industrial Distribution * Mechanical Contracting « 
Policy Level Management + Sevings & Loan 


Coder Elected President 
Robert Coder, Harry M. Miller 


Advertising Agency has been 
elected president of the Central 
Ohio chapter of the Assn. of In- 


dustrial Advertisers, Columbus 
Other newly elected officers in- 
clude Eugene J. Hameroff, Ham- 
eroff & Smith, Ist vp; Larry O 
Dussault, Acro division of Robert- 


shaw-Fulton Controls Co., 2nd vp; 
Robert Davis, Tectum Inc., secre- 
tary, and Wayne Rhodes, South- 


ard Printing Co., treasurer 


Neuhott, Perkins Open Shop 
Communications Consultants, a 
new advertising agency specializ- 
ing in broadcast media services, 
has been opened at 1330 Beacon 
St, Brookline, Mass. Principals are 
Evan D. Neuhoff, previously 
assistant advertising and sales pro- 
motion manager of WBZ-TV, Bos- 


THE FARLEY COMPANY , 


Business Paper Representatives 


120 5. LaSalle St., Chicago 3, ili, + Fi 6-3074 


It won't do any good to corner the market in 
roundhouses, or sew up every sawmill in sight. 
The modern maiden is past-mistress of such crude 
contretemps. 

If you want her to buy your line, you'll have 
to convince her it wil! serve her individual pur- 
poses, whether to save time and money, or to 
catch and hold a man. 

When it comes to speaking to individuals— 
maidens, matrons and misters—on a mass basis, 
no medium serves better than Mass Mail. This 
versatile medium combines the selectivity and 
intimate appeal of a personal letter with the broad 
coverage of other mass media. 

Lemarge is one of the pioneers of Mass Mail. 


po eeeneeanaseserenanas 


ILEMARGE! 


§ Mass Mail Specialists 
wll 


ton, and Joseph H. Perkins, 
merly 
Silton Brothers, 
Boston agency 


How to 
make 


for- 
an account executive with 
Callaway Inc., 


We've refined and sharpened the techniques of 
market and product testing and research to a near- 
science. On the basis of small economical tests, 
returns from each advertising dollar can be ac- 
curately predicted. 

Our knowledge recently helped a new and dif- 
ferent type of cook book to an overwhelming 
pre-publication sale. We knew the maidens and 
matrons who needed it, how to convince them, 
and the fastest, most effective way to get the 
message to them. 

Whether you're selling cook books or cruisers 
to the consumer market, chances are we can do 
as well for you. 


Lemarge Mailing Service Company + 417 South Jefferson St., Chicago 7, Illinois 


Advertising Age, August 1, 1960 


Goren Pickens 


Richer McNaughton 


CHAMPIONSHIP SHOW—Shwayder Bros., Detroit, maker of Samsonite 
folding furniture, has signed as one of the sponsors of “Champion- 


ship Bridge,” 
company will 


over 200 ABC tv 
name 


stations starting in October 
its Samsonite 


The 


furniture line Championship 


Bridge furniture. Shown here are Charles Goren, bridge authority; 

Arthur Pickens, producer of the show; Howard D. McNaughton, 

Shwayder advertising director, and E. R. Richer, vp and secretary, 
Grey Advertising Agency, Shwayder’s agency. 


Gamble-Skogmo Sells 
Western Auto Share 
After Justice Order 


WASHINGTON, July 26—Gamble- 
Skogmo has sold its interest in 
Western Auto Supply Co. in com- 
pliance with anti-trust action in- 
itiated by the Justice Department. 

The government's complaint, 
filed April 1, charged that Gam- 
ble-Skogmo, Minneapolis, and its 
president, Bertin C. Gamble, ac- 
quired a controlling stock interest 
in Western Auto, Kansas City, in 
August, 1958, for the purpose of 
eliminating competition between 
the two companies. 


® A consent judgment entered in- 
to with the Justice Department 
came after Gambie-Skogmo had 
sold all financial or stock interest, 
direct or indirect, in Western Auto. 
The company was prohibited from 
any future connection with West- 
ern, and enjoined from exchanging 
information or trade secrets which 


are not available to competitors. = 


Nee 


Five Buy ‘Two Faces West’ 

Screen Gems, New York, has 
sold its new series, “Two Faces 
West,” to five advertisers for show- 
ing this fall. They are Standard 
Oil of Texas (White & Shuford 
Advertising) for six markets in 
the Southwest; Adolph Coors Co. 
(Revill J. Fox & Co.) for Denver 
and Colorado Springs, Colo., Yuma, 
Ariz., and El Paso, Amarillo and 
Midland-Odessa, Tex.; Labatt’s 
Beer (Ellis Advertising Co.) for 
Rochester, Buffalo and Water- 
town, N. Y., and Erie, Pa.; Drewrys 
Ltd. (MacFarland, Aveyard & Co.) 
for Grand Rapids and Flint, Mich., 
and Cedar Rapids, la.; and Miles 
of California (Wade Advertising) 
for San Francisco and other West 
Coast markets to be added. The 
series has been sold in 115 mar- 
kets. 


Hersh Joins Karl Thall 

Burt Hersh, former art director 
of Black Starr & Gorham, has 
joined Karl Thall Advertising, 
New York, as art consultant and 
account executive. 


BIG 
RESULTS 


WM 0 


SECOND* 


*WISCONSIN’S GREAT 2nd METRO MARKET 


GREEN BAY-APPLETON INTERURBIA 


FACT 
#7 


GAS STATION SALES, 


$21,137,000. 


(Sales Management Survey of Buying Power, 1960) 


GREEN BAY 
PRESS-GAZETTE 


APPLETON-NEENAH-MENASHA 
POST CRESCENT 


Represented By SAWYER-FERGUSON-WALKER Co. Inc. 
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*You’re sure of more 


Oe as 


Of the many persons in America’s defense establish- 
ment, a select group makes the top decisions. To talk 
to more of these key officials, put your advertising in 
NEwswWEEE. Interviews with 572 of these influential 
individuals reveal that, within a two-week period: 


* Of the key officials within the National Aeronautics 
and Space Administration, 49% read NEWSWEEK 
...42% read TIME... 24% read U. S. News & 
World Report. 


%* Of the key officials in the Office of the Secretary of 
Defense, 72% read NEWSWEEK .. . 68% read TIME 
... 42% read U.S. News & World Report. 


* Of the key officials in the Army, Navy and Air Force 
Departments, 57% read NEWSWEEK .. . 55%, read 
TIME... 41% read U.S. News & World Report. 


Study conducted by Walter Gerson and Associates, inc., Washington, 0. C.— 1960 


Why is NEwswEEk the choice of such a high propor- 
tion of these important, decision-making people? 
Possessing the same broad interests as their counter- 
parts in industry, they prefer NEWSWEEK’s complete 
news coverage. Having the same type of independent 
minds, they choose NEWSWEEK’s fair, unslanted re- 
porting. For the names of those queried, plus all survey 
facts and figures, ask the NEWSWEEK office nearest you. 


when you show up here 


The world-wide 
newsweekly 

for 

communicative people 
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‘Penrose Annual’ 
Editor Hits Those 
Who Snub Ad Art 


New Yorn, July 26—A spirited 
defense of advertising art against 
snubs of esthetic features 
the new “Penrose Annual,” a re- 
view of the graphic arts, will be 
published here this week by Hast- 
ings House 

In an introduction, Allan Dela- 
fons, the editor, discusses “art and 


snobs 


advertising,” pointing out that 
“pictorial art (and the typog- 
raphy that accompanies it) must 


be intended to communicate some- 
thing of a specific nature to mem- 
bers of a particular group. Its 
effectiveness should therefore be 
judged according to the manner in 
which it performs that process.” 


® Striking out against the art-for- 
art’s-sake school, Mr. Delafons 
says: “The self-appointed arbiters 
of elegance are too frequently vo- 
cal in print, and too conspicuously 
lack humility in what they say 
They are enabled to reach too big 
an interested audience and so ex- 
ert an influence that is dispropor- 
tionate to the validity and wisdom 
of their opinions. What they say 
is not always free from profes- 
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8811 alden drive, 
los angeles 48 


ional interest in a particular kind 
of esthetic.” 

Mr. Delafons points out that two 
illustrated articles in the current 
edition—reviews of ethical drug 
advertising and print advertising 
done by British commercial tele- 
vision companies—are effective 
answers to the “indictment of 
graphic design in Britain.” 


® Kenneth Garland, art editor of 
the British magazine, Design, con- 


GAR. _ 
20-0x21-0" 


cs 


tributes an incisive review of de- 
sign trends in graphic arts during 
the 20th century. He contrasts the 
modern American school—as ex- 
emplified by Designer Saul Bass 
with the modern Swiss school—as 
exemplified by Designer Karl 
Gerstnerf. (Mr. Bass is known for 
his free letter forms, used in the 
advertising and credit titles for a 
number of recent motion pictures 
“Bonjour Tristesse,” “Anatomy of 
a Murder” and “Exodus.”) 


Mr. Garland finds that the 
American designers rely “more on 
empiric solutions” and have “an 
enlarged and highly sensitive 
awareness of the rights of the in- 
dividual and distrust any move 
towards standardization and regi- 
mentation.” 

The Swiss school he finds based 
on “theoretic solutions,” with its 
designers tending “to coordinate, 
to simplify, to integrate.” 

Speaking to British graphic de- 
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signers, Mr. Garland suggests 
“We have the opportunity of com- 
bining the exuberance of the 
Americans with the orderliness of 
the Swiss into something perhaps 
more serviceable than either.” 


s One of the striking features of 
the new Penrose edition is a “Re- 
port on Poland” by Charles Ros- 
ner. The reproductions of posters, 
book jackets and book illustra- 
tions by modern Polish artists 
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show, as Mr. Rosner points out, a 
great deal of “imagination and 
free expression.” 

Among the other articles in the 
edition are: A report on the Chap 
books printed by the U. S. Typo- 
philes, authored by Paul A. Ben- 
nett, typographic promotion man- 


ager of Mergenthaler Linotype 
Co., New York; “The Wallpaper 
Designs of William Morris”; 


changing newspaper formats in 
Britain; “Printing Transparent 


Wrappings,” and several technical 
pieces on such topics as newspa- 
per facsimile equipment, regis- 
tration of preprinted gravure webs 
and electronics in color printing. 


s Finally, the volume closes with 
an article by D. M. Evans, an en- 
tomologist. Cloth-covered books in 
tropical climates often have rough 
discolored patches, generally at- 
tributed to mildew. Dr. Evans sets 
the record straight: “In fact, they 


f 


WI 
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are the results of cockroaches eat- 
ing the starch filling. Varnishing 


the cover will prevent this. In- 
secticides will not as yet.” 
At the same time, Hastings 


House will publish “International 
Poster Annual,” which is basi- 
cally a collection of some 500 “out- 
standing examples of current pos- 
ter art” from 25 countries. 

“The Penrose Annual,” now in 
its 54th year, is printed in England. 
“International Poster Annual,” 


anagement. 


now in its 19th edition, is printed 
in Switzerland. Each volume sells 
here for $12.50. = 


Hershey-Paxton Names Greene 

Hershey-Paxton Co., Detroit 
agency, has named Nat Greene vp 
for merchandising and promotion 
Mr. Greene was with Benjamin 
Paxton in their first agency opera- 
tion as partners. More recently 
Mr. Greene has operated specialty 
shops. 


How The October Issue Can Be 
A Catalyst To Your Sales 


Building professionals everywhere turn to 
American Builder’s October Issue before they be- 
gin planning for the coming year. It speeds their 
decisions on what to build and how to build it — 
and in that way acts as a catalyst for sales. 


Because it reports in depth the big change 
in builder thinking this year, the 1961 October 
Planning Issue will be an even greater aid to 
builder planning strategy than ever before. Based 
on 8 original surveys of more than 12,000 build- 
ers, it points out the significant, new directions 
in Land Planning, Financing, House Design, 
Products, Construction, Merchandising and Busi- 


This kind of information serves the individual 
builder best in his day-to-day operation. In addi- 


tion, American Builder helps builders collectively 


zine in 


the field. 


THE BUSINESS MAGAZINE FOR BUILDERS 


— for example, its vigorous new “Breakthrough” 
series crusades for more favorable building con- 
ditions, attacks obsolete codes and practices that 
hamstring the industry. 


On-target editorial coverage like this attracts 
the largest audience of active builders — and, as 
a result, more advertisers than any other maga- 


Shouldn't your product be included? 


American 
Builder 


Al SIMMONS-BOARDMAN TIME-SAVER PUBLICATION 


SOME PUMPKIN——Mars Inc., Chicago, 
unveils its new 1960 Halloween 
point of sale display featuring a 
large animated pumpkin in three 
dimensions. 


Co-ordinated Sues Farm House 
for Ad, PR Service Fees 
Co-ordinated Marketing Agency, 
New York, has filed suit in New 
York supreme court against an ex- 
client, Farm House Frozen Foods 
Co., charging that the company 
owes it $22,300 for advertising and 
public relations services. The 
agency claims that Farm House 
,defaulted on an agreement to pay 
Co-ordinated $50,000 for handling 
| its account. 
| Farm House, maker of frozen 
|pies, has entered a general denial 
of the charges. It has also asked 
dismissal of the complaint on the 
grounds that the bill of particulars 
is “deficient.” The Farm House 
| account is now handled by Smith/- 
Greenland Co., New York. 


j 

‘Dillett Named President 
of William Jenkins Agency 

| William Jenkins Advertising, 
|Philadelphia, has elected Robert 
|M. Dillett, treasurer since 1953, 
| president, succeeding William Jen- 
kins, founder, who becomes chair- 
man of the board. 

At the same time, William F. 
Grant, account executive and re- 
search director, has been named a 
vp, and Richard J. Look, who 
joined tlie agency in 1958, has been 
elected treasurer. Clare Kelley 
/Russell, media director, has been 
beens secretary. 


Pierce's Renames Kastor, Hilton 
| Pierce’s Proprietaries Inc., Buf- 
|falo, maker of Dr. Pierce’s Golden 
| Medical Discovery, has reappoint- 
‘ed Kastor, Hilton, Chesley, Clif- 
|ford & Atherton, New York, to 
|handle its $250,000 advertising ac- 
‘count. The agency handled this 
| business from 1950 to 1957, when 
the account moved to Mogul, Wil- 
\liams & Saylor. 


Need Source Material 


For a Campaign? 


Press Clippings can provide you with 
the necessary source material for a sales 
or advertising campaign based on actual 
events .. . can enable you to use real 
news rather than fictional situations to 
substantiate your claims and to convince 
your prospective customers. Invaluable 
for agency new busi tati 
Interested in learning 
serve you? 


pr 
how we can 


’ Est. 1888 
PRESS CLIPPING BUREAU 


165 Church St., New York 7, N. Y. 

} Phone BArciay 7-5371 

| 1868 Columbia Rd. NW, Wash. 9, 0.C.—CO 5-1757 
Magee Bidg., Pittsburgh 22, Pa. — COurt 1-5371 
14 E. Jackson Bivd., Chicago 4, Ili.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 

Calif.—Phone Oldfield 6-0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS » MAGAZINES + TRADE PAPER 
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They loved us in 
Atlanta 
Baltimore 
Boston 
Chicago 
Cincinnati 
Cleveland 
: Columbus 
: Dallas-Ft.Worth 
Des Moines-Ames 
Detroit 
Houston 
Indianapolis 
Kansas City 
Memphis 
Miami 
Minneapolis-St. Paul 
Nashville 
New York 
Omaha 
Philadelphia 
Pittsburgh 
St. Louis 
San Antonio 
Washington, D. C. 


Average Share of 
Audience « 


ABC-TV 37.1 
NET Y | 34.5 


NET Z | 28.4 
ABC Television & | 


*Basis: Nielsen 24 Market TV Report, 3 network share of 24 market audience, 2 weeks ending July 10, 1960, 8-10:30 P. M., Monday through Sunday 
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Advertising Age 


eature Section 


‘Hallelujah—I'm a Bum’ ... 


Comments on Agency Profits 


How Retail Giants Will Grow Larger 


Repetition 1s Often Good Policy 


Peeled Eye Finds a New Premium 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


ne ce 


End Misconception of Advertising as Show Business; 
Help It Keep Righttul Place as Selling Tool: Morgan 


At a meeting of the Chicago Business Publications Assn. in 
June, Leon Morgan, president of The Buchen Co., bewailed the 
public's conception of advertising as show business, and 
charged that business and media “have gone along with the 
critics” instead of backing the advertising field. His speech is 


reproduced here in full. 


By Leon Morgan 
President, The Buchen Co., Chicago 


If current newspapers, magazines, books 
and the investigations of our Solons in 
Washington are to be trusted, we all are 
bums. We in the advertising agency busi- 
ness, you in the publication field, every- 
one in radio and 
television—bums all. 

The diatribes 
against advertising, 
most particularly 
those of intelligent, 
well-educated peo- 
ple, sound like some 
of the splenetic out- 
pouring of that mas- 
ter of invective him- 
self, Nikita Khrush- 
chev. It has been 
amazing to me that 
some of us who are being characterized 
as bums, charlatans and rogues, have not 
risen in our wrath to challenge these de- 
famers. And yet I have seen little attempt 
in the public prints to correct this erro- 
neous impression. Even when some of 
our best-known speakers in the field of 
advertising who, in the main, cannot be 
regarded as reticent, have talked on this 
subject, I have found their comments 
spineless, their attitude temporizing—one 
of “Yes, but.” True, there are some who 
have come out staunchly for advertising; 
one of these was Bryan Houston, pres- 
ident of Fletcher Richards, Calkins & 
Holden. In his speech before the Assn. 
of Industrial Advertisers last week he 
said that “. . . only the magnificent con- 
ceit of the advertising man allows him 
to take the blame for the immorality of 
show business.” A very apt statement. 


leon Morgan 


® I come here today as a staunch be- 
liever in the power and success of ad- 
vertising. I come to carry the torch, if 
you will, for advertising, for its impor- 
tance to this country and for the untold 
good for which it is responsible. 

When I was a boy, my father was in 
the same business that you gentlemen 
are, a publisher of magazines. So I was, 
in effect, born with printer’s ink coursing 
through my veins. 

As a boy, it was always my intention 
to go into the advertising profession be- 
cause it called for imagination and cre- 
ativity. I liked it because it was stimu- 
lating and interesting. I liked it because 
I felt it paid well and I could make use 
of what I fancied as writing talent to the 
best advantage. 

But probably most of all, I was attracted 
to the advertising business because I be- 
lieved then, as I do now, it was the main- 
spring of our whole economy. That mass 


production made this country great and 
strong; that mass production provided 
the many conveniences we all enjoy—of 
which no other country on earth can 
boast; that mass production obviously 
demanded mass selling, and that, simply 
translated, mass selling is advertising. 


There's No Second Chance 

Advertising must inherently be honest. 
You may cozen a consumer into buying 
a product once, but no bunk, false claim, 
or lies will sell that product a second 
time if the purchaser is not satisfied. 

I am of the opinion that advertising 
is mainly responsible for the size of our 
markets, for the greatness of our country 
and for the comforts all of us enjoy. 

I had been holding this concept before 
me like a Holy Grail for a good many 
years, when one day I picked up a book 
written by a man named Wakeman who 
purported to have been in the advertising 
business, and whose little opus was called 
“The Hucksters.” I was appalled at the 
crudeness of the characters, at the trite- 
ness of the situations, at the poverty of 
the writing—but most of all, at the dis- 
torted view it gave of the advertising 
business. I could not believe that anyone 
would take such a conglomeration of mis- 
information seriously, yet I began to find 
people referring to me as a “huckster.” 
I had lunch with our banker shortly after 
the book was published, and he asked me 
how the “huckster” business was. I re- 
frained from making any remarks about 
Wall St. gamblers and tightfisted money 
lenders, realizing that the banking busi- 
ness, too, suffered from a distorted image 
in the public mind. 


s I do not mean to imply that Mr. Wake- 
man’s book was important enough to be 
responsible for the current attacks that 
damn advertising. But since the publica- 
tion of this book, I have rarely seen any- 
thing favorable to advertising in the pub- 
lic press. This seems a little odd to me, 
because certainly the lifeblood of all pub- 
lications is advertising, and it would seem 
to me, that, in their own interest, news- 
papers and magazines (if they believe 
in our economic system) would spring to 
the defense of their advertisers. But so 
far, most of them have supinely gone 
along with the critics, and in many cases 
they themselves have jumped in the mud 
slinging with an almost unholy glee. 


To Be Interesting, Be Destructive 

It is an interesting phenomenon of the 
human mind that news reports, novels, 
articles, etc., cannot be interesting if they 
are not destructive. Were I to write a 


novel about Hollywood, I would people it 
with the worst possible heels, performing 
in the most outrageous manner, because 
this is what sells. I have no doubt that 
in Hollywood there are many thousands 
of fathers and mothers who go to church, 
belong to the Parent-Teacher Assn., head 
up charity drives, and do everything a 
well-balanced American family does, and 
yet a novel peopled with such characters 
would have no sales appeal. And so, 
novels on Hollywood must be outrageous, 
novels about business must be outrage- 
ous, novels about radio and television 
must be outrageous, and if they are suf- 
ficiently outrageous they sell like hot 
cakes. 

I have been in the advertising business 
a good many years and have met many 
people who, in the main, are well ad- 
justed, above the average in intelligence 
—most certainly people you enjoy talking 
with and people you enjoy meeting 
in a bridge game or for a round of golf. 
I have also met many publishers, like 
yourselves, space representatives and 
other people in the advertising profession, 
and they, too, in the main, have college 
degrees, are well adjusted and above the 
average in intelligence. 

Where, then, is this typical advertising 
creature who wears the Brooks Brothers 
gray flannel suit, drinks six martinis at 
noon, never reports for work before 10 
o’clock, and spends four afternoons a 
week on the golf course? Where will you 
find him? I would say, offhand, that if 
there is any business that requires hard 
work, often far into the night, intelli- 
gence above the average, and a well- 
adjusted personality, it is the advertising 
business. I am afraid the so-called typical 
“huckster” is no more than a figment of 
the imagination of Mr. Wakeman, and 
other seekers of the sensational. 


s It is amazing to me what many people 
regard as advertising. I was in a place of 
business not so long ago and commented 
upon the furniture, the fine carpets on 
the floor, and the soft indirect lighting, 
and the owner told me it was “advertis- 
ing.” I think this man, being a manufac- 
turer, might be forgiven his ignorance 
about what constitutes advertising. I can- 
not find it in my heart, though, to ex- 
cuse a publication like Time which, in my 
estimation, should certainly know what 
advertising is. Yet in the May 30 issue un- 
der the heading “Business” there was a big 
subhead “Advertising” and under that, a 
heading, “The Secrets Are Out.” 

Now, like you, I am always interested 
in anything related to advertising, and 
this article purported to be on this sub- 
ject. Let me read it to you: “ADVERTIS- 
ING, The Secrets Are Out. Under a bold- 
faced ad headed ANTITRUST, Manhat- 
tan’s Barclay hotel last February genially 
invited the nation’s corporations to take 
advantage of its executive suites ($7,500 
a year and up). Said the Barclay in its ad 
in the New York Times: ‘Corporation 


secrets are best discussed in the privacy 
of an Executive Suite at the Barclay.’ 
Last week the statement was open to 
doubt. In Philadelphia a federal grand jury 
returned a second set of indictments 
against eight electrical-equipment mak- 
ers, charging antitrust violations involv- 
ing criminal conspiracy to fix prices, 
divide markets and rig bids (Time, Feb. 
29). One of the hotels where the execu- 
tives from the firms involved met to fix 
their prices: The Barclay.” 


s Today there is much confusion on just 
what advertising is. Investigating com- 
mittees seem to think it is rigged quiz 
shows or payola. If an industrialist con- 
fuses an elaborate office with advertising, 
if a magazine, like Time, confuses a clan- 
destine meeting to fix prices with ad- 
vertising, if the public confuses a pitch- 
man with advertising—then how can we 
expect a congressman’s mentality to dif- 
ferentiate? 

When I was a good deal younger, I went 
to a grammar school in a small town in 
southern Illinois, and delivered groceries 
after school which earned me 25¢. Now 
by a strange quirk of fortune, two bits 
was just the price of entrance to the local 
vaudeville show. I will never forget the 
olio which showed a street scene painted 
with signs of the local merchants, on a 
trash can, sides of buildings, benches, 
etc. Signs like: “Sam, the tailor—stand 
in our barrel while we press your pants,” 
or “The Elite Laundry—Don’t kill your 
wife with washing, let us do the dirty 
work,” or “The Lynn Furniture Co.—See 
our Rip Van Winkle—Rugs with the ex- 
tra long nap. . . our rugs can’t be beat.” 


Show Business Steps In 

This was advertising. But in the due 
course of time, the curtain rolled up and 
the acts came on. This was show business. 
We were generous with our criticism of 
the acts that we thought were phony. 
But oddly enough, we did not blame 
Sam, the tailor, or the Elite Laundry, or 
the Lynn Furniture Co., when the so- 
prano sang off key, or the comedian’s blue 
jokes fell flat. This same discrimination 
does not seem to apply today. The ad- 
vertiser is blamed if a quiz show pro- 
ducer feeds answers to an entrant. The 
advertiser is blamed if some song writer 
pays an announcer to play his song. No- 
body seems to be able to differentiate 
between show business and advertising. 
This is too bad. In fact, I think it is too 
bad that advertising ever got as deeply 
involved in show business as it has. 

I also fail to understand the gullibility 
of the public watching television or lis- 
tening to radio. Back in the vaudeville 
days, Thurston or Houdini would saw a 
woman in half, but somehow we never 
believed that she was actually suffering 
any harm. It would never have occurred 
to us to have asked for a congressional 
investigation to determine whether the 
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woman was actually in two pieces. This 
was show business 

Today, however, a heavily mustached 
comedian interviews various citizens be- 
fore a camera and has achieved a won- 
derful reputation for pat repartee 
Through this brilliant display of wit and 
insults, you can see the toil of five gag 
writers who have spent the previous week 
concocting this material which has gained 
for the actor such a reputation for im- 
promptu wit. I am sure everyone in this 
room will agree that this comedian is 
probably no wittier than you or I, and 
yet I have heard many people exclaim 
with delight over his brilliance, and he has 
even parlayed it into a successful book 


® 1 am a great believer in live and let 
live, and if anyone is amused by this 
show and willing to spend his time watch- 
ing it, I am for him 
when I think that day 
discover that gag writers are actu- 
responsible for the wit and wisdom 
of this comedian 


I shudder, however, 


some somebody 
will 
ally 
and I fear we will have 
congressional investigation with 
the blame for misrepresentation laid, for 
some reason, on advertising. Where does 


another 


showmanship begin and deception leave 
off? 
At any rate, I still believe in the im- 


mortal words of Ellis Parker Butler that 
“pigs is pigs.” I also that show 
business is show business and advertising 
is advertising, and it is a befuddled men- 
tality that confuses the two. Just as an 
aside, the Chicago Daily News recently 
made a study of the expense accounts of 
congressmen who spend the public's mon- 
ey on junkets all around the world. Only 
the House was involved, because the sen- 
ators are apparently smarter and lock up 
their expense account records so no one 
can get a peek at them. In this investi- 
gation made by the Daily News, it devel- 
oped that these tricksters in Congress were 
taking a “holier than thou” attitude on 
quiz shows and payola, while busily steal- 
ing us blind with phony expense accounts. 

For example: The Daily News says that 
Oren Harris, a Democrat from Arkansas, 
amended the word “bar” by writing after 
it, in parentheses, “food.” The Daily 
News says: “Harris is chairman of the 
House interstate and foreign commerce 
committee which has been probing disk 
jockey payola, Charles Van Doren’s tv 
quiz answers, Sherman Adams’ vicuna 
coat and other headline-making matters.” 


believe 


e This falsifying of expense accounts 
seems to be fairly common. Again I 
quote: “A former FBI agent, Rep. Bur- 


leson (D., Tex.) is the man with the ul- 
timate responsibility for expense account 
supervision. As chairman of the commit- 
tee on House administration, he is re- 
sponsible for approving all special com- 
mittee expense accounts before they can 
be paid from the U. S. Treasury 

“The House expense records show that 


Employe Communications... 


Package Programs 


By Robert Newcomb and Marg Sammons 


(Mr Mrs. Newcomb operate 
their own organization in employe 
relations.) 


and 


When the new employe is signed up for 
service with the typical company, he is 
normally 
motional 


subjected to one of two pro- 
(1) he gets a lapful 
of assorted company literature on benefits, 


(2) he 


barrages 


rules and employe activities, or 
booklet on some form of 
the promise that—every 
once in a while during his indoctrination 
he will get another booklet 
There are many champions in both the 
shotgun and the rifle schools of employe 


single 
with 


gets a 
benefit, 


a aye 


in the past, Burleson has been extremely 
busy with other investigations 

“In the fall of 1958, he collected §$1,- 
375.29 for expenses in a constant round 
of investigations. Congressmen can col- 
lect $12 for every day traveling on offi- 
cial business without submitting any 
bills or receipts 

“Burleson collected the $12 for official 
study expenses incurred on 84 of the 92 
days between Oct. 1 and the end of the 
year. As soon as one investigating job 
was over, another would begin. His ex- 
pense account said he investigated ‘elec- 
tion matters,’ foreign affairs and the rules 
about political activity by civil servants.” 
Please note that for 90 days, which in- 
cluded both the Christmas and New Year's 
holidays, this representative of the public 
was collecting $12 every 
eight days, and this 
checked or audited 


day 
was 


except 


sum never 


@ At least Van Doren went after the big 
money. Smaller brains seem willing to 
settle for graft. I have one more 
quote from the Daily News, and then I 
will drop this matter: “Rep. Friedel (D., 
Md.) had four bar ‘(food)’ charges, plus 
three meal charges, in a single day. He 
of the subcommittee on 


petty 


is chairman ac- 
counts of Burleson's committee on House 
administration—the group in charge of 
policing the congressional expense 
counts.” Obese as many congressmen 
are, seven meals in one day still seem 
slightly exaggerated 

These are the same men who have been 
criticizing 
mistakenly 


ac- 


show business and who have 
linked advertising and show 
business together 

As publishers of magazines which are 
largely supported by advertising, you 
have a tremendous stake in this unfor- 
tunate and erroneous image that is be- 
ing created. We and our clients, too, have 
a vital stake in this matter. I think it be- 
hooves all of us to make every effort pos- 
sible to correct this image. All too often 
I have heard people in the profession 
telling stories, or making wisecracks de- 
rogatory to advertising. There are two 
things wrong with this—first, invariably 
these stories are not funny, and second 
when we, ourselves, hold our own pro- 
fession up to ridicule we cannot expect 
to achieve a reputation for integrity by 
others 


® Advertising is the strong arm of busi- 
ness. It needs no defense from me or from 
anyone else. However, we must all seize 
every opportunity to fight the miscon- 
ceptions that have grown up about ad- 
vertising and about business. If our na- 
tion is to continue strong and if it is to 
continue to provide all the good things in 
life that we enjoy, it will do so only be- 
cause business is strong and the strength 
of business depends in no small measure 
upon sales. One phase of sales, and a 
very important one, is advertising. + 


+ 


in Communication 


indoctrination. Those who believe in 
drowning the candidate with literature 
upon admission take the stand that these 
pamphlets involve topics concerning 
which the new employe has great inter- 
est. Those who believe in piecemeal in- 
doctrination feel that the new employe 
can absorb only so much at a time, so 
they feed it to him in small doses. 


® A significant characteristic common to 
both approaches is this: The employe 
often has no oral indoctrination of any 
consequence. He is handed a booklet, or a 
selection of booklets, told to take them 
and read them, and then, if he has any 
questions, ask his supervisor ‘Many com- 
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panies note that new employes don’t seem 
to ask too many questions of supervisors 
stages, and the disquieting 
presumption is that they havefi't read the 
booklets, hence they have no questions 
If they are puzzled by anything in parti- 
cular, they ask the guy at the next ma- 
chine 

Probably millions of dollars each year 
go into the preparation of indoctrina- 
tion literature for employes—handbooks, 
films, letters, The prepara- 


in the early 


posters, etc 


Agencies Ask Us... 


Advertising Age, August 1, 1960 


tion of employe-benefits booklets alone is 
almost a business in itself, so insistent 
are the demands of the law. Yet there is 
serious doubt that this literature has the 
penetration it should have. What's the 
best way of insuring it’ 

Granting that there is no true insur- 
ance of employe penetration, it is an es- 
tablished fact in the minds of the veter- 
ans of industrial communication that the 
oral and the written techniques of com- 
munication ought to be more efficiently 
combined. When the two are put in tan- 
dem, the new employe stands a healthier 
chance of coming out of his indoctrination 
informed instead of befuddled. 


s Companies are thinking more and more 
in terms of the package program in in- 
doctrinating new employes. Each subject 
is handled separately, of course, but each 
dovetails into the next. Thus an early 
session is given over to group hospitaliza- 
tion, another to group life insurance, an- 
other to safety, etc. The wail rises: “This 
takes too much time! When is the guy 
going to get any work done?” 

A lot of the concerns that have tried it 
both ways feel it’s well worth the time 
The new employe should return to his 
job thoroughly posted on the subject; he 
has the manual or booklet that applies to 
that subject; he knows how to use it. He 
has no need for pestering the daylights 
out of a busy supervisor for the answers 
He has a feeling that he has been intel- 
ligently and considerately introduced to 
his job, not shoved into it, and he con- : 
ceivably may have developed the urge to 
stay 

Many of our companies in this country 
today would settle for less. + 


Agency Profits—Some Comments on 
Making Them and Using Them 


By Kenneth Groesbeck 
Advertising Agency Consultant 


Seems I get more questions on making 
money in the agency business than on 
any other subject. Quite to be expected, 
too. Men and women in the business want 
to know why they are not making as much 
as they expected. 
Those who are on 
the outside looking 
in want to know 
how much income 
they will need to get 
by, and how to hold 
on to a piece of it, if 
possible. 

In today’s econ- 
omy, with high la- 
bor and other costs, 
no individual should 
think of becoming 
an advertising agency on an assured in- 
come of less than $20,000 a year. 

I am well aware that the 1960 census 
tells us we have better than 7,000 “ad- 
vertising agencies,” nearly half of which 
have “no employes.” These one-man 
shops are not advertising agencies in the 
proper sense of the word, but I can sym- 
pathize with the census in wondering 
what else to call them. They create ad- 
vertising and place it; certain media will 
allow these operating individuals com- 
missions on the advertising they have 
been empowered to place. 

My $20,000 income suggestion above 
does not apply to these individuals. Many 
a man makes a living out of “advertis- 
ing” on a far lower scale. What I am 
thinking about in my minimum income 
remark above is an outfit needing some 
clerical help, which has in mind growth 


Kenneth Groesbeck 


and a real future in the business. 

Why set the point at $20,000 income? 
Well, anyone smart enough to become 
an advertising agent can make without 
difficulty from 10 to 15 grand in any num- 
ber of other positions in advertising, with- 
out the worry and responsibility of going 
into business for himself. 

If that is your personal salary rank, 
you will cut it probably to $5,000 a year 
for the sake of starting out for yourself, 
because your rent, expenses and help 
will eat up the other $15,000 so fast it 
will make you dizzy. The gross income of 
which I speak may be in commissions on 
better than $130,000 in billings; more 
likely it will be partly this and partly fees 
or higher markups on printed material 
and the like. 


8 From this $20,000 minimum income up 
to twice this amount, the going is tough 
for one man or woman with some help 
employed. If the operation is a two-man 
affair I would think a minimum gross in- 
come of at least $40,000 would be re- 
quired for any sort of safety. This income, 
of course, is in addition to original work- 
ing capital of from $10,000 to $20,000. 

You should not figure on a self-sup- 
porting and profit-making operation from 
the start, even if you get your money (as 
you should) before you are liable for out- 
going payments on the transactions in- 
volved. You will quite surely have some 
small losses, some lags between income 
and outgo; some entirely unexpected ex- 
penses. 

Granted, then, that you have or are 
planning an agency operation with the 
minimum income I have suggested. How 
do you assure yearly profits? 

First I will say that at the lower levels 
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Families read TV Guide in a mood of relaxed enjoyment 


A difficult area in the advertiser’s appraisal of any 
magazine is the mood in which readers approach 
it. . . the psychological aura that surrounds it. 
Measurements here are few and hard to come by. 


Reader mood is one important facet of TV Guipe 
probed in the study in depth made by Dr. Burleigh 
B. Gardner and his Social Research, Inc., staff. 
The conclusions are significant. 


Firm purpose stands behind the purchase of 
TV Guie by 7,250,000 families each week. 
Most are selective viewers who are determined that 


their TV hours be constructive, worth while and 
enjoyable . . . and who find the articles and fea- 
tures of this magazine, cover-to-cover, indispen- 
sable to that end. 


The active approach to television of selective 
viewers is consistent with their purposeful view 
of all leisure activities. These are the people who 
tour America, read books, man home work- 
shops, listen to hi-fi, delight in gourmet cookery. 
These are partisans of The Good Life, U.S.A. 
The mood in which they read TV Guiwe combines 


this intelligent pursuit of relaxation with the seek- 
ing of authoritative TV facts and reliable TV guid- 
ance. And all of this normally occurs within the 
context of the family group. 


Here is an ideal atmosphere for the advertiser to 
reach out and touch the imaginations of millions 
of prospects . . . to make sales of impulse products 
through print . . . to create the daydreams which 
will wind up as reasoned major purchases. 


Here is advertising opportunity. 


For your copy of “TV Gume: A Stupy IN Deptu,” which details this important survey’s findings, 
call your local TV GuipE office or write TV Guipe, National Advertising Department, Radnor, Pa. 


Best-selling weekly magazine in America...circulation guarantee 7,250,000 
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there “ain't a goin’ to be” 
at first 

You will be fortunate if you can pay 
yourself enough salary to keep yourself 
and your family alive. As you grow, how- 
ever, the time will come (oh happy time) 
when you can say, “Look! I made a 
profit.” This, after paying yourself a sal- 
ary, however small. How do you get this 
profit, and what should you do with it? 

You get it by setting it aside first, in 
your management, and spending what is 
left on the expenses of running your 
business 


any profits, 


@ There are two commonly accepted for- 
mulas for allocating agency expenses. One 
is the usual accountant’s breakdown of 
60-20-20 for salaries, overhead, and profit 
(before taxes). The other is my 5-2-3-2-3 
formula breaking down the 
15% ineome into these 


theoretical 
proportions for 
overhead, new business, copy, 
and profit 

To compare the two, and see that they 
agree, my proportions become, on 100% 
basis, respectively 33.3%, 13.3%, 20%, 
13.3%,. and 20% of income The two 
formulas match on profits to be set aside 
They further agree when my salaries are 
allocated to activities rather than lumped 
under “salaries,” 


contact, 


and when my overhead 
allocation is increased by the same func- 
tional re-distribution 

I feel that this recognition of what 
your money is spent for is extremely 
important in agency financial manage- 
ment. Most financial analysis of agency 


operations is entirely too vague, clouded 


under bookkeeping terms 
agency people understand 


which few 


es You get a profit out of an advertising 
agency only tf you decide to operate so a 
profit is assured, which means sacrifice 
and rigid economy. Some people are con- 
tent to operate for their own pay only, 
and those associated with them, in the 
hope of future growth. This is unwise 
insisting on a profit is more than a the- 
oretical desirability—it makes for finan- 
cial soundness and assures capital growth 
It has definite bearing on the agency's 
credit position 

Once a profit is assured, what to do 
with it? Apparently the wisest use of 
money made is to split it three ways: one 
third each to yourself, your people, and 
your working capital. Only the last third 
is taxable as business income; the other 
two are matters of personal income. And 
if you elect to take advantage of the new 
provisions of the 1958 tax law and have 
stockholders, the 
can be handled as 


less than ten corpora- 


tion tax, too, personal 


income 


@ In the early days of the agency, you 
may feel that paying part of your profits 
to your employes in the form of profit 
sharing is premature, in which event you 
split your profits between yourself and 
your business in whatever proportions 


seem best. However, the sooner your 
associates begin 


profits, the 


sharing in the shop's 
sounder your personnel rela- 
tions will be, and the better you will sleep 


o'nights. + 


On the Merchandising Front. . . 


How Giant Retailers Will Become Still Larger 


By E. B. Weiss 


Over the last year or so, I have been 
declaring that our giant retailers will 
become very much larger, and that they 
will achieve their new giant status not 
primarily by the slow and orderly process 
of simply opening 
large new stores, but 
rather by one or 
more of the follow- 
ing procedures: 

1. The develop- 
ment of the holding 
company concept: 
Long a major fac- 
tor in manufactur- 
ing, in the utility 
field, in the banking 
field and elsewhere, 


E. B. Weiss 


the hoiding compa- 

ny concept, I have suggested, will blossom 
rapidly in mass retailing 

2. Retail mergers—whether or not un- 
der the umbrella of a holding company. 
I have also suggested that these mergers 
would no longer be confined primarily to 
retailers of similar types. Rather, it ap- 
peared to me, there would be more merg- 
ers of a mix-match nature, involving 
chains that are not necessarily of the 
same type 

3. Non-merchandising procedures: I 
have underscored the various non-mer- 
chandising programs that would be de- 
veloped by giant retailers both as a 
growth factor and as a mounting factor 
in net profit. And here I have suggested 
that not only real estate, not only the 
management of money, but also the hold- 
ing company concept and other corporate 
maneuvers involving the exchange and 
issuance of securities would become a 
growing element in the net profit picture 
of giant retailing. 


@ Interesting confirmation of these pre- 
dictions is found in the recently an- 
nounced merger of B.T.L. Corp., United 


Stores Corp., and MecCrory-McLellan 
Stores Corp. (the new corporate entity is 
to be known as McCrory Corp.). 

B.T.L. is the corporate shell of the 
former Butler Brothers. United Stores is 
a holding company. McCrory-McLellan 
operates a chain of 446 variety stores in 
36 states 

In due time, McCrory Corp. may be 
second only to Woolworth among the va- 
riety chains. And, if Woolworth continues 
its present orderly progression of growth, 
then perhaps eventually McCrory Corp 
may top the founding father of the vari- 
ety store concept. 


® But what keenly interests me is the 
fascinating interlocking corporate con- 
nections that are involved in the new 
McCrory Corp. For example: 

1. B.T.L. Corp. at present owns about 
51% of United Stores common and second 
preferred. 

2. United Stores, at present, owns about 
39% of the common shares of McCrory- 
McLellan Stores. 

It was, of course, this corporate rela- 
tionship that was one of the factors that 
made the new affiliation so logical. 

But this does not completely unwind 
the corporate skein. For example: 

1. B.T.L. owns approximately 150,000 
shares of H. L. Green Co. 

2. McCrory-McLellan owns 24,000 shares 
of H. L. Green. 

3. An additional 50,000 shares of H. L. 
Green are available to the combine for 
voting purposes—a total of some 20% of 
the outstanding shares of Green. 

Does this suggest that H. L. Green 
(which has been involved in some inter- 
esting corporate procedures of late’ may 
some day be taken in under the um- 
brella of McCrory Corp.? I don’t pretend 
to know, but surely logic suggests this to 
be a possibility and maybe even a distinct 
possibility. 

In any event, here we see the path 
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Advertising Age, August 1, 1960 


The Creative Man’s Corner... 


-<-rer 
POPPA PPP P OBB PPP BPO PP DBP PPP DPBP PPD PPDPO POPP POD PDD ODDO DD 


SWITCH TO VETO - 
Veto protects you all day—all night! 

Veto cream deodorant rubs in round- Na 

} the-clock protection the way no other 

) kind of deodorant can. Veto’s exclusive 
two-way formula means double 
protection—safely stops odor, checks - 


Veto Cream or Spray! 


of a woman's arm.” 


dorant other than Veto. 


Ludicrous, but Not Funny 


Some of our friends find this advertisement for Veto cream deodorant wild- 
ly hilarious. As for us, it hurts too much when we laugh 


If nothing else, this advertisement points up the fact that advertising suffers 
as much from the inept, almost-unbelievable clumsiness of some of its prac- 
titioners as it does from the falsehoods of its small charlatan fringe 


Betrayed by a 


FICKLE DEODORANT? 


perspiration. Use Veto every day— 


Here in one small advertisement we have the quintessence of vulgarity, a 
burlesque of every deodorant advertisement written since Odo-ro-no tested 
the temperature of public sensibility with its well-known “Within the curve 


“Betrayed by a Fickle Deodorant?” coyly asks the headline. Picture and 
subhead proceed to make it brutally clear that a fickle deodorant is positively 
the only thing likely to betray the Veto-less young lady in the white dress. 

The young lady looks exceedingly well scrubbed, but she is obviously so 
gamey that the young man can’t even bear to turn his nose in her direction, 
much less join her in reading the tea leaves 
believe that this is likely to happen to any girl provided she uses some deo- 


How happily different had our heroine used the product. “Veto,” the sub- 
head promises with an unconcealed snigger 
This all-night protection is an obvious product plus for any unmarried, well- 
brought-up young lady who isn't a sticky old prude. 

People judge all advertising on the basis of what they see in the advertise- 
ments they see. We can only hope that few people see this one. = 


<<." 


. The advertisement asks you to 


, “protects you all day—all night!” 


that will be taken, with increasing fre- 
quency, by giant retailers toward their 
goal of still larger stature. I suspect that 
McCrory Corp. will be involved in still 
other mergers, affiliations, absorptions, 
etc., within the next several years—and 
that one or several of these corporate 
moves may dwarf in size the one just 
made. 


Moreover, it stands to reason that the 
emergence of McCrory Corp. creates a new 
competitive status situation in the vari- 
ety-chain field. This means that some of 
the other variety chains will find it in- 
cumbent to take the corporate security 
shortcut to greater size. In other words, 
one development of this kind compels 
two others and, as I have indicated, these 
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Half a world away 
from the hamlet of 
Michigan, North 
Dakota, one of the 
town’s prominent 
authorities on 
world affairs is 
now enjoying an 
extended tour of 
Russia, Czecho- 
slovakia, Scandinavia, Germany, 
Austria and Greece. 


Margaret Lamb’s interest in the 
world beyond the wheatlands began 
back in 1949. She was a 7th grade 
winner in the Minneapolis Star’s an- 
nual Program of Information on 
World Affairs—a year-long class- 
room study plan on world issues and 
events. Her award: an invitation to 
the annual World Affairs banquet 
, and her first trip to Minneapolis as 
, guest of the newspaper. Five more 
| times she earned an invitation to the 

yearly dinner, finally won a grand 

rize four-day trip to Washington, 

ae .C. to meet national dignitaries. 
w . As one of six trip-winners from the 
more than 80,000 Upper Midwest 
participants in the program, she had 
answered more than 1,000 questions 
on this globe’s pricklier problems. 


Her interests whetted by repeated 
contacts with stimulating ideas and 


Margaret: 1949 


eo 


Welcome to 


MICHIGAN 


NORTH DAKOTA 


people, Margaret tried for a scholar- 
ship at Vassar. She got it. When she 
graduated Phi Beta Kappa in 1958 
she had already won a national short 
story contest sponsored by Made- 
moiselle and was looking forward 
to a career as a fiction writer. The 
next step: her decision to spend a 
- year in Europe. 
All major moves 
and all propelled 
by the original im- 
petus of the World 
Affairs program. 
“It created scho- 
lastic excitement 
that I wouldn’t 
otherwise have 
had,”’ Margaret says. 
Now in its fifteenth year, and a 
three-time winner of the top national 
award for newspaper public rela- 


Margaret: 1953 
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What makes a newspaper great? 


Star’s World Affairs program does 
create “scholastic excitement.’’ But 
it does more. For it is credited by a 
majority of past winners, Margaret 
included, with — 
having made a sig- 
nificant difference 
in the bent of their 
young lives. 
Helping people 
understand the 
world they live in 
is one of the func- 
tions of good news- Margaret: 1960 — 
papers. The use they make of this 
understanding is one more example 
of the way the Minneapolis Star and 
Tribune enter the lives and foster 
the interests of all groups in the 3% 
state Upper Midwest— helps explain 
why these newspapers have and hold 
the largest audience of readers in 


tions projects, the Minneapolis the area. 
MINNEAPOLIS Minneapolis 
STAR Tribune 
EVENING MORNING & SUNDAY 


525,000 DAILY :- 


JOHN COWLES, President 


660,000 SUNDAY 


Copyright 1960, Minneapolis Star and Tribune Co. | 
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developments will take in broader areas 
of retailing than just one field 

Indeed, I suspect that it is not improb- 
able that McCrory Corp. may some day 
control a discount chain or chains, a de- 
partment store chain, a food super chain 
and a drug chain. And if, and as, McCrory 
Corp. heads in this direetion this will com- 
pel certain other giant retailers to tread 


The Peeled Eye Department... 


the same path 

And that, in turn, will make these giant 
retailers of such huge stature, with such 
great funds at their disposal, that they 
will enter more vigorously into their own 
controlled brands and into manufacturing 
This is the near-term future in mass dis- 
tribution and manufacturers will be com- 
pelled to counter each one of these moves 


New Premium Puts Snap in Cereal 
That Lacked Snap, Crackle and Pop 


By Dick Neff 


Surprise Package Surprises 
Even Manufacturer 

The cereal business has lately shown a 
trend to in-pack premiums which at least 
one big advertiser has pointed to as being 
something to watch closely 

Well, Leon Seelig of Seelig & Co., St 
Louis, has 
watching it closely 
We opened a letter 
from him recently 
and out tumbled an 
article that had, he 
says, “dropped out 
of a package of 
as I was pouring 
from the package 
into a cereal bowl” 

namely, one 


been 


a: 


Dick Neff 


slightly used wom- 
an's garter. None of 
that silly cellophane wrapping on it, ei- 
ther 

Conjures up all kinds of mental pic- 
tures. 

Says Mr. Seelig: 


“If you were sur- 
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MEVER CARRY MORE CASH THAN YOU CAN AFFORD TO LOSE 


Gray-in-Hair Johnson. yon 
akes Claim vs. Youth 


St 


prised when [it] dropped out of this en- 
velope—you can imagine how surprised 


I was.’ 


Are We in a Bear Market? 

Judging from these two ads from the 
July issue of Holiday, the travel business, 
at least in the West, is entering a bear 
market 

“More than bear coincidence, huh?" 
asks Robert S. Staples of Rogers & Smith 
Advertising Agents, Kansas City, 
spotted them 


who 


Are We in Another Boom? 

By way of contradiction to Mr. Staples’ 
exhibit, we have this cheerful note from 
one 8S. P. Anderson. Unfortunately, we 
tossed out the envelope that would reveal 
his business connection, so we assume he's 
either an employment agent or a broker. 

“Judging by these heads from your May 
23 issue,” he writes, “business is good all 
over.” 

Cash to Doyle Dane Bernbach 


‘Sports Cars’ Gets Richer 
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Salesense in Advertising ... 


Advertising Age, August 1, 1960 


Repetition Is Often a Sound Policy 


ot od 


a. 
Get satisfying flavor... 
So friendly to your taste! 
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By James D. Woolf 
Creative Consultant 


Too little study, I think, has been given 
to measuring the success which has ac- 
companied the practice of identical repeti- 
tion of the same advertisement over and 
over again, month after month. Depending 
on the product and 
the problem, repeti- 
tion, in my opinion, 
is in many cases a 
sound policy. Let us 
not forget that for 
more than 35 years 
Sherwin Cody has 
been asking us, “Do 
You Make These 
Mistakes in Eng- 
lish?” And the Cody 
people know what 
they are doing be- 
cause, being mail operators, their adver- 
tising must pay off on the dotted line. 
“Actually,” say psychologists Lucas and 
Britt, “there has been little, if any, evi- 
dence to show that it would be undesir- 
able to repeat an identical advertisement. 
(“Advertising Psychology,” by Darrell 
Blaine Lucas and Steuart Henderson 
Britt, Ph.D... McGraw-Hill.) 

The Pall Mall people have been repeat- 


James D. Woolf 


ing the 
flavor 


same headline—‘“Get satisfying 
so friendly to your taste!”—month 
after month for a long, long time. If stead- 
ily increasing sales mean anything, it 
would appear that this policy of repetition 
is most successful. 


s The results of reader studies, further 
say Lucas and Britt, lead to the conclu- 
sion that, when an advertisement is re- 
peated, it is seen and read by at least an 
equal number of new readers or repeat 
readers who do not recall seeing it before. 
This holds true regardless of the fre- 
quency of repetition. ..repetition rein- 
forces the impression made on the audi- 
ence. Each time the idea is repeated, the 
impression becomes stronger. Each time 
an impression is reestablished, it tends to 
last longer. 

It takes a long, long, long time for an 
idea to sink in. I admire the tenacity with 
which Pall Mall sticks to its theme idea. 

It has always seemed to me that an ad- 
vertising theme that makes salesense 
ought to be given a thorough trial. Agen- 
cies are under constant pressure from im- 
patient, restless advertisers for new ideas, 
a fact which may explain partially the 
astonishing number of agency changes we 
witness every year. = 


Mr. Woolf's articles are available in a handsomely-bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


Makeup Man Turns 
Johnson's Hair Grayer 

“{Here’s] how the Boston Globe, a Mil- 
lion Market Newspaper not unfavorable to 
the candidacy of Jack Kennedy, treated 
the announcement of Lyndon’s candida- 
cy,” writes Ray Connolly, editor of The 
Commercial Bulletin, Boston. 

His exhibit: The gray-hair headline il- 
lustrated here, from page 1 of the July 6 
issue and a carry-over to an inside page, 
smack dab against the gray hair adver- 
tisement also illustrated here. 


Sharp Copy Director Finds 
Flat Note in Burnett Ad 

“Headline of the Leo Burnett ads ap- 
pearing in the June 20 issue of ApvEerTis- 
ING AGE says, ‘All advertisements start out 
even’,” writes Frank S. Miller, copy direc- 
tor of Knox Reeves Advertising. 

“But not all writers—not if every Bur- 
nett ‘maker of advertisements’ has 16 
musical notes, including sharps and flats, 


at his or her disposal... 

“Are they counting a few cracks be- 
tween the piano keys?” asks Mr. Miller. 
“I don’t know of any notes other than C, 
Db (or C#), D, Eb (or D#), E, F, Gb (or 
F2=), G, Ab (or G+), A, Bb (or A=), and 
B.” 

You've got us, pal. Our music teacher 
gave up on us when we flubbed our first 
ten kazoo lessons. 


Home-Grown Advertising Department 

Sign at Korvette’s, a New York dis- 
count store, shortly after those South 
American earthquakes: 

“BOOK TREMOR! EARTH SHATTERING 
PRICES 

CN SELECT FICTION AND NON-FICTION” 

Phrase in a Bermuda real estate ad: 

“ . . with complete built-in garbage.” 

Listing spotted in a Bermuda telephone 
book: 

“Yoo hoo, too” 
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66] got to sell big ticket, hard goods, remember—not impulse 
items—and for cash. We need customers with dough—which 
is why I want a lot more action in ‘the New York News. The News 
has over 3,000,000 readers in the $5,000 and up families—more than 
all the three other New York morning papers. And nore than a 
half-million in over-$10,000 families, too.” 
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The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome bd 


Newspapers Helped Build Motion Pictures 
to Prominent Status, Rabiner Tells Lazarus 


To the Editor: In the July 13 


issue of Motion Picture Daily, 
Paul N. Lazarus Jr.. vp of Co- 
lumbia Pictures, says that “the 


assured budget is a thing of the 
past” so far as newspaper advertis- 
ing is concerned, Among other 
things he took newspapers to task 
for not doing many things which 
in his opinion they should do end 
for doing many things that he felt 
they should not do. Any man is 
entitled to an opinion but when he 
makes threatse—“Certain pictures 
cry for radio and television cover 
age and based on our experi- 
ence of recent years, they're going 
to get it even if the newspaper 
schedules have to suffer’’—then he 
should meet certain facts that seem 
to have eluded him 

First, let me say that he is hoist 
by his own petard since he quotes 
a survey which indicates that the 
Council of Motion Pictures Or- 
ganization found that one out of 


every five newspapers was not 
cooperating with the industry— 
leaving 80% that are. Also, the 
survey, he continues, showed that 
“33% of the papers. checked do 
not review new movies for their 
readers”——leaving 66% that do 
Notwithstanding Mr. Lazarus’ 
opinion concerning the public in- 
terest in movies, he may be inter- 
ested to note that the motion pic- 
ture industry itself does not 
award Oscars to a large percent- 
age of the movies offered to the 
public 

A point I'd like to bring to Mr 
Lazarus’ attention is his attitude 
of dictation toward the newspa- 
pers which his industry would im- 
mediately negate if the shoe were 
on the other foot. Within specific 
legal bounds, no one tells Holly- 
wood what movies to make nor 
how to make them, and by the 
same token, no one tells the news- 
papers what pages to run and how 


Well Crack this for You / 
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1810 W. BLUS MOUND ROAD 
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If you sell 
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Oregon... 


KVAL-TV Eugene 
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Channel 


KPIC-TV Roseburg > Channel 4 
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|/pages—including amusement 


jaccept the criterion nor pressure 


‘Bouquets for AA Editorial 


Nearly % of — 


of its most ardent boosters 
All good wishes 
J. R. Cominsky, 
Publisher, Saturday Review, 


New York 


To the Editor: Congratulations 
I too was disturbed after 
hearing Sen. Church's keynote ad- 
dress that seemed to set the pat- 
tern for other convention speakers 
In fact, the constant unpleasant 
references to advertising, “Madison 
Ave.” and “huckstering,” was so 
great that I finally wrote my first 
letter to a senator. 


to make up the contents of those 


pages. That's the best 
democracy, Mr. Lazarus 
The fact that the movie indus- 
try, as such, was built to its prom- 
inent status by newspaper help 
long before radio and television 
were on the scene, is obvious evi- 
dence to those who want to see 
the entire picture. That all hap- 
pened regardiess of rate struc- 
tures but because the industry had 
a good product and used the all- ° 
encompassing spread of newspa- To the Editor 
per advertising to sel] it most suc- receive many 


part of 


Bill Pattis, 
Bill Pattis & Associates, Chi- 
cago 


I know you will 
commendations for 


cessfully! your editorial: “Are Our Standards 
So far as we are concerned Of Living Too High?” (AA, July 
here at the Berkshire Eagle, we 25). Mailing a preprint of it also 


strikes me as a smart thing to do 
I would have made only one ad- 
dition to your editorial. I would 
have asked, “And where do the 
Democrats think Chester Bowles 
came from—or did they never hear 
of the firm of Benton & Bowles?” 

Russell C. Johns, 

Sales Promotion Manager, 


checked the motion picture thea- 
ters some years ago and found 
that attendance was dropping off 
to an alarming degree and we 
voluntarily reduced our local rate 
to motion picture theaters by 
15% to help keep them in busi- 
ness, although the motion picture 
industry didn’t lower rental rates 


to the operators of these same Peacock Business Press, Park 
theaters a thin dime Ridge, Ill. 

May I also point out in this con- + 
nection that special pictures have To THE Evrtor: REQUEST PERMIs- 
always been rented at special|sion TO REPRINT EDITORIAL “ARE 
prices by the industry with the| Our STANDARDS oF LIVING Too 
resulting increase in prices; and | HicH?” WILL CREDIT. PLEASE REPLY 
despite a grumbling public, the! sy co_iect wire. 


industry maintains this policy re- 
gardiess. Our national rate for 
motion pictures is the same flat 


Jerry McDonald, 
Valley Times, San Fernando, 


Cal. 
jrate we charge for national ad- 6 e © 
| vertising 
Perhaps Mr. Lazarus “will not |He Says AA Story on 


Schlesinger Was ‘Whitewash’ 
To the Editor: It was with a 
great deal of surprise that I read 
the article on Page 3, July 11, in 
connection with the advertising 
tax suggested by Professor Schles- 
finger. You must read through 


from others” but he should be 
willing to permit the same free- 
dom of action to the newspapers 
that reach the 58,000,000 homes 
where he should have his adver- 
tising messages go. 


Jack B. Rabiner, |the entire article before it be- 
Advertising Manager, the |comes apparent that this is a 
Berkshire Eagle, Pittsfield, | whitewash story that you have 
Mass. printed. Furthermore, it is diffi- 

° ° 6 cult to justify your position when 


| you seem more interested in tak- 
ing a crack at Printers’ Ink rath- 
er than recognize a subtle debase- 
ment of our economy when it is 
attempted. 

Professor Schlesinger has been 
known for years as no friend of 
our economy and particularly of 
advertising. The facts are: The 


To the Editor: Congratulations 
on your front page editorial! (July 
1&) I am sure it will endear Ap- 
VERTISING AGE even more to many 


| speech was made; the pamphlet is | 
| being distributed; and this man is | 
|a so-called opinion molder; so why | 
in its true) 


‘He Disagrees with AA's 


/not print the story 
| light. 

| I have been an advertising mar- 
ager and in marketing all of my 
business life and it seems to me 
that a publication such as yours 
should not be used as a sounding 
board and defensive mechanism 
| for an attack on advertising. 

Paul J. Allen, 
Bayside, N. Y. 


| tion that the story in AA July 11 
|was a “whitewash” or intended to 
embarrass anyone. It was intended 
to establish whether the Schles- 
inger booklet’s views were those of 
the Democratic Advisory Council, 
|the platform committee or Sen. 


he 
= 


|ad tax is concerned. 

e . ~ 

‘Paper’ Slogan Was Run 

by Strathmore Paper 

| To the Editor: Here is some 
| factual information for your Crea- 
| tive Man. 

The copywriter who was guilty 
'of writing the slogan “Paper Is 
Part of the Picture” (AA, July 11) 
jis still successfully writing copy. 
|He wrote this slogan back in the 
|'20s for Strathmore Paper Co. and 
not West Virginia Pulp & Paper 
Co. and his livelihood never went 
|out the window. In fact, today, he 


The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattie) covers both 
stations. 


* Oregon Automotive Sales 
$420,869 ,000—1959 


|And by and 
with many of your viewpoints! 
Reader Allen is wrong in his no- | 


| Kennedy, particularly so far as an’ 
| bureaucrats! 
| shrewd, 


Advertising Age, August 1, 1960 


is still doing pretty well—he 
president of our agency 
is Milton Goodman 


Stuart Campbell, 
Art Director, Lawrence C 
Gumbinner Advertising Agen- 
cy, New York. 
7 
To the Editor: We wish to call 
to your attention an error 
In your opening paragraph you 
write “Long ago West Virginia 
Pulp & Paper Co. ran a powerful 
series of ads exemplifying the 
slogan ‘Paper Is Part of the Pic- 
ture’.” Actually, this is a registered 
slogan for our company, Strath- 
more Paper Co. It has been used as 


is 
His name 


ithe basis for our promotional ef- 


forts, beamed primarily at print- 
ers, designers and advertising per- 
sonnel since the early 1920s. 

This now famous- phrase was 
first used in a mailing piece de- 
signed for us at that time by 
Guido and Lawrence Rosa. . 

The names of those who de- 
veloped mailing pieces in our se- 
ries in the early years include such 
well known persons as F. G. Coop- 
er, Walter Dorwin Teague, T. M 


Cleland, W. A. Dwiggins, Will 
Bradley, Oswald Cooper, Helen 
Dryden, Bruce Rogers, Parke 


Johnson, George Illian, to mention 
a few. 

In recent years Lester Beall, 
Will Burtin, Rudolph Ruzicka, 
Walter Van Bellen, Peter Piening, 
Saul Bass, George Samerjan, Jo- 
seph Low, Bert Chambers, and 
Noel Martin have all contributed 
major efforts in demonstrating 
this principle. A handsome piece 
designed by Neil Fujita is current- 
ly in production and will be dis- 
tributed nationally this fall... 

F. 8S. Van Voorhis Jr., 

Manager of Advertising and 

Sales Promotion, Strathmore 

Paper Co., West Springfield, 

Mass. 


Other readers, including Paul 
Blakemore of Blair-TV, noted the 
mis-attribution. 


e 

To the Editor: Johann Wolfgang 
von Goethe, the great German 
poet, wrote once to a friend: 

“Had I had more time, I would 
have written you a shorter let- 
es oe 

Don’t think I need to elaborate 
further on my thoughts with re- 
spect to Creative Man’s mourning 
over the future of the average 
copywriter’s job in our country. 
(AA, July 11). 


Gunther Klaus, 


Manager Sales Forecasting, 
Purex Corp., South Gate, Cal. 
* . 


Evaluation of Kintner 

To the Editor: I’ve been an avid 
and admiring reader and sub- 
scriber of AA for longer than I 
care to recall! I’ve always found 
it enjoyable and enlightening! 
large, I’ve agreed 


I also always had a bit of re- 
spect for Stan Cohen of your. 
Washington office! However, all 
heroes have feet of clay and alas, 
so has Cohen! His recent extoll- 
ing of FTC Chairman Ear! Kint- 
ner made me sick in the pit of my 
stomach! 

Kintner is the bureaucrat of all 
He’s an extremely 
ambitious and ruthless 
individual! Never having earned 
a buck via free enterprise since 
he’s been on the public payroll all 


|of his life, how can anyone believe 


his mouthings of ‘free enterprise’! 
And since most of our clients have 
been pioneering small business 
men, we know from first hand 
information, what a_ thoroughly 
despicable bureaucrat this man 
Kintner is! Thank goodness, his 
re-appointment has been held up 
and a hard-hitting campaign un- 
der way to blast this bureaucrat 
out of the FTC! Time doesn’t per- 
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Glove and Marriage 

To the Editor: Don't ever buy 
your wife Playtex Living gloves 
The ad on the box should be suf- 
ficient warning 

Notice in the first picture the 
rough hand and a wedding ring 
And after only nine days—bingo- 
lovely hands and no wedding ring 
She has taken it on high 

Let this be fair warning. 

Jim Strong, 

WBBM-TV, Chicago. 


mit detailing the documentation 
pinpointing the insincerity of cool, 
cold, calculating Kintner! And yet 
Cohen holds him up on a pedestal! 
Brrrrrr! 

We have no use for FTC's 
Kintner; you wouldn't either if 
you knew as much about him as 
we do! But it will probably be 
a cold day in August before you 
print this epistle: Kintner is too 
powerful a bureaucrat to offend, | 
even for AA! 

T. S. Simmonds, 
Vice-President, Davis-Harri- 
son-Simmonds, Hollywood. 

~ e * 
No Longer with Boston Agency 

To the Editor: Your publication | 
was very kind in picking up my 
righteously indignant telegram to | 
LeRoy Collins (AA, July 18). I} 
am indeed sorry that Badger and 
Browning & Parcher had to be | 
identified with me in this con- 
nection. You see, I am no longer 
associated with that concern; how- 
ever, these things do happen. 

Richard M. Mason, 

President, Richard Montgom- 

ery Mason Inc., Boston. 


* . 
AA Erred on Survey Price 

To the Editor: I must point out 
a serious error in your issue of 
May 2 on Page 92 in connection 
with the readership survey pub- 
lished by Afamal Transvaal Ltd. 

You state that the cost of this 
is $7. We would, however, like to 
point out that the cost is, in fact, | 
50 guineas, which is £52.10.0. At 
the rate of $2.76 to a pound, this 
is $146, excluding postage. 

We would appreciate it if you 
would print a correction. 

H. G. Hyams, 
Director, Afamal Ltd., Johan- 
nesburg. 


~ > e 
Says Esty Approach Set Rules 
Where Industry Had None 

To the Editor: You’ve probably 
had a great deal of correspondence 
on your recent article on William | 
Esty and R. J. Reynolds Tobacco 
Co. (AA, July 4). 

I'd like to make only one com- 
ment. The vast majority of news- 
papers either had a sliding scale 
and, therefore, did not have to. 
give any extra discounts; or if) 
they were flat rate papers, they | 
set a special discount rate for| 
these 13 full pages in four color. 

If you read your article care- 
fully, you find that this informa- 
tion, which is the most important, | 
is included but only in a very! 
small way. Almost the last half 
of the article deals with the few 
who objected and refused to make 


protect 
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LOVES 


work 34 eG ordtmary fro 


any discount off their flat rates. 
If almost 90% of the people 
went along with this idea, it seems 
to me that at least half the article 
or more should have dealt with 


the reasoning of those who went 
along and not allow those few who 
objected to take up a very large 
part of the article. 

I personally saw nothing wrong 


_ ALL FLORIDA’S 


PRECISION 
SELLING! 


with Esty’s approach. They were 
in an area where there were no 
landmarks laid out generally by 
the newspaper industry. In this ab- 
sence, they have set their own 
rules, it’s quite true. I think it 
strongly behooves the industry to 


get together and set our own rules’ 


For full 


contect: 


before the advertiser sets too 
many of them. I’m sure that 
you're going to see before the end 
of this year a very decided swing 
to both volume and/or frequency. 
Herbert W. Moloney Jr., 
General Manager, Moloney, 
Regan & Schmitt, New York. 


Total impect for tote! product 

distribution of tailored market 

flexibility. 

Lebsteredio (By Morket Size) 

Portiond Baongor Lewiston 

Caribou Waterville Auguste 
Senford Rumford 


REPRESENTED BY: 
NEW YORK: Richard O'Connell, Inc. 
details BOSTON: Horry Wheeler Company 
GHICAQO CET RONT=WEST COAST: 
‘aren F, 


MeGovren Co., Inc. 


Executive Offices: Columbie Hotel, Portiend, Maine Tel. SPruce 5-2336 


FLEXIBILITY Me 


600,000 
500,000 | 
tT a? 
The Measure of 
400,000 ALL FLORIDA — TV WEEK 
Advertising Value 
No other type of magazine offers the local im- 
300 000 mediacy of Sunday Supplements. No Sunday 
Supplement hits representative Florida with the 
impact of ALL FLORIDA - TV WEEK. No other 
Sunday Supplement offers the readership, circu- 
7000 ___ ation or flexibility of AF TV Week in Florida. : 
100,000 | 
0 


1953 


1954 1955 


1. READERSHIP ALL FLORIDA - TV WEEK has 
a longer life and double the advertising exposure of 
any Sunday Supplement in Florida.* 


2. CIRCULATION ALL FLORIDA - TV WEEK has 
grown phenomenally since its introduction in 1953, 
to a current 510,156.** Florida’s largest ABC circu- 


lation, in the nation 


’s fastest growing State, a State 


which 1950 - 1960 U.S. Census figures show jumped 
from 18th to 10th place. This gives the ALL FLORI- 
DA - TV WEEK magazine a PENETRATION of 
35.2% of the Florida market. 


3. FLEXIBILITY You can buy one, several, or all 


five regional zone editions with complete local TV 


program listings. 


* based on a survey prepared by First Research Corporation. 
** ABC newspapers carrying ALL FLORIDA, based on ABC av- 
dits of publishers reports for 6 months period ending March 


31, 1960. 


AE IVI 


DAYTONA BEACH Sunday News-Journal, DELAND 
Sun News. FORT MYERS News-Press. GAINESVILLE 
Daily Sum. JACKSONVILLE Florida Times-Union. 
LAKELAND Ledger. LEESBURG Daily Commercial. 
MELBOURNE Times. OCALA Star Banner. PALM 
BEACH Post-Times. PANAMA CITY News-Heraid, 
PENSACOLA News-Journal. SARASOTA Herald-Tri- 
bune, ST PETERSBURG Independent. TALLAHASSEE 
Democrat. WINTER HAVEN Daily News-Chief. FT 
PIERCE News-Tribune 


1957 


“THE BEST BUY IN THE BUS- 
INESS,” says Dick Pope, owner of 
famed Cypress Gardens and long 
time advertiser in ALL FLORIDA- 
TV WEEK magazine. 


Represented nationally by JOHN H. PERRY ASSOCIATES 


NEW YORK, 36, 19 W. 44th St., Tel: MUrray Hill 7-5047, Williom K. Dorman, Gen. Mgr. CHICAGO 
4, 224 South Michigan Ave., Tel: HArrison 7-4008, Robert A. Mitchell, Mgr. DETROIT 2, 7-268 Gen- 
eral Motors Building, Tel: TRinity 5-1803, John F. Cole, Mgr. PHILADELPHIA 7, 12 South 12 Street, 
Tel: WAinut 2-3555, Robert Hitchings, Mgr. SAN FRANCISCO 4, Russ Building, Tel: YUkon 1-1281, 
Louis J. Rubin, Mgr. ATLANTA 3, 411 Glenn Building, Tel: MUrray 68-3988, J.D. Whitehead, Mgr. 
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Along the Media Path 


As part of its 38th anniversary 
celebration, WISN, Milwaukee, has 
prepared a series of anniversary 
promotion announcements featur- 
ing excerpts from history making 
broadcasts it has carried since it 
first signed on the air July 22, 
1922 


e The National Safety Council! has 
presented to WERE, Cleveland, a 
public interest award for excep- 
tional service to safety. The station 
was cited for its outstanding rec- 
ord of traffic safety spot announce- 
ments, well as distribution of 
50,000 reflectorized Halloween 
pumpkin “trick-or-treat” bags, 
supplying Great Lakes boaters 
with special weather reports and 
signal stickers, and broadcasting 


as 


school emergency weather service 


Is Editorial Opinion 


Favorable? : 


Press Clippings can keep you informed 
of popular misconceptions that need to 
be corrected or can help you ride 
& wave of popular support. You can invest 
your public relations and institutional 
advertising dollars effectively and intetli- 
gently when you know what the editors 
of the nation are thinking and saying. 
interested in learning how we can 
serve you? 


ee ee eee eeee 


Est. 1688 


PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y 
Phone BArciay 7-5371 
1868 Columbia Rd. NW, Wash. 9, 0.C.—CO §-1757 
Magee Bidg.. Pittsburgh 22, Pa COurt 1-5371 
14 E. jackson Bivd., Chicago 4, 11.—WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46, 
Calif.Phone Oldfield 6.0304 
One Operations Office (Livingston, N. J.) 


NEWSPAPERS + MAGAZINES + TRADE PAPER 


GET THAT EXTRA 


and tornado safety information. 


e The Philadelphia Evening Bul- 
letin ran a four-color photograph 
of Sen. John F. Kennedy on page 
one the day he was nominated as 
Democratic Presidential candidate 
This was made possible by use of 
an extra press cylinder that per- 
mits use of two black plates, one 
for color work, the other for news 


e During the Democratic conven- 
tion at Los Angeles, Westinghouse 
Broadcasting Co. tried a new pro- 
gram experiment—“dual video 
taping.” Interviews with WBC cor- 
respondents in Los Angeles and a 
KPIX, San Francisco, newsman 
and a tv critic for the San Fran 
cisco Chronicle, on impressions and 
reactions during the convention, 
were taped in both cities. The Lo 
Angeles tapes were then flown to 
KPIX where both were edited and 
then shown over KPIX’'s 15-min- 
ute tv show, “Convention Impres- 
sions.” 


@ Electronic Preview, Elmhurst, 
Ill., now offers regional news sec- 
tions which include information on 
electronic companies’ personnel 
and developments, news of dis- 
tributors and sales representatives, 
industry developments and associ- 
ation meetings. The first regional 
section—-Midwest Electronics—ap- 
peared 
June issue 


e Special ceremonies on radio and 
tv marked the opening of the 
Broadcasting Center of WSAV and 
WSAV-TYV, Savannah. A_ public 
open house was held the following 
day. The all-glass front of the cen- 


You know that it’s the extra push that makes the difference 
between an average campaign and a “Red-Letter Success.” 
You get that EXTRA PUSH when you buy WOC-TV 
WOC.-TY effectively specializes in co-ordinating and mer- 


chandising your buy at every level 


the broker, whole- 


saler, direct salesman, key buyer as well as the retail outlet. 


This “togetherness” sells products in the nation’s 47th TV 


market. More than 2 billion 
the retailer's cash register 


dollars in retail sales ring on 
Over 438,000 TV homes are 


within the 42 counties of WOC-TV’s coverage area. 


PRESIDENT 
Col B ) Palmer 
VICE PRES @ TREASURER 
D D Palmer 
VICE PRESIDENT 
Ralph Evens 
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SPCRETARY 
‘o D Wagew 
RESIDENT MANAGER 
Ernest C Sanders 

SALES MANAGER 
Pex Shafer 


THE QUINT CITIES 


DAVENPORT 


BETTENDORE } wwA 


} (Lis 


PETERS GRIFFIN, WOODWARD, INC 
EXCALSIVE *ATIONA) REPRESENTATIVES 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


To the National Advertiser, 
WOC-TY offers the greatest 
amount of local programming— 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 


Your PGW Colonel has all the, 
facts, figures and other data as 
well as day by day availabilities 
See him today 


in Electronic Preview’s| 


|e More than 
lined the St. Louis River front to 


| revival 


NED 


tral portion of the new building 
permits passers-by to look through 
the reception area into the main tv 
studio 


e Webb & Knapp, community de- 
velopers, ran a 20-page supple- 
ment in the July 24 issue of the 
Chicago Tribune. The supplement, 
“The Hyde Park Story,” told of the 
city’s renewal program 


NEW WRAPPER 
ethelene wrappers for its compli- 
mentary copes 


Sunset will use poly- 
on a permanent 
basis, after successfully experi- 
menting with the wrapper since 
last April 


e The Orlando Sentinel published 
an 18-page special section, “Salute 
to Cape Canaveral,” on July 24, | 
to mark the 10th anniversary of 
the first missile firing at Cape 
Canaveral. Page 1 of the section 
earried color photographs of the 
first missile fired and of the ICBM 
missile 


30,000 spectators 


watch the Tommy Bartlett Water 
Ski thrill show, co-sponsored by 
KMOX, St. Louis, and Downtown 
in St. Louis Inc. to dramatize the 
of the city’s downtown 
area. 


le Plastic badges with blue ribbon 
streamers proclaiming the wearer 
jan 


“Informed Observer (at the) 
Democratic National Convention,” 
were mailed by TV Guide to col- 
umnists, radio and tv personalities. 
Copy on the inside of the paper 
badge holders advised that “It is 
not absolutely necessary to wear 
this badge while watching conven- 
tion telecasts. Your copy of the 
July 9 issue of TV Guide will 
identify you as an Informed Ob- 
server.” 


e WSUN, St. Petersburg, has 
broadcast to its radio and tv audi- 
ences the first two of a series of 
trans-Atlantic phone call reports 
from the city’s Sun Goddess, Syl- 
via Ludwig, who is on a whirl- 
wind good will tour of major Eu- 
ropean cities, promoting St. Peters- 
burg’s 1961 Sunshine Festival, 
scheduled for next April. The first 


call was made from BBC studios in 
London and the second call was 
made from Lucerne, Switzerland 


e “This, Mr. Khrushchev, is Ash- 
tabula, US.A.,” a 30-page section 
portraying the typical life of a 
small community, was published 
by the Star-Beacon, Ashtabula, O., 
in its July 17 issue. Copies of the 
section were sent by regular mail 
directly to Mr. Khrushchev 


@ Department of New Laurels: 

American Press reports 164 ad- 
vertising pages for the first seven 
months of 1960, a 49% increase 
over the corresponding 1959 peri- 
od. 

Advertising pages in Contracter 
for the first six months of 1960 
totaled 426, a 235% gain over the 
same period in 1959. + 


Crane Names Kenton, Johnson, 

The Industrial products group 
of Crane Co. Chicago, has ap- 
pointed R. E. Kenton advertising 
manager and K. H. Johnson sales 
promotion manager. Mr. Kenton, 
who joined Crane in 1959, was for- 
merly advertising manager of 
Henry Pratt Co. Chicago. Mr. 
Johnson, who joined the company 
in May, was formerly sales promo- 
tion manager of E. B. Kaiser Co., 
Glenview, Ill. In April, Crane split 
its corporate advertising staff into 


i Pe ees a a oT Mock, ee 


Tt) 


iii 
Ae cise antl wit : 
00 and more pigs rate ia far 
publications they see! re 
putt 


Advertising Age, August 1, 1960 


two separate functions and Melvin 
M. Thomas was appointed man- 
ager of advertising and sales pro- 
motion of the industrial products 
group (AA, April 25). 


Davidson Joins Economics Lab 

Robert H. Davidson, formerly 
director of product development 
of General Foods Corp., has been 
appointed vp for consumer mar- 
keting of Economics Laboratory 
Inc.. New York, manufacturer of 
Soilax, Electrasol and commercial 
and industrial cleaning com- 
pounds. 


Lawrence Produces Series 

Robert Lawrence Animation, 
New York, producer of animated 
tv commercials, has started pro- 
duction of its first tv program, 
“Toy Box Time,” a half-hour chil- 
dren's series. Designed to appeal 
to adults as well, each program 
will consist of four individual 
story segments. 


Tek Hughes Names Johnson 
James H. Johnson, assistant di- 
rector of general promotion of the 
merchandising division of Johnson 
& Johnson, New Brunswick, N. J., 
has been named a product director 
of Tek Hughes, New York, manu- 
facturer of toothbrushes and other 
bristle goods. 


é @ Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 
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William Crelley, 48, 
Owens-Corning Exec. 
Ex-IARI Head, Dies 


Totepo, July 26—William D. 
Crelley, 48, merchandising and ad 
consultant with Owens-Corning 
Fiberglas Corp. for the past year, 
died of a heart attack at his home 
July 22. 

He was advertising corporate di- 
rector of Owens-Corning for three 
years previously. 

Mr. Crelley formerly held exec- 
utive positions with F. W. Dodge 
Corp.’s Sweet's Catalog Service, 
New York; General Electric Co., 
Schenectady, and Niagara Hudson 
Power Co., Buffalo. 

He was a former board chairman 
of the Industrial Advertising Re- 
search Institute, Princeton. He was 
a member of the Advertising Club, 
the Sales Executives Club and the 
Engineers Club, all in New York. 


WARD SEELEY 


New York, July 26—Ward See- 
ley, 70, who retired four years ago 
from the former St. Georges & 
Keyes agency, in New York, died 
July 23 at his home in Carmel, N.Y. 

Mr. Seeley was copy chief and 
a member of the executive board 
at the agency, which subsequently 
became the present Adams & 
Keyes. 

Before coming to New York he 
was an account executive with 
N. W. Ayer & Son, Philadelphia. 


RICHARD M. FANNING 

Los ANGELES, July 26—Richard 
M. Fanning, 57, publisher of Ad 
News of the West and the semi- 
annual Advertising Agency Regis- 
ter, died suddenly July 16 of a 
heart attack. Mr. Fanning had en- 
tered the publication field after 
many years in advertising, found- 
ing the Advertising Agency Regis- | 
ter in 1954 and Ad News of the, 
West in 1958. Prior to that time he | 
was with Erwin, Wasey in Seattle | 
and Los Angeles from 1945 to 1949. | 


GLENN S. WITHERS 

ROCHESTER, MINN., July 26— 
Glenn S. Withers, 68, president and 
publisher of the Rochester Post- 
Bulletin, died of a heart attack at 
his home July 24. 

A former president of the Min- 
nesota Associated Press and of the 
Minnesota Editorial Assn., he was 
a member of the Newspaper Pub- 
lishers’ Assn. and the Inland Daily | 
Press Assn. 


GEORGE G. SEARS 
St. Louis, July 26—George G.| 
Sears, 73, retired district manager | 
here of McGraw-Hill Publishing | 
Co., died July 19 at St. Mary’s| 
Hospital from the effects of a stroke 
suffered several weeks before. 

Mr. Sears was district manager 
for 31 years until his retirement in 
1954, and had been business repre- 
sentative of Business Week since its 
founding. 

He was a charter member and 
first elected president of the Indus- | 
trial Marketing Club and a mem- 
ber of the Advertising Club of St. 
Louis. 


ROWLAND E. BAIRD 

New Haven, July 26—Rowland 
E. Baird, 56, who was with the. 
Point of Purchase Display Works. 
here and was a past president of | 
the New Haven Advertising Club, | 
was killed July 21, when his car} 
collided with another in Middle-| 
boro, Mass. Mr. Baird, who lived | 
in Milford, Conn., was president of | 
the New Haven Advertising Club 
in 1937-'38. = 


Drake Baking Names Reich 
George E. Drake Baking Co., 

Pittsburgh, has appointed Jay | 

Reich Advertising, Pittsburgh, to. 


handle its advertising and er 


relations. 


National Telefilm Moves 


| National 


Telefilm Associates, 


91 


and advertising, also will make the | Hickerson Adds Two Accounts | Pearce, New York, book publisher. 
move. Sales activities will con-| Laird & Co., Scobeyville, N. J.,; Lawrence Kane & Artley is the 


Beverly Hills, tv film distributor tinue to be supervised by Oliver|maker of Laird applejack, apple | previous agency of record. 


and owner of WNTA and WNTA- 
TV, Newark, N. J., will reestablish 
its sales headquarters in New York 
some time before mid-October 
Other NTA departments, including 
sales service, promotion, publicity 


A. Unger, NTA president, who will | brandy and juice, has named J. M. | 

operate out of the East Coast of- Hickerson Inc., New York, to han- Wilson Plastics Names Dally 
fice. NTA transferred most of its | die its advertising. Lynn Baker| Ralph Wilson Plastics, Temple, 
operations to Beverly Hills when | Inc. is the former agency. Hicker-|Tex., has appointed Dally Adver- 
it was acquired by National The- pw also has been named to handle | tising, Fort Worth, Tex., to handle 
aters & Television last fall. | advertising for Duell, Sloan & | its advertising. 


> 


announcing 


“SOLICITATION 
AND PRESENTATION 
TECHNIQUES” 


— series 


with all new material 


the greatest collection of agency 
new-business selling tools ever assembled 


Series One of “SovicrraTiIOn AND PresentaTION TECHNIQUES” 
met with such an enthusiastic reception from advertising agency 
executives throughout the United States, and in 2g foreign countries, 
that Four printings were required to meet the demand. 

So, there HAD to be a Serres Two—and it had to be—and IS— 
all new, and bigger and better, than Series One. 

This new publication is in two large volumes—more than 800 
pages, weight 16 pounds — with all new material, new sales letters; 
new case histories; new presentations—prepared by the champion 
agency “business getters” of our time. 

Series Two contains account-winning presentations, covering 
nearly every type of account your agency is ever likely to solicit. 


10%” x 1144” 

800 pages—more than 
1000 ideas that help 
get new accounts. 


Prepared by This Able Editorial Board 


THOMAS ERWIN, Senior Editor. Has headed the Creative Departments and 
Plan Boards of Erwin Wasey & Company, Batten, Barton, Durstine & Osborn (Chi- 
cago), Lennen & Mitchell—now Lennen & Newell, Inc. (New York). For these, and 
other agencies served as a Consultant, he has planned and produced successful new 
business presentations for a long list of important accounts, including some of 


the largest in America. 
» 


KENNETH GROESBECK, Advertising Consultant, Vice President of McCann- 
Erickson, 7 years; Vice President of Ruthrauff & Ryan, 14 years. For 8 years, 
Editor of Advertising Agency Magazine's most popular Department “ Agencies Ask 
Us’, now appearing weekly in Advertising Age. Former chairman of N. Y. Council 
of the 4 A’s. Winner of the Outstanding Achievement Award for 1957, presented by 
the League of Advertising Agencies. 


Indispensable for Agency Executives 


who solicit accounts 
The successful models, which Series Two brings you, will save your 
agency thousands of dollars in creative time and production costs, 
in preparing your own presentations. 
The two idea-packed volumes of Series Two are priced at $200 


JAMES D. WOOLF, Advertising Consultant, and widely read Advertising Age 
writer, Vice President and Creative Director of the J. Walter Thompson Co., Chicago, 
for more than 30 years, has planned and written $300,000,000 worth of advertising. 
Author of: “Writing Advertising’; “Advertising to the Mass Market’; “Getting 
a Job in Advertising’; “Sales-sense in Advertising” ; “How to Use Your Imagination 
to Make Money”. 


—no more than you would pay for one day's services of any compe- 


tent consultant-specialist. 


Mail Coupon for Free five-day examination 
The coupon will bring your copy by return mail. 
If, after a FIVE-DAY EXAMINATION, you decide you do not wish 
to buy, just return the two volumes in good condition, and you 


will owe us nothing. 


You can save $10, however, by remitting $190 with coupon — same 
FIVE-DAY EXAMINATION privilege, and full refund if you do 


not keep the book. 


THE ADVERTISING WORKSHOP, INC. 
A Subsidiary of Better Books, Incorporated 


FREE—FIVE-DAY EXAMINATION —MAIL COUPON TODAY! 


The Advertising Workshop, Inc. 

117 W. Harrison Street 

Chicago ¢, Illinois 

I accept your FREE FIVE-DAY EXAMINATION OFFER. 


C I will remit $200 within 30 days—or return the book after five days. 
(Note: Book is shipped on approval only to recognized U. S. and 
Canadian agencies. Others remit $190 with order.) 


AA8-1-60 


C I enclose check for $1g0 in full payment—which will be refunded, if, after 
five days’ examination, I return the book in good condition. 
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On CENTRAL PARKWAY 
. or ANYWHERE 


Si t5e,. . . 
Pte breerer 


Of all the folks you see 
from ABC Cincinnati... 


read the 
CINCINNATI 


POST 


TIMES-STAR 


*B. L. Schapker Market Research 


Total ABC circulation, the largest 
daily in Cincinnati history . . . 
273,148 


The Newspaper that 
Spends the Evening 
with Almost 
1,000,000 Readers 


ROBERT K. CHANDLER 
Manager General Advertising Department 
* 


Represented by 
The General Advertising Department 
SCRIPPS-HOWARD Newspapers 


Nielen 


DEDICATION—David L. Harrington, 
the-Street Club, and chairman of 


Morrison Harrington 


chief executive officer of Reuben H. Donnelley 
dedication ceremonies of 
Maurice Rothschild Pool at the Mark Twain Adven- 
summer activity of the Off-the-Street 
founded 60 years ago for boys and girls by 
members of the Chicago Federated Advertising Club. 


Corp., presides at 


ture Camp, 
Club, 


Sandburg 


president, Off- 
the board and advertising director, Chicago’s American; A. C. Niel- 
sen Jr., president, A. C. Nielsen Co., and John Sand- | 
burg, vp, J. Walter Thompson Co. The camp was) 
founded in 1945 when Maurice Rothschild was pres- 
ident of the Off-the-Street Club. The pool results 
from a memorial fund started by his friends after 
his death in 1948 


the 


Dentsu’s Yamanaka Develops Theory 
for Getting Maximum Ad Readership 


Formula Combines 
Ratings on Size, 
Placement, Layout 


Toxyo, July 26—A Japanese re-| 
searcher has developed a mathe- 
matical formula for the prediction 
of readership scores of print adver- 
tising 

Known in Japan as the “Yam- 
anaka theory’—after its inventor 
Jiro Yamanaka, head of the re- 
search depart- 
ment of Dentsu 
Adverti s- 
ing—the meth- 
od would seem- 
ingly enable an 
advertiser to tell 
in advance how 
many readers 
an ad is likely 
to attract. 

Mr. Yaman- 
aka, who was a 
mining engineer 
before joining 
Dentsu, told Apvertisinc Acer that 
it took him five years of extensive 
testing to work out the method- 
ology. He said that tests have con- 
firmed the validity of his hypothe- 
sis and he said it is now in use at 


Jiro Yamanaka 


Dentsu. 


the four major factors influencing 
readership scores are size of space, 

position, page of appearance and 
amery “It is not an exaggeration 


mine the readership score,” 
| Yamanaka said. 


Mr. | 


up an advertisement in a newspa-|e Space: The scale goes from 0 to 
per and work out quantitative | 42.4, with the top value for a quar- 
measures for the most important|ter-page unit. However, 
factors. found that there was no directly 

He worked out these measure-| proportional relationship between 
ments by analyzing the readership | the score and the amount of space. 
scores of 376 ads appearing in the For example, while the quarter- 
Chubu Hippon Shimbun, a morning | page unit was assigned a value of 


*| daily published in Nagoya. He then | 42.4, the one-eighth-page unit had 


applied these measurements to ads|a value of 35.6. (While this study 
appearing in the Asahi Shimbun,|was in progress, Japanese dailies 
a Tokyo daily, and found that were restricted to eight pages, and 
readership scores bore out his orig- 


Participating in the ceremonies are P. J. Morrison, | 
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no half-page or page ads were 
used.) 

© Position: The scale goes from 
~4.3 to 6.54; and highest value was 
assigned to ads appearing directly 
below the paper's logotype. This 
contradicted the previously held 
assumption in Japanese advertising 
that the best position for an ad was 
between news columns. 


e Page of appearance: The scale 
goes from -3.9 to 5.9. The best 
page for an ad is the front page; 
the worst is the sports page 


e Layout: The scale went from 13.9 
to 22. The study showed that the 
score of an ad with a photograph 
is higher by 4.5% than an ad with 
an illustration. “That may be why 
the use of photography, whose ex- 
pression is more vivid, is increas- 
ing each year both in Japan and 
the U.S.,” Mr. Yamanaka said 


® Mr. Yamanaka used complicated 
mathematical formulations to work 
out his system, relying heavily on 
the work done by a leading Japa- 
nese statistician, Dr. Chikio Haya- 
shi, author of “On the Prediction of 
Phenomena from Qualitative Data 
& the Quantification of Qualitative 
Data from the Mathematico-Statis- 
tical Point of View.” 

Mr. Yamanaka has written a pa- 
per fully covering his experiments, 


|and he said further information is 


available from the New York office 
|\of Dentsu, at 342 Madison Ave. = 


Commercial Factors Sells Hard 


Commercial Factors Corp., New 


| York, after several years’ “educa- 


to say that these four factors deter- | 


| The measurements worked out in | 
'@ What Mr. Yamanaka did was to| each of these categories were as | 
‘analyze all the factors that make | follows: 


tional” advertising, has swung to 
a hard sell campaign that is out- 
pulling the old campaign by five 
to one in inquiries. Instead of an- 
alyzing the complexities of factor- 
ing, Commercial Factors is em- 
phasizing the direct benefits in 
punchy ads stating “Cash as you 
| need it,” and “No more credit wor- 
\ries,” Fuller & Smith & Ross, New 
York, has prepared the campaign, 
which will run the rest of the year 
in the Wall Street Journal and 


about 20 trade magazines. 


it was) 


Sullivan Joins Remington 

Joseph J. Sullivan, formerly 
manager of the hearing aid divi- 
sion of Zenith Radio Corp., New 
York, has been named to the new 
position of director of sales of the 
Remington Rand portable type- 
writer division of Sperry Rand 
Corp., New York. 


inal analysis. “To put it another | 
way,” he said, “the main factors | 
which constitute readership scores | ,, 
of advertisements in the a 
edition of the Asahi Shimbun, 
Tokyo, and of the Chubu Hippon | 
Shimbun, in Nagoya, were found) 
to be identical in potentialities.” 


es Mr. Yamanaka said his study 
“marks the first step towards the 
correct orientation of advertise- 
ment activities and, when properly 
made, will supply us with adver- 
tisement data which may be of 
greater use than any other data we 
have had in the past.” 

The Yamanaka study shows that 


Here's a preferred market 
less than 5¢ apiece, you reach 85.000 dentists (in- 
come and standard-of-living well above average) 
in a magazine they read devotedly. 


you facts and figures? 


ORAL HYGIENE 


1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA 


ata popular price: for 


May we give 
* 


WLBT seiincse:, 3 WITV Katz 


Serving the Jackson, Miss., Television Area 


Look South for new economic 
strength. ..look at the Jackson 


TV market area 
for solid growth 
anda sound 


future.” 


Served, 1954-1957, as 
Head of Largest World-wide 
Masonic Organization 
(Royal Arch Masons) 


TOM Q. ELLIS 


Clerk, Supreme Court 
of Mississippi 
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Onus of Ali Aired 
Matter Rests on 
Broadcaster: FCC 


(Continued from Page 1) 

and that FCC should have issued 
a rule-making notice instead. Mr. 
Hyde also objected to release of 
the staff study on grounds that it 
will “create confusion” and is 
“premature and inappropriate.” 


® The FCC policy statement sets 
forth some new ground rules on 
broadcaster responsibility, as fol- 
lows: 
e “Broadcasting licensees assume 
responsibility for all material 
which is broadcast through their 
facilities. This includes all pro- 
grams and advertising material 
which they present to the public 
With respect to advertising ma- 
terial, the licensee has the addi- 
tional responsibility to take all 
reasonable measures to eliminate 
any false, misleading or deceptive 
matter and to avoid abuses with 
respect to the total amount of 
time devoted to advertising con- 
tinuity, as well as to the frequency 
with which regular programs are 
interrupted for advertising mes- 
Sages. 
e “This duty is personal to the 
licensee and may not be delegated 
.. The broadcaster is obligated 
to make a positive, diligent and 
continuing effort, in good faith, 
to determine the tastes, needs and 
desires of the public in his com- 
munity, and to provide program- 
ming to meet those needs and in-| 
terests.” 


s FCC agreed with testimony tak- | 
en during the program hearings 
last winter, that “there is not 
public interest basis for distin- 
guishing between the sustaining 
and commercially sponsored pro- 
ram in evaluating station per- 
formance,” but added that this 
loes not relieve the station of the 
esponsibility of retaining the flex- 
ibility to meet public needs. 

“Sponsorship of public affairs 
nd other similar programs,” FCC 
tated, “may very well encourage 
yroadcasters to greater efforts in 
hese vital areas. This is born out 
9y statements made in this pro- 
teeding, in which it was pointed 
yut that under modern conditions 
sponsorship fosters rather than 
jiminishes the availability of im- 
portant public affairs and ‘cultur- 
al’ broadcast programming. 


“There is some convincing evi- 
jence that, at the network level, 
here is a direct relation between 
ommercial sponsorship and ‘clear- 
ance’ of public affairs and other 
sultural’ programs. Agency exec- 
itives have testified that there is 
nused advertising support for 
public affairs type programming. 

“The networks and some sta- 
ions has scheduled these types of 


,” 


programs during ‘prime time’ ”. 


FCC concluded that program- 

ing is still the responsibility of 
he broadcaster, saying: “We do 
ot intend to guide the licensee 
hlong the path of programming; 
yn the contrary, the licensee must 
ind his own path with the guid- 
nce of those whom his signal is 
oO serve. 

“We will thus steer clear of .. . 
ensorship without disregarding 
he public’s vital interest. What 
ye propose will not be served by 
pre-planned program format sub- 

ission, accompanied by compli- 
entary references from local cit- 
zens. 

What we propose is docu- 
mented program submissions pre- 
ared as a result of assiduous 
blanning and conultation covering 


wo main areas: First, a canvass) 


of the listening public who will re- 
ceive the signal and who consti- 
tute a definite public interest fig- 
ure; second, consultation with 
leaders in community life—public 
offic. 1s, educators, religious [lead- 
ers}, the entertainment media, 
agriculture, business, labor—pro- 
fessional and eleemosynary or- 
ganizations, and others who be- 
speak the interests which make up 
the community. 


se“... By his narrative develop- 
ment, in his application, of the 
planning, consulting, shaping, re- 
vising, creating, discarding and 
evaluation of programming thus 
conceived or discussed, the licen- 
see discharges the public interest 
facet of his business calling with- 
out government dictation or super- 
vision and permits the commission 
to discharge its responsibility to 
the public without invasion of 
spheres of freedom properly de- 
nied to it.” 


® The phonebook-size 
report” of the office of network 
study, dated June 15, covers the 
relevant portion of the program 
study launched in February, 1959, 
and includes staff conclusions on 
licensee responsibility. 

The commission itself has not 
adopted this interim staff report, 
but announced that it had been 
“considered,” in connection with 
issuance of the commission’s own 
policy statement. 

The staff report comprises 49 
pages of single-space “summary 
and conclusion,” followed by 13 
chapters and six appendices. 


Two chapters deal with “the 


|effect of advertiser and agency 
| program policies and practices of 


station licensee responsibility” and 
“the effects of advertiser control 


| of subject matter of tv program- 


ming.” 

On the latter subject, the staff 
concluded: “The broadcaster has 
an admitted duty to exert affirm- 
atively his responsibility for net- 
work programming. In this area, 
as in others, it is his duty to in- 
form himself of the facts and 
then take reasonable and prudent 
measures to assure, through his 
network and otherwise, that ad- 
vertiser influence in programming 
remains “incidental” and “sec- 
ondary” to the basic and vital 
purposes.” # 


‘Grain Age’ Names Chapman 

Grain Age, new monthly pub- 
lished by Editorial 
Milwaukee, has named L. S. Chap- 
man advertising sales 
He was formerly 
Feed Journals Consolidated, Chi- 
cago. Grain Age will begin month- 
ly publication in January. 


CoLoneEh 
ee ee 


To dramatize, visual-| 
i to a “Cult for & hy Colo-|chase the business and assets of) Mr. 


nel,” National Distillers Co., New 


date 


Last Minute News Flashes 


Ellington, Kelly-Nason Discuss Merger 


New York, July 29—Preliminary merger talks have been held by 
Ellington & Co. and Kelly-Nason. Both agencies handle a number of 
travel and hotel accounts, with a minimum of account conflicts ex- 
pected, should the merger go through. Final decision is not expected 


before mid-August. Ellington last year billed $15,000,000; Kelly-Nason 
| billed less than $5,000,000. 


Noble-Dury Gets Black Draught, Dyrid from Cohen 


' 


| New York, July 29—Advertising for Chattanooga Medicine Co. 
| will move from Cohen & Aleshire to Noble-Dury & Associates, Nash- 
ville, effective Sept. 1. Noble-Dury already handles part of the ac- 
count. The Cohen agency had its portion of the account for ten years, 
billing around $400,000 for Black Draught laxative products and Dy- 
rid. Street & Finney is also a Chattanooga agency. Earlier this week, 
Cohen & Aleshire was named by Mitchum Co., Paris, Tenn., to handle 


a special test campaign for Esoterica skin cream, concentrating in | 


heavy spot radio. 


Penick & Ford Names Grant for 2 More Brands 


New York, July 29—Penick & Ford has appointed Grant Advertis- 
ing to handle Swel frosting mix and Davis baking powder, effective 
Jan. 1. Croot & Grand is the present agency. The move will consoli- 
the company’s advertising at Grant, the agency having been ap- 


Brach Seeks New 
Agency Following 
Split with Tatham 


Agency Lost Money 
on Candy Account, 
Laird Maintains 


Cuicaco, July 29-—E. J. Brach & 
|Sons and Tatham-Laird have mu- 
|tually agreed to discontinue their 
|client-agency relationship, effec- 
tive Oct. 31, and the candy com- 
pany currently is seeking a new 
agency. 

Bert Lowe, Brach advertising 
manager, told ADVERTISING AGE 
| that the company currently is hold- 
|ing preliminary screening of about 
six agencies. Following prelimi- 


pointed in March to handle My-T-Fine puddings, Vermont Maid syrup, |nary talks, agencies which are not 


“interim | Brer Rabbit molasses and Cocomalt. 


Blair Labs Switches to Sackheim-Bruck from DDB 

New York, July 29-—Blair Laboratories has appointed Maxwell 
Sackheim-Franklin Bruck to handle advertising for Kerid liquid ear 
wax remover, effective Sept. 1. The account will concentrate on small 
space, heavy frequency r.o.p. color newspaper ads and will bill about 
$250,000, according to Joe Daffner, Blair exec vp and general man- 
ager. Doyle Dane Bernbach is the previous agency. 


Airequipt Shifts to Sudler & Hennessey from Wexton 
New York, July 29—Sudler & Hennessey has been appointed to han- 
dle Airequipt Mfg. Co.’s account, estimated at $400,000. Airequipt will 
use network tv and other media to introduce its new Superba 35mm 
projector line this fall. Wexton Co. previously had the account. 


Marsh Resigns as Northam Warren Ad Manager 


STAMFORD, Conn., July 29—Richard E. Marsh has resigned as adver- 
tising manager of Northam Warren Corp., maker of Cutex, Odo-Ro-No 
and Peggy Sage Products. A successor will be named shortly. 


Brother Names Riorden: Other Late News 


e Robert E. Riorden has been named vp and director of marketing 
and research of D. P. Brother & Co., Detroit. He joined the agency last 
month after two years as research director of Young & Rubicam, De- 
troit. He succeeds John J. Remillet Jr., who was named to Brother’s 
service management staff. 


e Tar Gard Laboratories, San Antonio, will use two-color newspaper 
ads plus spot radio in major cities to introduce its Tar Gard cigaret 
holder nationally. Co-op ads through Walgreen and Katz drug store 
chains have been running in the Midwest and South. Glenn Advertis- 
ing, San Antonio, is the agency. 


e General Mills, Minneapolis, reported gross sales of $537,818,000, 
second highest in company history, and earnings of $11,515,000 for the 
fiscal year ended May 31. Sales in fiscal 1959 were $545,998,000, with 
earnings of $17,276,000. 


e Don C. Marschner, manager of sales promotion and advertising of 
Shell Oil Co., New York, has been named to the new post of manager 


| of consumer research, effective Aug. 1. He will be succeeded by C. F. 
| Martineau, currently manager of Shell’s Detroit marketing division. 


Service Co., | 


manager. | 
with Grain & | 


e Squibb Labs, the new marketing unit of E. R. Squibb & Sons, a di- 
vision of Olin Mathieson Corp., New York, will sponsor NBC-TV’s 
“People Are Funny” this fall, marking the first time that the pharma- 
ceutical company has devoted a full network show to promoting its 
consumer products. Commercials will be devoted to Vigran vitamins 
and Squibb aspirin. Squibb’s order was placed through Donahue & Coe. 


e Harold Goldman, formerly exec vp of National Telefilm Associates, 
has formed Television Enterprises Corp., Hollywood, to distribute 
specialized tv film throughout the world. Mr. Goldman, one of the 
veterans of tv film syndication, plans to establish branch offices in 
New York and Chicago. 


e National School of Aeronautics, Kansas City, has appointed Phillips 
& Cherbo, Chicago, to handle its $300,000 account, effective Aug. 1. 


|Fardon Advertising, Kansas City, is the former agency. 


e D. B. Seem, vp and director of advertising of Electric Autolite Co., 
Toledo, has resigned. He will announce his future plans Aug. 15. A 
successor has not yet been named. 


e Handling & Shipping Illustrated will be the new name of the 
monthly Material Handling Illustrated, starting with the October issue. 
The magazine, published by Industrial Publishing Corp., Cleveland, has 
a circulation guarantee of 75,000. 


e Philip C. Kenney, formerly a vp and associate media director with 
Kenyon & Eckhardt, has joined Reach, McClinton & Co., New York, as 
media director, succeeding Douglas Burch, who has joined P. Loril- 
lard Co. as media director (AA, July 25). 


Brunswick Buys Larson Boat |NL&B Names Smart, Young 
Brunswick Corp., Chicago, which| David B. Smart and Philip P. 
‘changed its name in April from | Young Jr. have been appointed ac- 
Brunswick-Balke-Collander Co.,|count executives at NeediHam, 
has signed an agreement to pur- | Louis & Brorby’s Chicago office. 
Smart was formerly with 
|Larson Boat Works, Little Falls, Marsteller, Rickard, Gebhardt & 
|Minn., and its subsidiaries. This is | Reed, Chicago, as an account su- 


eliminated will be invited to come 
in for more detailed talks with 
Brach officials. 

“We hope to make a decision on 
a new agency as quickly as pos- 
sible,” Mr. Lowe said. He declined 
to name any agencies under con- 
sideration. The Brach account bills 
about $700,000. 


® Tatham-Laird’s inability to 
make a profit from the Brach ac- 
count was listed as the principal 
reason for the split, according to 
Kenneth Laird, president of the 
agency. T-L succeeded Arthur 
Meyerhoff Associates on the ac- 
count early last year (AA, Jan. 26, 
59). 

“We are extremely sorry that 
this relationship has come to an 
end,” Mr. Laird said. “The Brach 
products are excellent. The Brach 
people have been wonderful to 
work with. And the client-agency 
teamwork has produced outstand- 
ing sales increases. 

“There was only one flaw. The 
agency lost quite a lot of money in 
handling the account. We raised 
the question with our client, sug- 
gesting a fee in addition to normal 
commissions to bring our income 
and outgo into balance, without re- 
ducing the quality level of our 
service. The client decided that he 
was unwilling to adopt what he 
felt to be a non-standard method 
of compensation,” Mr. Laird said. 


s The T-L president told AA that 
when the agency took on Brach, 
“we assumed we could make a 
profit, but it just didn’t work out; 
costs were higher than we expect- 
ed.” Mr. Laird declined to say how 
much money the agency lost or 
how much of an additional fee was 
asked for above the standard 15% 
media commission. 

Mr. Lowe said his company 
thinks “highly of Tatham-Laird” 
and added, “It was not right to 
continue our relationship if the 
agency felt the account was not 
profitable.” # 


National Union to KM&G 
National Union Insurance com- 
|panies, Pittsburgh, has named 
| Ketchum, MacLeod & Grove, Pitts- 
|burgh, as its agency, National 
| Union operates as a group which 
|includes National Union Fire In- 
|surance Co., National Union In- 
|demnity Co. and Birmingham Fire 
|Insurance Co. of Pa. Ketchum, 
| MacLeod also has been named to 
|handle advertising for Long-Air- 
dox Co., a division of Marmon- 
Herrington Co., Oak Hill, W. Va. 
Long-Airdox supplies mining 
equipment to the coal industry. 


Stanley Names Thompson 
Stanley-Humason, of Forestville, 

Conn., subsidiary of Stanley 

| Works, has appointed David C. 


York, is offering this vacuum- | Brunswick’s second acquisition in| pervisor. Mr. Young is being pro- | Thompson to the new post of mar- 
formed plastic and wire bottle|the boating field. Brunswick ac-| moted from NL&B’s copy depart-|keting manager. Mr. Thompson 


glorifier. 


|quired Owens Yacht Co. in April. | ment to the account assignment. 


|joined Stanley Works in 1957. 
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Pacific Phone's 
New Northwest 
Unit Names GB&B 


(Continued from Page 1) 
its creative approach had built both 
sales and prestige for this company 

GB&B told AA that it made no 
speculative presentation for the ac- 
count, nor did it prepare any spe- 
cial ads for its solicitation 

“All we did was to show them 
very carefully what we have done 
for other clients,” the agency said 
“This included the showing of tv 
commercials, the playing of radio 
commercials, and the exhibiting of 
print campaigns.” 

GB4&B was one of 11 agencies 
bidding for the account during the 
past 60 days. Pacific Telephone & 
Telegraph Co., a Bell company, on 
July 1 split off operations in Ore- 
gon, Washington and northern 
Idaho into an independent divi- 
sion, Pacific Telephone/Northwest, 
which functions as though it were 
a separate corporation 

Batten, Barton, Durstine & Os- 
born continues as agency for the 
parent company and its operations 
in California and part of Nevada 
GB&B will take over the new 
unit's advertising Jan. | 


® Two factors led to the appoint- 
ment of GB&B, E. D. Ruble, as- 
sistant vp of the division, told Ap- 
VERTISING AGE: 


“If we were going to operate as | 


an independent unit of the Bell 
System, we felt it would be better 
to have an agency different from 
that of the parent company.” 

Also, in choosing GB&B, PT/NW 
is “reaching for a fresh approach,” 
he said. It is clear that GB&B 
made a strong impression for its 
imaginative work in advertising 


He added that the advertising | 
budget has not yet been set up| 


but that the account probably will 
bill between $500,000 and $600,000 
a year 

Mr. Ruble stressed that the com- 
pany did not seek out an agency, 
but heard from agencies which 
came to it asking about the ac- 
count. Mr. Ruble and his associ- 
ates went to each agency under 
consideration, “spending about a 
morning” at each office, discussing 
personnel, accounts and ideas. A 
short questionnaire intended to 
provide roughly parallel material 
on each agency was left at each 
place. 
" The questionnaires covered fa- 
cilities, staff, billings, accounts, 


etc. Then followed broader ques- 
tions: 


es “Where would the creative work 
for Pacific Telephone/Northwest 
be done? 


e “Why do you feel your agency 
is qualified to handle advertising 
and promotion for PT/NW? 


e “What are a few outstanding 
ideas your agency has created for 
clients? 


e “What experience and knowl- 
edge has your agency in the busi- 
ness climate of the states of Ore- 
gon, Washington and Idaho? 


e “On what basis of compensation 
does your agency work?” 


® Agencies soliciting the account 
included BBDO, Cunningham & 
Walsh; Grant Advertising; Mc- 
Cann-Erickson; Frederick E. Baker 


Seattle office, dropped out. Cun- | 


iningham & Walsh also has no 
| Seattle office, but indicated it was 
planning to open one 

PT/NW's advertising depart- 
ment, reporting to Mr. Ruble, con- 
sists of Dan Hutchins, general ad- 
vertising manager, formerly with 
AT&T marketing division, New 
York; William Van Steenburgh, 
formerly advertising supervisor 
for the phone company at Port- 
land; and Dale Edwards, formerly 
in the phone traffic department, 
Seattle. GB&B's Seattle office is 
headed by Tom Killilea. # 


Goody Suit Charges 
Columbia Records 
Seeks ‘Monopoly’ 


New York, July 26—Columbia 
Records has about two more weeks 
to answer a suit filed in federal 
court last week by Sam Goody 
Inc., a discount house, under the 
provisions of the Sherman Anti- 
Trust Act 

The action, asking $750,000 in 
treble damages, charged Columbia 
Records with attempting to mo- 
nopolize the retail sale of records 
and offering competitively unfair 
prices to consumers for the pur- 
pose of inducing them to join its 
record club. Also named in the 
suit were Caedmon Records and 
| Caedmon Sales Corp 

Goody, one of the country's 
|\largest record retailers, charged 
i\that Columbia Records advertised 
| and sold records bearing list prices 
of $3.98, $4.98 and $5.95 at such 
| cut prices as six for $3.98 and five 
for $1.97. These same records were 
alleged to have been sold to Goody 
and other retail customers at 
|prices approximately 62% of the 
|retail list price. The cut-rate of- 
fers were said to have been made 
to induce consumers to enter into 
|contracts with Columbia Records 
for the purchase of quantities of 
additional records at prices equi- 
ivalent to 66%,% of Columbia's ad- 
vertised retail list values. 


|@ The complaint further charged 
\that all three defendants recently 
| “entered a conspiracy to enable 
|Columbia Records to expand 
business of the sale of records, to 
injure and destroy competition 
with Columbia Records, and to 
monopolize the retail sale of rec- 
ords.” 

Goody asked that the alleged 
monopolistic acts be declared ille- 
gal and that the defendants be 
prohibited from such practices in 
the future. The complaint also re- 


Pring 


Stratton 


CAMPAIGNING—Girls passing out “I is for Fiz’ ” buttons 


Cremerivs 


-~ 


oo T 


Mareika Ellion 


tying in with 


a Clark Oil & Refining Corp. ad campaign—at the Republican con- 
vention in Chicago managed to tag many notables, including I\linios’ 


Gov. William G. Stratton. Fizbee, 


a mythical character in Clark ra- 


dio spots, is running for commissioner of manholes (AA, May 16). 


Girls on the button distribution 


Cremerius, Alma Mazeika and Twyla Elliott 


team include Naomi Prinz, Jody 


Tatham-Laird, Chica- 


go, is the Clark agency 


JWT Seeks Local Rate 


for Dealer Radio Ads 


(Continued from Page 1) 


orders which we place with your 


Advertising Age, August 1, 1960 


‘Biscayne Denies 
Improper Actions 
in Channel 7 Case 


WaAsHINGTON, July 26—Biscayne 
Broadcasting Corp. today related 
its own version of the Miami 
Channel 7 case to the Federal 
Communications Commission, de- 
nying that it arranged off-the- 
record approaches to influence the 
vote of former Commissioner 
Richard A. Mack. 

The denial came after FCC's 
legal staff urged the commission 
to cancel the license for Channel 7 
held by Biscayne (AA, July 25). 
The FCC staff said Biscayne was 
among three applicants who tried 
to influence improperly FCC's de- 
cision concerning Channel 7 

The staff recommended that the 
three—Biscayne, South Florida 
Television Corp. and East Coast 
Television Corp.—be “absolutely 
disqualified” from further consid- 
eration in the case “or, in the al- 
ternative, their conduct should be 
weighed adversely against them in 
any future comparative consider- 
ation for the channel.” 


® In its answer to the commission, 
Biscayne contended, “There is no 
evidence that Biscayne made any 
entreaty, presentation, or induce- 
ment, outside the record, to any 
commissioner or that any commis- 


business in some cases but not in station for the Davenport FDAF.|sioner had any cause to [be em- 


others. The agency is paid the 
usual 15% commission, and in non- 
commissionable cases 15% is cus- 


“Thoughtful consideration of 
this request will be appreciated 
Attached is a reply form for your 


barrassed] by reason of any activi- 
ty engaged in by Biscayne.” 
Biscayne’s “proposed findings” 


tomarily added to the net rate, convenience. It will be helpful if | charge that South Florida and East 


whether local or national 
Representatives complained 
this latest effort to 


of 
downgrade 


broadcast rates, but they had no » The attached form asked sta-| 


you will send your reply prompt- 


Coast “are deserving of censure 
, and the judgment that each is un- 
|fit as a licensee.” 

In separate statements filed with 


assurance that stations generally tions for a yes or no answer to|FCC, South Florida admitted it 
would say no to one of spot radio’s three questions: (1) Do you have|paid $5,000 to Miami attorney 
very best clients despite the reps’ a single rate? (2) Will you accept| Thurman A. Whiteside in 1955 to 
efforts to hold the line on national | placement through an agency and | “find out where the pressures were 
rates. Answers to JWT's queries extend local rate? and (3) Will you|coming from” and to get the case 


aren't in yet, but some stations 


accept placement through Ford 


“opened up,” but no attempt was 


have indicated that they will re-| dealers advertising fund and ex-| made to influence Mr. Mack, the 
fuse to accept this business at a@\tend local rate? The agency also| company said. 


local rate. Single rate stations, of asked for two copies of the local | 


course, have no problem with Ford 
and JWT since they already charge 
the same basic rate to all buyers. 


its | 


rate card. 


In commenting on the rate situa- 
tion, John E. Pearson, head of the 


East Coast also paid $5,000 to 
|Miles H. Draper to start a “brush 
|fire” aimed at members of Con- 
gress and “to arouse public opin- 


'rep company which bears his name,|ion” against newspaper ownership 


s The JWT-Ford point of view— told AA that “our recommendation |of Channel 7. Biscayne is princi- 
that this is local money to be spent to stations has been, still is and al- | pally owned by major stockholders 
at local rates—was set forth suc-| ways will be that any consumer of the Miami Herald and the Mi- 
cinctly in the letters to radio sta- | product should be charged the rate |ami News. 


jtions. Here is a July 21 letter, 


you publish in Standard Rate & 


'signed by Norman A. Grant, of Data regardless of who buys the|® East Coast admitted that Mr 


| JWT's Chicago office: 

| “As you know, we serve as ad- 
| vertising counsel to the Davenport 
| Ford Dealers Advertising Fund. 


time and pays the bill.” + 


FTC Says Ads for 


quested a preliminary injunction | This is an association of Ford ‘Folk Medicine’ 


to prohibit Columbia and _ the 
Caedmon companies from enforc- 
ing any contracts already made or 
from making any new contracts 
|which would be in restraint of 
| trade. 

In April, 1960, the court ap- 
proved Goody’s reorganization 
plan in which it agreed to pay 
competitors 3% cash and 45% in 
installments over a 10-year peri- 
od. The company filed for the 
Chapter XI arrangement in March, 
1959, at which time its liabilities 
| totaled more than $5,000,000. + 


Sando Buys Auto Journal 
Sando Publications, Orange, Cal., 
j}has purchased Western Automo- 
| tive Journal, Los Angeles, and 
merged it with Motor West, effec- 


tive with the July issue. Ad rates | 


for Motor West will not be 
changed. 


|Hall to Diamond-Barnett 
| Judith Hall, 


|dealers whose purpose is to ad- 
|vertise and promote the sale of 
|Ford products, used cars, parts 
and service locally. 

“The Davenport FDAF receives 
jits funds through contributions 
| made by each local member, to be 
|}expended for local advertising on 
jan organized basis. The dealers 
\feel, and properly so, that since 
\these are local funds they should 
| be viewed the same as advertising 
|funds spent by any other local 
| merchant. 
| “As a consequence, the directors 


Book Are Misleading 


WasHINcTON, July 27—The Fed- 
eral Trade Commission filed a com- 
plaint today against Holt, Rinehart 
& Winston Inc., New York, charg- 
ing that one of its books, “Folk 


Medicine,” doesn’t live up to its| 


cure-all ad claims. 

The complaint alleges that the 
publishers, formerly Henry Holt & 
Co., falsely advertised that the 
book sets out a cure for numerous 
“nagging ills and chronic ailments 


Draper went too far in correspond- 
ence with Commissioner Mack by 
|seeking his vote, but added that 
\“for a lawyer who was unfamiliar 
|with FCC’s regulations, Mr. Dra- 
| per’s view was not unreasonable 
| Moreover, failure of Commissioner 
Mack to point out to Mr. Draper 
that his correspondence with him 
was partially improper also tends 
to make Mr. Draper’s conduct only 
slightly culpable, if at all.” 

Although a fourth applicant was 
not mentioned in the FCC report, 
it nevertheless filed an answer 
with the commission. The com- 
pany, Sunbeam Television Co., de- 
manded “absolute disqualification” 
of Biscayne, East Coast and South 
Florida. + 


|of the Davenport FDAF feel that | or diseases which defy convention- | 


jany advertising placed in behalf 
of the local Ford dealers should 


al medical diagnosis.” 


Schram Forms Plans Board 
Schram Advertising Co., Chi- 


qualify for the local rates on your |» The FTC complaint charges that | 480, has formed a plans board to 
station just the same as it would |the treatments listed in the book, |S¢Tve in the development of ad- 


direct. 


|“arrest, correct or cure” a host of 
‘conditions such as the common 


\@ “The fact that this money is/|cold, arthritis, kidney trouble, di- 
collected in a ‘pool’ or central fund | gestive disorders, high blood pres- 
| does not change in any respect the | sure, obesity, chronic fatigue, head- 


formerly vp Of | basic local character either as to| aches, hay fever, asthma, run down 


& Associates, Seattle (and an|Merre White Associates, has been jts origination or spending... The | feelings, lack of energy, sinus in- 
affiliate, Richard Montgomery & | appointed director of fashion pro-| pooling or central fund is merely |fections, lack of fertility, and oth- 


Associates, Portland); 
Constantine & Gardner; Cole & 
Weber; McCarty Co. of Washing- 
ton; Miller, MacKay, Hoeck & Har- 
tung; and Pacific/National, in ad- 
dition to Guild, Bascom & Bonfigli. 

Young & Rubicam inquired 
about the account, but, having no 


Barnett, New York agency. 


Bernsau Joins Wellington 
William H. Bernsau, formerly 
| with KYW, Cleveland, has joined 


Botsford, |motton and publicity of Diamond- | the employment of a system to ers. 
|provide coordination and timing | 


The complaint also objected to 


and greater effectiveness in the | the claim that the methods had 
|use of these local advertising mon- | been scientifically tested and were 


| ies. 


| “It is for these reasons we have | 


|a guide to good health. 
The company is granted 30 days 


| Wellman Co., Cleveland, as art di- | been asked to write you requesting |in which to file an answer to the 
\that the local rate be extended on | complaint. + 


rector. 


if the local dealer placed the order | written by Dr. D. C. Jarvis, will not | VeTtising, merchandising and pub- 


| lic relations strategy for its clients. 
Members are Ira P. Weinstein 
agency president; Raymond J 
Henning and Lawrence M. Cohen 
|vps and account executives; Fre 
S. Brody, pr director; Robert M 
Solomon, copy chief, and Hillard 
| Jasinski, art director. 


Naegele Promotes Perlich 

Neal A. Perlich has been named 
sales manager of the painted bul 
letin and poster department o 
Naegele Outdoor Advertising Co. 
Minneapolis. He formerly was a 
account executive for the company 
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results of Jack Gafford, Esq. 


Advertising Age 
630 Third Avenue 
New York 17, New York 


Ss e 
Christmas issue Pik oF 


Sometimes we're inclined to take the advertising trade press 
for granted. Then along comes an ad, keyed to produce direct 
returns, and our good judgment in choice of medias confirmed. 


A case in point is ESQUIRE'S Christmas Jubilee Special which 
ran in the April 18th issue of Advertising Age. 


This four page insert, anhouncing a trip to Europe Contest, to 
date has pulled over 2,000 entries from readers of Advertising 
Age--a remarkable number in relation to Advertising Age's 
total circulation. 


Equally significant to us is the quality of respondents, the high 
incidence of heads of advertising agencies, account executives, 
media directors, advertising managers and presidents of 

corporations. 


“We're delighted 
with the 


results * 


Says, SAMUEL FERBER 
Advertising Manager 
Esquire Magazine 


We're delighted with the results. 


etting results from advertising is one thing. But getting re- 
sponse from top echelon people in both industry and advertising 


agencies makes its mark with advertisers. It did with Esquire F gs 
ne impottouit to importouit people 


hy don’t you discover for yourself, the real performance 


available through Advertising Age? Advert ising Age 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
630 THIRD AVENUE - NEW YORK 17, NEW YORK 
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(Continued from Page 3) 
ably place most of its media bill- 
ings in the broadcast media via the 
networks headquartered in New 
York. 

A few pre-campaign ads may go 
into print media, but once the vote 
drive gets under way, state and lo- 
cal GOP organizations will receive 
ad mats and other material which 
they can place locally 


® Campaign Associates will oper- 
ate under the “anchor and loan” 
plan established by the American 
Assn. of Advertising Agencies and 
used during the 1956 Democratic 
campaign by Norman, Craig & 
Kummel 

Under the plan, men from vari- 
ous agencies will work for CA 
while remaining on their own 
agencies’ payrolis. CA will then re- 
imburse the agencies 

Already announced as on loan, 
besides Mr. Newton, are John 
Steer, vp and copy supervisor with 
Kudner Agency; Bruce Allen, of 
Lennen & Newell, and Paul Kaye, 
of Hixson & Jorgensen 

Mr. Newton said that about 50 
people will work for the agency in 
the course of the campaign. About 
half of these will form the core of 
the agency 

Mr. Newton said it is possible 
that the agency may take on addi- 
tional clients, but that “no one has 
approached us yet, and we're too 
busy to solicit business.” 


® As agency for the Republican 
National Committee, Campaign As- 
sociates will have the election of 
the Republican candidates for 
President and Vice-President as its 
prime mission. Candidates for con- 
gressional or state posts will work 


Portland's Union 
Newspaper to Go 
Daily in November 


PorTLAND, Ore., July 27—The 
Portland Reporter, tabloid pub- 
lished by unions in the strike 
against the Oregon Journal and 
Portland Oregonian (AA, Nov. 16, 
‘59, et. seq.), announced it means 
to establish a daily paper on or 
about Nov. 1. 

The twice-a-week Reporter has 
been carrying 32 tabloid pages an 
issue and is preparing to go to 
three-times-a-week, Robert D. 
Webb, publisher, told ADVERTISING 
Ace. The newspaper has free dis- 
tribution with approximately 125,- 
000 circulation in the Portland 
area only, and carries both display 
and classified advertising. 

Volume of classified has been 
heavy, and Mr. Webb said that a 
number of times in the last sev- 
eral weeks the Reporter has car- 
ried more classified than the Jour- 
nal of the same day. The move to 
thrice-weekly publication has been 
awaiting the arrival of additional 
equipment, particularly in stereo- 
typing. 


e As a daily, the Reporter will sell 
for 5¢ a copy or $1.25 a month, six 
days a week. Capital for the new 
paper will be raised through sale 
of stock to the public, Mr. Webb 
said. A request for registration is 
before the Securities & Exchange 
Commission now. 

Equipment for the daily already 
has been leased, Mr. Webb said, 
from the International Typograph- 
ical Union and consists of a com- 


Campaign Associates Gears Up for 
Appointment to Handle GOP Drive 


through state organizations, and 
CA will not work with them unless 
requested to do so by the national 
committee 


@ If this agency setup is successful, 
Mr. Newton said, the corporate 
structure will be retained after the 
election. But no matter what its 
financial success, the agency would 
be forbidden by law to return any 
money to its client, the GOP 

One press report said one of the 
reasons the agency was established 
was to avoid any “stigma” that 
might be attached to having a reg- 
ular Madison Ave. agency run the 
campaign, but Mr. Newton said “no 
such feeling was communicated to 
me.” 

He declined to reveal any hint 
of what was to come in the cam- 
paign, or how much the party will 
spend. In 1956, the Republicans re- 
ported they spent $2,180,000 on tv 
in the Presidential campaign, and 
$558,000 on radio 

Campaign Associates has opened 
offices at 52 Vanderbilt Ave. in 
New York, and expects to get 
quarters in Washington soon, prob- 
ably sharing space with a Republi- 
can group there 


GOP PLATFORM TOUCHES 
LIGHTLY ON AD FIELD 

Cuicaco, July 28—-The Republi- 
can Party's 1960 platform released 
this week contained no new pro- 
posals of interest to the advertising 
industry 

The closest approach to a state- 
ment referring to possible curbs on 
advertising came in the section de- 
voted to economic growth in busi- 
ness: 

The platform said the GOP fa- 
vored “spurring the economy by 
advancing the successful Eisen- 
hower-Nixon program fostering 
new and small business, by con- 
tinued active enforcement of the 
anti-trust laws, by protecting con- 


hazard and economic waste of 
fraudulent and criminal practices 
in the market place, and by keep- 
ing the federal government from 
unjustly competing with private 
enterprise upon which Americans 
mainly depend for their liveli- 
hood.” 

A plank in the government ad- 
ministration section reaffirmed the 
Republican’s desire to place the 
Post Office Department on a self- 


| sustaining basis. 


® In presenting proposals on mat- 
ters of health, the platform assert- 
ed: “In safeguarding the health of 
the nation the Eisenhower-Nixon 
administration's initiative has re- 
sulted in doubling the resources of 
the Food & Drug Administration 
and in giving it new legal weapons. 
More progress has been made dur- 
ing this period in protecting con- 
sumers against harmful food, drugs 
and cosmetics than in any other 
time in our history. We will con- 
tinue to give strong support to 
this consumer-protection plat- 
form.” # 


More Dodge Dealers To BBDO 
Dodge dealers in the Chicago} 


metropolitan area have named @ Martin adds that he was told | 


the your 


COMMUN atoms rate a cecetud lows * 
— 
&.c.rTe. 
BLOCK BUSTER—British Columbia Telephone Co., Vancouver, had a 


problem 


Its new marketing and sales department was virtually un- 


known to business men and its new equipment needed a good 
launching. James Lovick & Co. came up with answers which the 
client admits surprised it: Half-page “block-buster” newspaper 


insertions; light-hearted photos 


and free-wheeling copy. Biggest 


shock was cutting down the company signature to B.C. Tel. Results 

came fast with immediate equipment sales, and the client says, “Top 

marks to our agency: Kathy Campbell for the copy; John Mackillop 

directing the art; Gordon Hayward for getting the whole show on 
the road; Selwyn Pullan did the photography.” 


Sackel-Jackson Organizes: Billing Zooms 


(Continued from Page 1) 
Miller, an account executive at 
Jackson, as previously reported, 
will be advertising manager. Mari- 
on Mocheski, who was station pro- 
motion director at Jacksen, will be 
sales promotion manager. Mr. Sac- 
kel will serve on the Lestoil oper- 
ations committee and aid in the 
over-all direction of ad and mar- 
keting plans. 


se When he assumed the office of 
the Lestoil presidency in June, 
Mr. Hogan told Apvertrisinc AcE 
he was interested in getting his 
company away from the idea of a 


from $2,000,000 to $12,000,000 with Lestoil 


“captive house agency.” This point 
was stressed again this week when 
he said that house agencies “lack 
the creative and competitive mo- 
tivation so vital in today’s market.” 

And to point up its hopes of be- 
ing known as something more than 
the Lestoil agency, Sackel-Jackson 
said its future plans call for “vig- 
orous solicitation of major new ac- 
counts in a variety of fields.”” The 
agency currently lists about 20 
other accounts, including Everedy 
Co., another division of Standard 
International, and Bolta Co., where 


Mr. Hogan and Mr. Sackel worked | 


together for several years. + 


isumers and investors against the Martin Revson Plea 


Asks Look at Books 


New York, July 26—The bitter 
battle between the brothers Rev- 
son broke out anew this week, as 
papers were filed by Martin Rev- 
son against Charles, president of 
Revion Inc., seeking an examina- 
tion of the corporate books. 

Martin, Revion exec vp until 
his resignation in April, 1958, and 


still a major stockholder, wants | 


to know “the extent to which 
Revion Inc. found it necessary to 
borrow additional funds in order 
to complete the acquisition of 
Realistic Co.” earlier this year, 
and “how the acquisition was fi- 
nanced.” 

He also would like to examine 
the expense accounts of corporate 
executives and expenditures by 
Revion for automobiles, apart- 
ments, hotel suites and boats from 
1958 to 1960. Martin’s petition al- 
leges, “by way of example,” that 
early this month Revlon acquired 


,a $32,000 Rolls Royce, although it 
|still maintains 
|Cadillac limousine, customarily) 


a 1960 chauffered 


used by Charles Revson. 


ROY L. ALBERTSON 


BurraLo, July 28—Roy L. Al- 
|bertson Sr., founder and former 
owner of radio station WBNY, died 
Wednesday in his summer home in 
Prescott, Ariz. He was 61. Mr. Al- 
bertson retired from radio broad- 
casting in 1954 after a second heart 
| attack. 
| He retained his status as major 
|stockholder in station KNOT, 
| Flagstaff, owned by his son, Roy 
| Jr. 


| Mr. Albertson founded WBNY 
|in 1935, and sold the station to the 
| Nathan Straus Corp. in December, 
| 1959 for $610,000. Before founding 

WBNY, Mr. Albertson served five 
| years as station manager of WEBR, 
| Buffalo. 


_Waldman to Haas; Rothbardt 
Joins Beam as Ad Head 

| Neal Waldman has joined Rob- 
lert Haas Advertising, Chicago, 
as account executive and copy 
chief. He held a similar post with 
|Gordon & Hempstead for the past 
|several years. 

| The Haas agency changed 
name from Rothbardt & Haas upon 
the present departure of Adolph 
|M. Rothbardt, former president. 
Mr. Rothbardt joined James B. 


Batten, Barton, Durstine & Osborn |that prospective Revlon execu- | Beam Distilling Co. Aug. 1 as 


|to handle all advertising for their | 
Retail Selling Assn. At the same | 
time the Dodge dealers of the To- 
ledo metropolitan market have ap- 
pointed BBDO to handle group ad- 
vertising. Last March BBDO was 
named to handle national adver- 


tives were offered “exorbitant ex- 
pense accounts as an inducement 
to come with the company.” 
Revion has denied Martin ac- 
cess to the papers he requested, 
charging him, among other things, 
with an “ulterior purpose” in con- 


jadvertising director, 


| 


succeeding 
Barry Berish, who has been trans- 
ferred to Beam’s monopoly state 
operations. 


Buist Named Art Director 


its | 


Advertising Age, August 1, 1960 


CBC Sees Its Ad 


Income Dwindling 


Surplus from Ad Receipts 
May Be Last One; Private 
Broadcasting Begins Soon 


MONTREAL. July 26—It is costing 
the taxpayer approximately $1,- 
000,000 a week to keep the Canadi- 
an Broadcasting Corp. in business 
and, according to reports just ta- 
bled in Parliament by the CBC and 
the Board of Broadcast Governors, 
there is every indication that costs 
soon will start to increase. 


® The extra cost in the future may 
be felt as the CBC, its present tv 
monopoly in major centers soon 
to be ended by private competi- 
tion, turns increasingly to the so- 
called “public service” program- 
ming on which CBC policy usually 
forbids advertising revenue 

In addition, with 93% of Can- 
ada’s 17,000,000 population now 
covered by a mixture of CBC and 
private tv, it will probably fall to 
the publicly owned corporation to 
expand tv into remaining thinly 
settled areas which offer no prof- 
it potential for private interests. 

Over-all cost of CBC operations 
for the year just ended exceeded 
$102,200,000. Included were $2,- 
005,884 for its international serv- 
ice, the multi-language shortwave 
operation beamed chiefly to Eu- 
rope, and $6,259,935 for meeting 
the capital expenses of CBC ex- 
pansion. Both bills were paid by 
the federal treasury. 


® But the biggest outlay by the 
CBC was in operating its domes- | 
tic radio and tv. operations, in- 
cluding the various networks. This 
ran to $94,039,765 in 1959-’60. Be- 
fore the year began the federal 
treasury made a $58,404,000 con- 
tribution as a parliamentary grant. 
When the year ended the cor- 
|poration found that its drive for 
more commercial revenue ex- 
ceeded expectations by $4,000,000, 
with the result that combined ra- 
dio-tv income was up 18.3%, to a 
gross $38,162,337, with more than 
90% of it from tv. Other revenue 
boosted the total to $38,653,000. The 
result was that CBC didn’t have to 
use $6,103,772 of its government 
grant. The money will be turned 
back to the Canadian treasury. 


|® Meanwhile, CBC foresees an end 
to its increasing revenues as a re- 
sult of competition from private tv, 
soon to begin operations in eight 
major cities, following the govern- 
ment’s decision to end the old sin- 
gle-channel policy. Such competi- 
tion “may have the effect of re- 
versing this trend toward steadily 
\rising CBC income from advertis- 
/ers,” the report said. 

| But the report also made clear 
|that the CBC doesn’t intend to 
| budge, even in the face of private 
|competition for audiences and ad- 
vertising, from its present pro- 
gramming policy. + 


‘Reuter & Bragdon Adds Two 
Reuter & Bragdon, New York 
| and Pittsburgh, has appointed Wil- 
\liam F. Minnick promotion and 
media director and Roy Woods 
consumer products account execu- 
tive. Mr. Minnick was formerly 
| director of advertising and public 
| relations of the Instrument Soci- 
|ety of America. Mr. Woods was 
formerly a consumer products 
| marketing man for Batten, Barton, 
Durstine & Osborn. 


Creative Advertising Agency, | 


plete newspaper plant at Miami. tising for Dodge and later acquired 

Some other equipment also will be | the division’s Canadian and inter- 

bought, Mr. Webb added, “so as to national business. 

be. fully competitive.” | Last week BBDO was named to 
The Journal and Oregonian con-jhandle the Detroit area Retail 

tinue publication in spite of token|Selling Assn. of Dodge dealers 

picket lines. + (AA, July 25). 


nection with his already pending 
lawsuit for the recovery of $600,000 
(AA, March 21) and adding that he 
already is more familiar than most 
stockholders with the information 
he requests. 


The court has reserved decision. 


Grand Rapids, Mich., has appoint- |Michiana Names Hamilton 

ed Alan R. Buist art director. Be- | W. Thomas Hamilton, manager 
fore joining Creative in April, Mr.| of WNDU, South Bend, Ind., has 
Buist had been with Cartoonists | been named general manager of 
Inc., W. Dwight Smith Studios, | Michiana Telecasting Corp., owner 
and Domestic Engineering Pub- | of WNDU and WNDU-TV. He suc- 
lications, Chicago. |ceeds the late Bernard C. Barth. 
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New Products Council 
Issues Manual on 
Promotions in Supers 


Curcaco, July 27—A new man- 
ual for supermarket promotions, 
detailing the relationships among 
types of product, store types and 
methods of promotion, has been 
published by the supermarket 
products division of the New Prod- 
ucts Council. 

“Manual of Promotion at Super- 
markets” was written by Laurence 
E. Korwin, director of the council. 

It is divided into four parts. The 
first three explain the various 
types of products (grouped by fac- 
tors which affect the type of pro- 
motion used), the kinds of store 
images and the methods of pro- 
motion. The fourth section fits the 
three factors together. 

The manual is available from 
the council, 333 N. Michigan Ave., 
for $5 per copy. Quantity discounts 
are available. = 


Advertising Age, August 1, 


Dix Opens Own Company 


Warren R. Dix has opened a new 
advertising consulting company 
with offices at 521 Empire Blidg., 
Pittsburgh. Mr. Dix had been an 
account supervisor for the past 
three years with the Pittsburgh of- 
fice of Fuller & Smith & Ross. 
Working with manufacturers, re- 
tailers and agencies, Mr. Dix will 
specialize in the planning and ex- 
ecution of promotion programs, 


sales presentations, public relations 


and marketing research. 


“Western Industry’ Adds 2 

Western Industry, San Francis- 
co, has appointed Roger Thorsen 
midwestern manager and Donald J. 
Stroop as eastern manager in 
charge of advertising sales. Mr. 
Thorsen formerly with Life Inter- 
national and Sports Ilustrated, 
will headquarter in Winnetka, II. 
Mr. Stroop, previously a sales rep- 
resentative for Chemical Engineer- 
ing Progress, will headquarter in 
Tenafly, N.J. 


97 


|Greenaway Elected President 

Paul Greenaway, Florida Power 
& Light Co., Miami, has been elect- 
ed governor of the Advertising 
Federation of America’s fourth dis- 
trict. Also elected were: Joe Kel- 
ly, Chamber of Commerce, Jack- 
sonville, Ist lt. gov.; William S. 
Doyle, Gold Coast Publications, 
| Ft. Lauderdale, 2nd It. gov.; Thom- 
as Bonneville, Tom Bonneville Ad- 


/vertising Specialties, Orlando, 
treasurer, and Richard L. Ashe, 
Lakeland, corresponding  secre- 
| tary. 


_MclIntyre Named Media Head 
| Glenn McIntyre has joined Van 
| der Boom, Hunt, McNaughton, Los 
| Angeles, as media director. Mr. 
| McIntyre was formerly with Mc- 
| Donald-Thompson, Los Angeles. 


For Sales at a [POF If 


NEW DRiit—Liberty Distributors, Philadelphia, a group of 26 hard- | 
ware wholesalers across the nation, is using spreads in hardware ‘Solar Boosts Schmidt 

trade publications during August to introduce a power drill, the | Solar Aircraft Co., San Diego, 
first of a line of exclusive power tools it will market. Liberty Dis- | has appointed Robin Schmidt di- 
tributors claims this will be the first time independent retailers will | rector of public relations and ad- 
have their own line of power tools to sell. Circulars, ad mats, en- | vertising. Mr. Schmidt joined So- 


velope stuffers, two-color banners 


, pennants, illustrated price cards, 


radio and tv copy will be provided to 2,500 retailers. 


Stockholders Know 
Little of Ad Policies, 


Survey Reveals | 


New York, July 27—The Uni-| 
jted Shareholders of America has 
come up with a survey which | 
shows that—-statistically, at least— 
nearly three out of four of the 
nation’s stockholders are woefully 


Ad Clinic #16 


(a transparent device to get 
you to read this Sheraton ad) 


by Sam St. Cyr 


7 ignorant of advertising policies of 
Avoid overstatement Seaete © ae Se ae 


The group, a non-profit organi- 
zation dedicated to a more in- 
formed stockholder, checked 2,000 | 
owners of common stock for their 
“knowledge-ignorance” quotient in 
investment matters and concluded 


YOU CAN 
GET FREE, 


Who ever heard of that stockholders were generally 
104-PAGE anybody — much less pretty ignorant, particularly in the | 
HOTEL BOOKLET a hetel company — os Se | 
offering a © Of the total number of share-| 
104-page brochure? holders surveyed, for example, on- 
And free, yet. ly 27% claimed to have “any| 
familiarity whatsoever” with ad) 
This ad must be policies of their holdings, while | 
promising more than 73% confessed complete ignorance 
SHERATON HOTELS it can deliver. |the survey indicated. What's more, 


only 11% of those replying affirm- 
atively would hazard a guess on 
their holding’s ad budget. Of this 
number, nine out of ten stock- 
holders were in “severe error.” 

Some examples: 


e One shareholder in Ford Motor | 
\Co. estimated that Ford invested 
$50,000 in advertising in 1959 as 
jagainst an actual figure of some) 
1961, 700,000. 


le The ad budget of General Foods, | 
estimated at $61,000,000 last year, 
was placed at $60,000 by the com- | 


Beg pardon, sir. You can indeed get this 104-page, fact- 
packed brochure — free. Contains dope on all 54 Sheraton 
Hotels, how to get a confirmed room reservation anywhere 
-in 4 seconds with Sheraton’s electronic RESERV ATRON, 
etc. To get booklet (and to prove you read this ad), write: 
Sheraton Corp., Ad Age Ad #16, 470 Atlantic Ave., Boston, 
Massachusetts. 


ae DETROIT 


11 YEARS OF LEADERSHIP IN THE NATION'S Sth MARKET 


WJBKeTV 


the STORER station backed by 
33 years of responsible broadcasting | 


“OVERALL SIGN-ON TO SIGN.OFF 


FIRS Tin rive of six 3-4r 
CATEGORIES: 6 AM TO MIDNIGHT 


+ 
NEILSEN APR. 1960 


|e General Motors, 


|@ For those concerned with prod- 


\found that 51% could not name a 
|single product or service of any) 
|company in which they own stock. | 


|General Motors as a gasoline mar- | 
|keter; Sterling Drug as a silver 


»|@ All of this, concluded Benjamin 


|'to stockholders on request to the 


Official Films Syndicates 


_| “Playboy Penthouse” 


| was 
| publisher of Playboy. 


‘DFPA Promotes McQuilkin 


pany shareholders. 


which placed 


an estimated $110,600,000 in ads) 


last year, was thought by stock- | 
|holders to have spent $100,000 tops 


in advertising its products. 


uct and corporate imagery, the 


|survey also had some surprises. Of | 


the total number of shareholders 
surveyed (some three out of four 
college educated), the researchers 


Of the 49% claiming to have. 
knowledge of their holdings, 6% 
failed to name products of corpo- 
rations on their investment lists. 
Some examples of wrong answers | 
included stockholder listing of Bell 
& Howell as an aircraft company; 


|company; Raytheon as a uranium 
|}company; Swift as a truck maker; 
and Merck (drugs) as a food com- 
pany. 


A. Javits, president of the group, 
provides an image of America’s | 
investors that “is even more shock- | 
ing than might have been expect- | 


ed.” 


Copies of the report will be sent 


organization at 630 Fifth Ave., 
New York, or 1593 K St. N. W., 
Washington. # 


‘Playboy Penthouse’ Series 
Official Films, New York, will 
syndicate a series of 26 one-hour | 
tv shows | 
| beginning this fall. The agreement 
made with Hugh Hefner, 


Duane G. McQuilkin has been | 
named merchandising director of | 
Douglas Fir Plywood Assn., Ta-| 
coma. Mr. McQuilkin, who joined | 
the association in 1955, succeeds | 
Dan B. Sedgwick, who is joining | 
| George W. Fotis & Associates, New 
York, management consultant. 


Gingery Joins Seed Company 
Lee E. Gingery has been named | 
jadvertising manager of Henry 
Field Seed & Nursery Co., Shen-| 
andoah, Ia. He formerly was cir- | 
culation manager of Modern Hand- | 
icraft Inc., Kansas City. 


Swenson Joins Knox Reeves 


Vernon L. Swenson has joined 
Knox Reeves Advertising, Minne- 


| apolis, as media evaluation super-_ 


| visor. He formerly was a media su- 
|pervisor with Procter & Gembte} 
'Co., Cincinnati. 


lar in 1957. 


ee 


For ans 


oyness WW 


the 2nd largest 
market in the 
nation’s 2nd largest 
market 


it by advertising 
in the only newspaper 
which covers it. 


The powerful 
selling force 
for advertisers 
in the 
Long Beach 
part of the 
Los Angeles- 
Long Beach 
Metropolitan 
Area is the 


Independent 
Press - Telegram 


Morning 


Evening Sunday 


LONG BEACH, CALIFORNIA 
THE INTERNATIONAL CITY 
Represented nationally by 


RIDDER-JOHNS, INC. 
MEMBER METRO COMICS GROUP 
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AVERAGE PAID 


HELP WANTED 


SOLID OPPORTU 
YOUNG AD MAN 

Ad department of brand-name manufac 
turer located in South needs versatile 
administrator-copywriter with 3-5 years 
direct experience in agency or company 
No tep-level job this, but one with def 
inite potential for right man. Job requires 
definite creative ability copy writing 
know-how, seme production knowledge 
Industrial and-or package goods experi 
ence heipful. No real salary problem for 
right man. Give experience resume, s!- 
ary requirements, in first letter 

Box 39904, ADVERTISING AGE 

200 KE lilinots St.. Chicago 11, Nilinots 
io 5 
Advertising Agencies or Agents 
Wanted 

National Anglo-Jewish Weekly seeks rep 
resentatives throwghout the country 
contact 


The Jewish Press 
42) Serf Avenue 
Breokiyn 14. N.Y 
ART DEPARTMENT MANAGER 
Financially sound, emall town agency in 
Central Dilinois has opening for Art Dept 
Manager Prefer agricultural background 
Must be able to handle all phases art to 
printing. Salary $6,500 to $7,500 depending 
on experience and qualifications 
Box 3937, ADVERTISING AGE 
200 FE. Iilinois St., Chicago 11, Ulinots 
TABLOID SPACE SALES 
Man wanted to sell established 
promising publication, very promising in 
dustry. Experience in sales of space in 
“response type" publication desirable 
Chicago location 
Box 3921. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Uilinots 
COMMERCIAL ARTIST—Young 
versatile, experienced, strong in layout 
and design. Excellent opportunity in pro 
greasive North Carolina advertising agen 
cy. Send complete resume for N.Y. inter 
view 


tabloid 


man 


Box 3922, ADVERTISING AGE 

200 FE. Tilinoie St., Chicago 11, Uilinois 
SPACE SALESMAN 
For Eastern Territory Must live 
to New York City-Extensive 
Advertising or Intangible Sales Experi 
ence required—Substantial draw against 
commission Top opportunity for creative 
planner, with ambition and real desire 
for managerial position. Send resume of 
experience and record of accomplishment 
We will respect your confidence 
Box 3926, ADVERTISING AGE 
200 EF. Iilinots St.. Chicago 11, Illinots 
COPY CONTACT MAN 

Must have some billing. We have 
plete art, copy and photo facilities. Salary 
and bonus. All replies in complete con 
fidence. Please do not phone. We will con- 
tact you. Send complete data to Mary 
Brown, Edelstein-Nelson Advertising 
Agency, Inc., 18 N. Wabash Ave., Ch 
cage |, Tilinets 
Hundreds of $7,000-$35,000 executive jobs 
available. Get Free Report, Strict confi- 
dence 
FB. Jackson, 007G, Chicage 4 


adjacent 
travel 


com 


National Employment Reports, %0 | 


Wanted 
Advertising Manager 
Selective readership executive chefs and 
gourmeta magazine rapidly expanding, 
looks for young, creative publishing sas- 
sociate to develop advertising sales de 
pertment. Covers food and liquor field 
Excellent opportunity for college grad 
uate with publishing experience 
Box 2063, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y 
ADVERTISING COPYWRITER PLUS 
Leading farm and industrial equipment 
manufacturer in Middie West seeks writer 


interested in long-term association In 
itiative and imagination essential to de- 
velop all types of advertising materiais 
Challenging position with opportunity for 
edvancement. ideal working conditions 
Salary commensurate with ability. Write 
in confidence. giving resume and salary 
requirements 
Rox 3967, ADVERTISING AGE 


200 © lilinote St.. Chicago 11, Illinois 
a * COPYWwRithk 


Agency wants writer Male 
with minimum of 5 years 
perience in print copy Plodders 
apply Must be imaginative 
Good starting salary. Write 
Box 3953, ADVERTISING AGE 
200 &. lilinots St., Chicago 11, Illinois 
Partner wanted to form new Adv. Agen 
ey NYC Must control $150,000 billings 
Box 3969. ADVERTISING AGE 
430 Third Avenue, New York 17. N.Y 
Advertising Space Saleaeman. Single book 
publisher located in New York City re 
quires strong young salesman for leading 
electronic magazine. Knowledge of elec- 
tronics helpful but not essential. Send 
resume including salary requirements 
Box 3944, ADVERTISING AGE 
630 Third Ave... New York 17, N. ¥ 
ARE YOU A FOOD EHTTOR WIT A 
LIMITED HORIZON? 
Chicago food trade publication with na 
tional circulation wants assistant editor 
Under 30. Some traveling, write articles 
warehouse and retail operations Monthly, 
24,000 circ. If you now 
state or regional book, here's chance to 
step up to national scene. Send resume, 
state salary desired. Write 
Box 3964, ADVERTISING AGE 
200 EF. LUlinois St., Chicago 11, Illinois 
COMPTROLLER. One of the fastest grow- 
ing agencies in the midwest needs you 
if you can take over in the areas of ac- 
counting, budgeting. systems, personne! 
and office management. This is an un 
usual opportunity to become a key man 
in our organization very quickly. Reply 
in confidence giving complete history 
and salary requirement 
Box 3966. ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 


~~ MOLENE PERSONNEL SERVICE 


Chicago 
female 


or 
ex 
don't 
versatile 


publicity editors 
adv. manager copywriters 
artists media production sales 
All is grist which comes to our mill” 


report or edit for | 


| 


| ANdover 38-44%, 105 W. Adams 8t., Chgo 3 | 


SEAL OF APPROVAL MANAGER 


Chatelaine, Canada's leading 
magazine for women, has an open- 
ing for a household economics 
graduate with experience in tex- 
tile research, and food technology. 
This position which entails testing 
and research with household prod- 
ucts, requires a vivacious person 
who would also be willing to do 
some travelling, some writing and 
some public relations work 

This is a career opportunity and 
carries a salary commensurate 
with experience. 


Send complete resume to: 


PERSONNEL MANAGER 
MacLean Hunter Publishing Co. Limited 
481 University Avenue 
Toronto 2, Ontario, Canada 


College 
TEACHER 
@ Advertising 
@ Marketing 
@ Selling 


After 4 years as part-time instruc- 
tor in a state university, I wish to 
devote full time to teaching. Over 
20 years with a business paper 
ublisher, two well known manu- 
acturers of nationally advertised 
consumer durable goods (adver- 
tising manager of one) and two 
advertising agencies (now vice- 
president) plus two extended pe- 
riods of military service. Author 
of articles in leading advertisi 
trade magazine. Available for Fail 
term if given sufficient time to 
agreeably terminate existing com- 
mitments. Box 310, Advertisi 
es Third Avenue, New Yor 


EIGHT SECRETARIES . 

TWO ESTIMATORS... 

TWO FORWARDERS........... 
ONE BUDGET CONTROLLER. 


GOOD GIRLS ARE HARD TO FIND..... 


Especially if you are setting up a new account during vacation time and 
you want to hold to the high level of the fine group you already have. 
The agency we're screening for—one of the best paying and the fastest 
growing in the Loop—knows it too, 
They still want two or more years ad experience, good skills and job 
know ledge—and even a few stars in your eyes. If this includes you and you 
think it's time for a change, we'd like to hear from you 


. FOR A START WE'D LIKE..... 


but they won't let us off the hook. 


NOW! 


Assorted gals for assorted guys. 
...To combine brains and figures. 
Eager to advance. 
or a pretty good budget. 
Copy, media, and you name it. 


But we can get really serious about your future-when you call . . . 


Vincent Ferrara 
LIFE PERSONNEL SERVICE 


DEarborn 2-3885 


(maximum 


POSITIONS WANTED 


POSITIONS WANTED 


ACCOUNT EXECUTIVE 
Strong marketing beckground primarily 


major food accounts Exp all phases ac- 
count management large & emall) im 
meat packing, beby foods, dairy, candy 
menswear industries Aggressive, young 
(31). top references $16,900-618,000 
Box 3907, ADVERTISING AGE 
St.. Chicago ii, lilinots 
PUBLIC RELATIONS 
ed newspaperman offers taste and 
economy for Chicago clients 


Box 38956. ADVERTISING AGE 
200 E. Iilinois St.. Chicago 11, Illinois 


EXPERIENCED OM COPYWRITER 


Beckground: insurance, sevings and loan 
books. Some space, radio Seek challenge 
growth. 68.000. College grad Age 31 
Single 


Box 3932, ADVERTISING AGE 
200 ©. lilinois St. Chicago 11, Ilinois 
ane PREE LANCE 


LAYOUT & PRODUCTION 
Do 


you need expert assistance in pro 
ducing your bookiets, ads, packages and 
other printed matter or TV com 
mercials. Contact 
T McLeughiin 1 72-3656 
619 Chieagoe ti, mM 


ELECT AD MAN TO AGCY OR INDUST 
Varied ad prom exp 7 yrs mag. & indust 
S/P mar; idea-copy prd. Family, 31, MBA 
Box 3960, ADVERTISING AGE 
630 Third Avenue, New York 17, N.Y 
A.E. OR MEDIA 
Solid experience in Mktg.. Media and Re- 
search. Consumer and Industrial. Plan- 
ning and Administration. Responsible for 
placement of $2,000,000 in Consumer and 


Business publications. Knowledge Copy 
and Production. Age 3%, married, two 
children. Will relocate. Resume on re- 
quest 


Box 3951, ADVERTISING AGE 
630 Third Ave, New York 17, N. ¥ 
POINT-OF -PURCHASE 
Cardboard Construction-Model Maker Pa- 


per Sculptor-Animations Lighting-Vac- 
uum Forming Comp  Lettering-Finish 
Lettering 


Box 3955, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y¥ 


Seek 


PETROLEUM MARKETER 
The big picture or any part. Southwest- 
ern background, have developed dra- 
matic new approach 
Box 3954, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ill 
ACCOUNT EXECUTIVE 
AD MANAGER 
Unusually successful ad executive. Now 
VP and account supervisor with top ten 
agency Former AM with major client 
Strong marketing background with 


con- 
sumer products. Knows all phases. Ex- 
cellent new business potential. In W's 
Will relocate 
Box 3956, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ill 
NEOPHYTE 
Advertising Major graduating this Au- 


gust from SUI. Seeks place in an organ- 


ization in which he can learn, improve, 
and move upward. Married; 28; veteran 
Two years speciality sales experience 
Sells creatively through both personal 
presentation and media (TV. and film 
included Accustomed to responsibility 
Will relocate anywhere in the U.S. Resume 
awaiting your solicitation. Write today to 
KR. L. Gransew 


340 South Park, lowa City, lows 
“GA AGENCY EXPERIENCE ACCOUNT 
CONTACT. HEAVY TV-RADIO BACK- 
GROUND. NEW BUSINESS SOLICITA- 
TION. TOP FLIGHT SOBER FAMILY 
MAN 


A! 
Box 3967, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


REPRESENTATIVES WANTED 


industrious 
and now active 


salesman experienced 
in aerospace magazine 
space sales for long-established, prestige 
monthly. Must be West Coast resident, 
preferably Los Angeles. Salary, commis 
sion and managerial future for right man 
Inte: views L.A. early August. All replies 
ackno wiedged. Send complete resume in 
confiden ¢ 
Box 3946, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


WANTED: Midwest Advertising Space 
Sales, N. Y. Food Trade Pub. Must know 


trade paper field» Excellent opportunity 
for good man. Work on own after indoc- 
trination. Full cooperation from home of- 
fice. Write background and salary re- 
quirements 
Box 3917, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


WANT TO TALK 

What is the latest trend in good 
house organs? The editorial peo- 
ple at Gebbie Press who read 
4,000 house organs every month 
know—and they'll be glad to 
talk your arm off if you'll let 
them. CI 7-0934. Gebbie Press, 
151 W. 48, NYC. 


DON HARRIS NEEDS: 
TV-PRINT WRITER. Relaxed, big-account 
shop wants pro who doesn't need pres- 

sures to keep him doing his best 
$18-$20M + 
NEW PRODUCTS DIRECTOR. Marketer 
from lab through test markets $§18-¢20M 
LAST CALL: AE. package goods, to grow 
into shoes of account supervisor on ma- 

jor national account 
PROPRIETAR?T-COSMETIC 
Print, TV or both Heavily experienced 
$14-617M 
TV-PRINT WRITER (can be woman) 
Pood, other package goods. Major office 
of major agency $15M 
COPY, young. promising. Print. Growth 
job. Major Agency To $10M 

DON HARRIS, DIRECTOR 


18 EB. Jackson, Chicago, Ilinets 


MEDIA 
Planner-Buyer 


MINNEAPOLIS 


Help build your own future 
with fast growing agency 
working on choice ac- 
counts. We need research- 
minded media man (or 
woman) strong in televi- 
sion, radio. Salary open. 
Immediate. Send detailed 
letter and resume. 


Box 315, Advertising Age 
200 E. iilinois Street 


WE CAN'T GET 
ENOUGH ARTISTS! 


—especially young men—men who 
want a future more than a foothold. 
From novices to “‘pros”—$5000 to 
$15,000—coast to coast. Some for 
keylining and paste-up—some for 
layouts, from catalogs to national 
campaigns—some for sparkling com- 
rehensives—some for finishing or 
lhustrating. If you're going to move 
MOVE UP by coming where the 
good jobs are! Write, phone or Come 
in t-o-0-0-d-a-a-y! 


Cliff Knoble—Consultant 
Advertising —Marketing 
IMPERIAL PERSONNEL 

37 S. Wabash—Chicago—fr. 2-4233 


SPECIAL NOTICE TO: 
ADVERTISING & AD AGENCIES 


If you seek prompt, exclusive, 
intelligent & confidential han- 
dling of needs for advertising & 
related manpower, please be 
sure to address all inquiries to 
my personal attention. My de- 
partment is now staffed to take 
care of every requirement re- 
gardiess of category or income 
level. A phone call, telegram or 
letter outlining your needs will 
be given immediate attention. 


George E. Pytkas 
Manager — Adv. Div. 
CADILLAC ASSOCIATES, INC. 
29 E. Madison Bidg. — Chicago 
Financial 6-9400 


Individual “Chicago representative inter- 
ested joining another Chicago individual 
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Rates; $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 

two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box aumber. Closing deadline: Copy in written form in Chicago 
othce not later than noon, Wednesday 5 days preceding publication date 
Coan Representative (Classified only); Classified Deparumenss, Inc., 4041 Maritog 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles; Monday noon, 
7 days preceding publication dace. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply 


REPRESENTATIVES WANTED 


rep for mutual advantages 


Box 3962, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


Pacific 


Representatives 
fields 


“BOAT NEWS" — POOL NEWS” 
for these 2 


New York, Chicago 


Les Angeles 5, Calif. 


proven 
New weekly publications w /guar- 
anteed circulation. Need experienced reps 
Atlantic Sea- 
board, Florida and Gulf States 
General Publications, 
ern Ave 
DUnkirk 17-8201 


Ld... 354 8. West- 
Phene 


630 Third Ave 


and equipment advertising 


Box 3961, ADVERTISING AGE 


New York 17, N. ¥ 


DETRONT-O10 AREA. To sell institn- 
tional 


for 
well-established trade publication 


MISCELLANEOUS 


Eng. brk. 3 bedrms 
idential 
per mo. Call Mrs. Coulter 


M1 Lincein, Winnetka 


GLENCOE 


neighborhood. 2 yr. lease 
BAUMANN-COOK 


1% baths. Quiet res- 
$300 


Big selection 
poses 


FREE STOCK PHOTO CATALOG 
Baby, children all 
Exclusive use. Low cost 
Gaild, 5032-20 Lankershim 
Nerth Helly weed, Calif. 


ages, 


DO YOU NEED 
Copywriters, Ad Managers, 
Production People, Artists? WE 
HAVE THEM! Check with 

MARAMAC PERSONNEL 


5 No. Wabash, Chicago 2 
RA 6-3538 


IF IT’S IDEAS YOU 
WAN 


Young creative individual, strong 
on layout and design, seeks chal- 
lenging position with ad agency 
Portfolio available. Box 27R644, AD- 
VERTISING AGE, 4041 Mariton 
Ave., Los Angeles 8, Calif. 


ACCOUNT 
EXECUTIVE 
POSITION 


We are looking for an experi- 
enced industrial advertising man 
who can handle both creative 
and contact job on large indus- 
trial accounts. 

Age between 30 & 40. Must 
be aggressive, good writer, self- 
starter. 


Send resume to: 

S. D. Gimbel 
MARSTELLER, RICKARD, 
GEBHARDT & REED, INC. 
185 North Wabash Avenue 

Chicago 1, tlinois 


CREATIVE DIRECTOR 
WITH A DREAM 


Years of top level agency and 
studio positions have never killed 
my dream of being a company art 
or creative director, the desire to 
develop a company image still 
burns strong. Highly creative de- 
signer, everything from ad to 
brochure to house organ; sales 
and PR oriented; proven adminis- 
trator. Will consider interesting 
agency position. Will relocate. 
Box 312, Advertising Age 


630 Third Avenue 
New York 17, New York 


RE TES 


FOR EXECUTIVES ONLY 


@ Sr. & Jr. Account Executives 
@ Marketing & Market Research 
@ Copy Writers 
© Public Relations 
Positions now available from $5,500 to $62,000 
DRAKE PERSONNEL, INC. 


29 East Madison Bidg. * Chicago 2, Illinois * Financial 6-8700 
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Stock 24 Sheet Posters 
Christmas and General 
Miniatures & Cotalog 
Postpaid Free 
Posters Div. of 
DAUGHERTY SIGH COMPANY 
521 Bread St. 


Chattanooga 2, Tenn. 


The Midwest s 
+. a i 
vr 
service for Adv.+ Art & 
allied fields 
By appointment only 
67 E. MADISON - SUITE 1418 
CHICAGO 2, Il! 
CEntral 6-5670 


EDWARD G. DOODY 

St. Lours, July 26—Edward G. 
Doody, 49, president of Edward G. 
Doody Co., market analysis and 
research firm, died following a 
heart attack July 22. Mr. Doody 
had been admitted to the hospital 
after becoming ill the previous 
evening. 

His company conducted surveys 
and made market research studies 
for businesses in St. Louis and 
elsewhere in the nation. 

Mr. Doody was immediate past 
‘president of the Advertising Club 


PROFITABLE REGIONAL BI-MONTHLY 
TRADE PUBLICATION FOR SALE 


In flourishing industry. No compe- 
tition. Ideal for multiple publisher 

jce $60,000 cash. No brokers, 
please 


Box 313, Advertising Age 
200 E. Illinois St., Chicago 11 


Agencies .. Ad Managers . . Art Studios: 


GOT A HOT JOB 


THAT NEEDS COPYWRITING? 
Douse the fire 
quickly, expertly, 

4 with part-time 

advertising aid! 


Cali HOLDEN 
WA 2-6355 (Chicago) 


AN INVITATION TO 
CHICAGO COPY CHIEFS 
+ « « and their secretaries 


You are invited to send for the 
resume of a creative copy man 
with more than ten years ex- 
perience in 4A agencies—senior 
writer with supervisory experi- 
ence. 


Box 316, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


THIS MAN 
WANTS MORE 
RESPONSIBILITY! 

Now an account executive, he 
also has solid copy experience. 
He knows marketing and mer- 
chandising, is familiar with 
media, and can express his 
views clearly and concisely. He 
is a good man in meetings and 
works well with other ple. 
Earnings in seidclbve-diauben 
Will work for agency or _ 
vertiser. Box 317, Advertising 
Age, 200 E. Illinois St., Chicago 
11, Illinois. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
129 HDRTH LAsed STHERT CHICAGO ) KLINOM 


PUBLICITY 


COMMERCIAL 
CONVENTION INDUSTRIAL 


CAN YOU SELL ADVERTISING? 
Top industry magazine needs regional 
menager Cleveland or Detroit. Terri- 
tery not covered now. Successful sales 
record required. $9-10,000 * lib- 
eral Send r 


Third Avenue, 
ork. 


of St. Louis and was long active in 
the organization’s annual gridiron 
dinners. He was also a guarantor 
‘of the St. Louis Municipal Opera. 


WILLIAM J. COBB 

| Newton, N. J., July 26—William 
J. Cobb, 48, noted statistician and 
vp of Datatab Inc., New York, was 
killed in an automobile accident 


outside of Newton on July 23. Mr. | 


Cobb was a passenger in a car. He 
was on his way to his summer 
home here. 

Mr. Cobb spent 20 years in the 
field of sampling and _ statistics, 
first working in Washington with 
J. Stevens Stock and Lester Fran- 
kel at the Work Project Adminis- 
| tration and U. S. Census Bureau. 
| In 1948, he went to Tokyo to 
| redesign the Japanese probability 
|samples used in national surveys. 
He then became a private consult- 
jant before joining W. R. Simmons 
|& Associates in 1956. He joined 
| Datatab last year. 

Mr. Cobb was co-author of the 
| book, “Interviewing in Social Re- 
| search.” 


Davy Elected Club President 
Jim Davy, Fitzpatrick & Asso- 
ciates, has been elected president 
of the Los Angeles chapter of 
American Assn. of Newspaper Rep- 
resentatives. At the same time, 
Chuck Rundall, O’Mara & Orms- 
bee, was elected vp, and Hal 
Tucker, Cresmer & Woodward, 
was elected secretary-treasurer. 


Futrell Elected Club President 

Ashley Futrell, editor and pub- 
lisher of the Washington Daily 
News, has been elected president 
of the North Carolina Press Assn. 
At the same time Gordon Tom- 
linson, Mocksville Enterprise, was 
elected vp, and J. D. Fitz, Morg- 
anton News-Herald, was re-elect- 
ed secretary-treasurer. 


Allen Hollander Names Stone 

S. Byron Stone has been ap- 
pointed advertising sales promo- 
tion manager of Allen Hollander 
Co., New York. Prior to joining 
Hollander, Mr. Stone was adver- 
tising sales promotion manager of 
Typhoon Air Conditioning Co., di- 
vision of Hupp Corp., New York. 


POSITION DESIRED: ADVERTISING SALESMAN 
Seasoned ad-man seeks position. Experi- 
ence includes advertising sales for indus- 
trial papers, magazines and syndicated 
services. Prefer location in metropolitan 
area selling to manufacturers and agen- 
cies. Public speaking experience. Age 55, 
| good health, married. Intuitive, suave, 
| superb conversationalist. Salary $10-$12,000 
| range. For resume or to contact, write 
Richard M. Hanlon Associates, P 
1193, Indianapolis 6, Ind. 


lane 


Alexander 


Willheim Dietz 


NOSE TO NOSE—Jack Lane, Lane-Cole-Dietz Corp., appears to have 
hypnotized Nipper, the RCA Victor mascot, and much to the amuse- 
ment of William I. Alexander, RCA Victor; Robert Willheim, Grey 


Advertising, and Herbert Dietz, 


Lane-Cole-Dietz. The gathering 


took place in New York at a showing of the stereo slides produced 
by Lane-Cole for RCA Victor to introduce the “New Sound Amer- 
ica Loves Best” albums to distributors. 


FTC Says Hooker 
Broke Merger Law 
With Durez Buy 


WasuincTon, July 26—The Fed-| 
eral Trade Commission charged | 
today that Hooker Chemical Corp.., | 
Niagara Falls, N. Y., violated the | 
antimerger law by acquiring Dur- | 
ez Plastics & Chemicals, North 
Tonawanda, N. Y., and certain as- 
sets of Monsanto Chemical Co., St. 
Louis. 

The complaint states that 
Hooker became a major factor in 
the manufacturing of phenolic 
molding materials by purchasing 
Durez in 1955. Durez was the na- 
tion’s largest producer of these 
materials, with 35% of the total 
market. 

Since the Durez acquisition, two 
significant producers have with- 
drawn from the industry and there 
have been no new entries, the 
complaint states. 


® In 1958, Hooker bought for 
$621,000 molding material assets 
from Monsanto, a list of current 
and past customers and Monsanto’s 
promise not to produce these ma- 
terials in this country for 10 years. 

The complaint charges that the 
two acquisitions give Hooker the 
facilities, the market position and 
the economic power to monopolize 
the production and sale of these 


materials. According to the com- 
plaint, Hooker listed total assets of 
over $150,000,000 and sales in ex- 
cess of $125,000,000 in 1958. It now 
has increased its market share of 
all molding materials to 56%, and 
80% of all the industry’s sales are 
concentrated in two producers. # 


Ford Sets CBC Schedule 
Ford Motor Co. of Canada. has 
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Seasoned Account Exec. 
seeks 
LOS ANGELES 
14 yrs. diversified experience, in- 
dustrial and consumer advertising. 
Strong creative background. Na- 
tional award winner for outstanding 
eg Box 314, Advertising “. 
200 E. Illinois St., Chicago 11, Ill. 


Our 49th Year: 
PRODUCT AD. MGR.—must have 


food bkgd —trade assn. $10,000+ 
ART DIRECTOR—=30- 

ing midwest agcy 8-10,000 
SPACE SALESMEN (2)—young. 

consumer & t: pub. 8.500 
eth y+ - | -y 


ach 10-12,000 
MANY MORE MAIL RESUME 
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Phone: CEntral 6-5353 


scheduled sponsorship of two pro- 
grams and co-sponsorship of five 


‘others on the Canadian Broadcast- | 


|ing Co. television network during 
|the 1960-’61 season. Full sponsor- 


| ship will be of the Tennessee Ernie | 
| Ford show and a summer variety | 
program. Ford will co-sponsor| 
“Juliette,” | 
“La Pension-| 
Velder” and “Klondike.” J. Walter | 
Thompson Co. and Vickers & Ben- | 


“Jake Kane Show,” 
“Jeunes Visages,” 


son are the agencies. 


Fawcett Western Manager 
Railway Equipment & Publica- | 

tion Co., New York, has appointed 

James M. Fawcett western man- 


fective Aug. 1. Mr. Fawcett was 
formerly western representative.’ 


Gage Joins Maurice Mullay 
William D. Gage has joined 
Maurice Mullay Inc., Columbus, O., 
as an account executive. Mr. Gage 
|was formerly creative: director of 
|Kight Advertising, Columbus. 


Videotape Issues Monthly 
Videotape Productions of New 
York has begun the publication of 


a monthly newsletter, “Tape 
Measures,” designed to inform 
agency executives active in the 


creation and production of tv com- 
mercials about developments and 
trends in the use of tv tape. 


Gaynor & Ducas Adds One 

Gaynor & Ducas, New York and 
Beverly Hills, has been named to 
handle advertising for Planning 
Research Corp., Los Angeles. Gay- 
nor & Ducas also has elected Ed- 
ward W. (Ted) Poyser, creative 
director of its Beverly Hills office, 
a vp. 
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Time Inc.’s Revenues 
Show $11,149,100 
Gain for First Half 


New York, July 26—Net income 
for Time Inc. during the first half 
of 1960 totaled $6,814,400, up 
$770,600 from $6,043,800 chalked 
up in the first half last year. 

Revenues for the period were 
$142,951,500, up $11,149,100 from 
$131,802,400 in the comparable 
period in 1959. Time Inc. said that 
its net revenues totals were fig- 
ured after all commissions and dis- 
counts were deducted. 


. Costs of production, distribu- 


tion, selling, editorial and general 
expenses in the first half totaled 
$131,468,900, against a $120,815,300 
figure for the first half of last year. 

Revenues were derived from 


| Time Inc.’s publishing, broadcast- 


ing, paper products and miscella- 
neous sources, the company said. # 


_A.S.R. Products Names Rice 


Terry R. Rice, formerly assistant 
director of national advertising of 
Borden Milk & Ice Cream Co., has 
joined A. S. R. Products Co., a di- 
vision of Philip Morris, as adver- 
tising manager, a new post. He 
will be in charge of advertising for 
the Supreme products and for Gem 
and Pal razors and blades. 


Bill Gold Moves to N. Y. 

Bill Gold Advertising moved its 
organization back to New Yofk 
from Los Angeles on Aug. 1. In 
addition to its other activities, the 
company does the advertising art- 
work for Warner Bros. Pictures, 
whose advertising department re- 
cently shifted to New York. 
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P&G, Picot Name Noble 


Procter & Gamble Co.'s Latin 
American division has named No- 
ble Advertising Co.. Mexico City, 
to replace Erwin Wasey, Ruthrauff 
& Ryan as agency for its Central 
American and Dominican Republic 
business. A week earlier, Picot 
Laboratories appointed Noble to 
handle its Grape Salts business in 
Central America. The two accounts, 
with combined billings of $250,000, 
will be handled in Noble's Publici- 
dad Centroamericana office in El! 
Salvador 


Alemite Promotes Pieh! 

M. W. Pieh! has been appointed 
sales manager of the marketing di- 
vision of the Alemite division of 
Stewart-Warner Corp. Chicago 
He formerly was head of Alemite 
lubrication and automotive service 
equipment sales to the major oil 
and automotive jobber fields. Jack 
R. Reinsma, with Alemite 15 years, 
has been named manager of prod- 
uct programs of the Alemite and 
instrument divisions, a new post 


BRAND-NEW: 
Out of the thousands of 


SATURDAY EVENING POST 
stories read and loved by millions 
of Americans, ITC now proudly 
brings to television first run, 

for the first time, the 


BES 


Eg ont 


Pat O'Brien 
.. hard-hitting 
action 


Everett Sloane 
Western 
adventure 


tongue 
in-cheek 
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/ 
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Pulitzer Prize-winning 

authors like MacKinlay Kantor, 
Conrad Richter, Stephen Vincent 
Benet . . . and many others. 
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MEANWHILE, OUTSIDE THE AGENCY—Marion Harper Jr., president and 
chairman of McCann-Erickson, ran this two-thirds page in the Wall 
Street Journal to advertise two $80,000 starter herds of Angus cat- 
tle from his farms in Staunton, Va., and Yemassee, S.C. The ad was 
placed, “as a courtesy,” by McCann-Erickson. In another outside 
venture, Mr. Harper has acquired a stock interest in the Whaley- 


» Majestic Tests 
TV Series in 
Kansas City 


Kansas Crty, Mo., July 27—Ma- 
jestic Television Productions Corp., 
Hollywood, may set a new pattern 
in the tv industry when it test- 
markets a new science-fiction 
show, “Atomic Submarine,” over 
KMBC-TV, Channel 9, here during 
the week of Aug. 1 


s Jonathan Yost, executive pro- 
ducer of the film company, said 
Kansas City was selected because 
it is a typical U.S. community in 
tv tastes and reactions, free from 
pre-developed influences that 
might prevail in concentrated pro- 
duction centers 

The reactions from this test are 
awaited by the company before it 
continues production, according to 
Harold Gerber, president of Ma- 
jestic. = 


Petersen Joins Peitscher 

Arthur E. Petersen has joined 
Peitscher, Janda/Associates, Chi- 
cago, as vp and a principal of the 
agency. He formerly was assistant 


| ager 
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Railway Express Appoints 3 

Harold E. Shipley, director of ad- 
vertising and promotion of Railway 
Express Agency, New York, has 
been appointed to the new post of 
eastern regional marketing man- 
David E. Fackler, formerly 
advertising and sales promotion 
manager of the Ozalid division of 
General Aniline & Film Corp., has 
been named director of the merged 
advertising and public relations di- 
visions. Richard A. Strickland, di- 
rector of public relations of Rail- 
way Express, continues in that 
post. 


Rau-Holland-Lawler Opens 

Rau-Holland-Lawler Inc., a new 
agency, has opened offices at 723 
Clinton St.. Waukesha, Wis. Of- 
ficers are Stuart R. Rau, president, 
formerly public relations director 
and copywriter of Keck Advertis- 
ing, Oconomowoc, Wis.; David A 
Holland and Dr. Paul L. Lawler, 
vps; and William C. Lawler, sec- 
retary and treasurer. Mr. Holland 
previously was continuity director 
of Waukesha Broadcasting Co 


Ruff Joins American Hospital 
James Ruff has been appointed 
manager of marketing services of 
American Hospital Supply Corp., 
Evanston, Ill. He formerly was di 


|rector of sales planning and mar- 


to the president of Vance Publish-| ket research of the Norge division 


ing Corp. 


of Borg-Warner Corp. 


Eaton Service American Letter, a newsletter for “money-managers” 
founded in Washington in 1918. 


N.Y. Insurance Assn. 
Hits Allstate for 
‘Misleading’ Ad 


Aupany, N. Y., July 26—The 
New York State Assn. of Insur- 
ance Agents has filed a complaint 
with the state insurance depart- 
ment against Allstate Insurance | 
Co | 

The insurance group charged 
that an advertisement which All- 
state ran in a number of news- 
papers last month is “misleading” 
because large type in the ad calls 
attention to a non-cancelable and 
guaranteed-renewal auto liability 
policy. The offer is qualified in 
smaller print in the ad, the group 
said. 

Raymond Harris, deputy super- | 
intendent and chief counsel of the | 
state insurance department, said | 
his department is investigating the | 
complaint and declined further | 
comment at this time. 


® Allstate told ADVERTISING Ack | 
that the company looks upon the | 
complaint as “just an attempt to) 
smear us and our product on the | 
part of the competition. 

“Our policy plan is definitely in | 
the public interest and is some- 
thing that has been needed in the | 
industry. We don’t step back from 
the way it is outlined in the adver- 
tisement, which very clearly de- | 
fines every aspect of it,” Allstate | 
said. 

The controversial ad was pre-| 
pared by Allstate’s agency, Leo | 
Burnett Co., Chicago. + | 


]&] Otters Druggist Aid 
Johnson & Johnson, New Bruns- 
wick, N. J.. has made available to 


| available 


druggists the fifth in its continuing 
series of store-wide improvement 
services. This latest service—em- 
bodied in a detailed manual and 
sound motion picture—tells the re- 
tailer how the stockroom can be 
modernized. J&J has been running 
this program as a free service to 
the drug industry since 1946. 


ABC Films Offers 3 Series 

ABC Films, New York, has made 
for syndication three 
half-hour series, “John Gunther's 
High Road”, “Exclusive!”, and 
“Counterthrust.” The 36-show 
“High Road,” after a network run, 
will be ready for an October start, 
while the other two series, com- 
posed of 13 episodes each, are 
available for immediate showing. | 
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Dentists’ Okay of 
Crest as Bar to 
Decay Elates P&G 


(Continued from Page 1) 
Foundation, and P&G is the ex- 
clusive licensee for the product. 
P&G underwrote the major share 
of the clinical studies on Crest 
conducted by the university's 
school of dentistry. 

The ADA council added that 
“none of the other dentifrices eval- 
uated to date by the council is 
supported by evidence considered 
adequate to demonstrate substan- 
tial effectiveness.” 


® Procter & Gamble people are 
exhilarated over what this “seal of 
approval” might mean for the 
marketing future of Crest, but 
publicly they are exercising re- 
straint and will not disclose what 
changes this will make in Crest’s 
promotional and advertising activ- 
ities. Television advertising, where 
the bulk of the budget goes, cur- 
rently is making tangential men- 
tion of the ADA recognition by re- 
ferring to specific clinical tests and 
urging listeners to visit their den- 
tists periodically. The ADA honor 
also will be brought into print ad- 
vertising. 

Last year Crest spent more than 
$3,000,000 in network tv alone, ac- 
cording to published figures, and 
more than $350,000 in print ad- 
vertising. Benton & Bowles has 
been the agency since its introduc- 
tion. 

The council said three elements 
were involved in its precedent- 
making decision—‘“the manufac- 


tising claims to those supported by 
adequate research’; the results of 
clinical studies conducted during 
a ten-year period; and the safety 
of the product. 


® Neil McElroy, P&G chairman, 
recognized the ADA action with a 
prepared statement which said, in 
part: “We are sure you will un- 
derstand our feeling of pride and 
accomplishment in seeing Crest 
become the first and only tooth- 
paste to be recognized by the as- 
ociation as a true therapeutic 
product. The association’s action 
is an extremely important mile- 
tone in a P&G dentifrice research 
ffort that began 20 years ago.” 
ADA now recognizes three meth- 
ds of obtaining the benefits of 
fluorides: 
e 1. Dietary fluorides, best pro- 
rided by fluoridation of commu- 
nity water supplies. 


Olutions directly to 
teeth by a dentist. 


e 3. Crest. 


® The significance of this associ- 
tion for Crest can be tremendous. 
hile the product must limit its 
advertising in the manner pre- 
cribed above, there apparently is 
© restriction on making the vital 
0int that ADA says Crest pre- 
rents cavities. Voila! 

Not to mention the thousands 
f dentists who, since the begin- 
ing of their profession, have 
een answering patients’ questions 
fith comments like: “All tooth- 
astes are the same”; “Baking soda 


and salt are just as good and cheap- | testing Sentry, its fluoride version, | 


r’; “It all depends on which taste 
rou like better.” Now there is an- 
ther, that could add up to millions 
of sales dollars for Crest. 

Crest now becomes the second 
oothpaste to be advertised in the 

DA Journal, beginning with the 
August issue, in which a tipped- 
n ad is carried. 

The ADA Journal has carried 
advertising for Kolynos toothpaste 
which has promoted itself as “the 
mly toothpaste accepted for ad- 


turer’s willingness to limit adver- | 


vertising by the American Dental 
Assn.” Last year Kolynos, made 
by the Whitehall Laboratories di- 
vision of American Home Products 
Corp., took multi-page magazine 
ads to plug away at its distinction 
in the ADA Journal. 


® The Kolynos approach has been 
to emphasize the “cleansing” qual- 
ities of its product and to dis- 
parage the “miracle” ingredients 
in competitive products. It has 
been low-key sell, with copy 
themes like, “Kolynos avoids ‘mir- 
acle ingredient’ claims—its ad- 
vertising promotes sound oral hy- 
giene with this new toothpaste’s 
excellent cleaning action.” 

The July Kolynos ad in the 
Journal has a paragraph which 
reads: “As for toothpastes with 
‘miracle’ ingredients-—the Amer- 
ican Dental Assn. states: ‘Adequate 
scientific -evidence has not yet 
been produced in support of the 
special decay 
that are made for many nationally 
advertised dentifrices. , 

This bit of copy is noteworthy 
for two reasons: (1) Obviously, it 
will have to be changed by both 
ADA and Kolynos; (2) it happens 


Indiana Taciturn 
BLOOMINGTON, IND., July 29— 
The Indiana University Founda- 
tion, which holds the patent for the 
stannous fluoride formula used in 
Crest toothpaste, is keeping taci- 


turn about its contract with Proc- 


ter & Gamble. 

William Armstrong, executive 
director of the foundation, told 
ADVERTISING AGE he had “no com- 
ment” when asked how long P&G's 
exclusive contract with the foun- 
dation will run, and what the pos- 


sibilities were of other companies | 


obtaining similar contracts in the 
future. + 


to summarize exactly what the 
ADA thought of Crest in 1956, and 
again in 1958. 


® Crest was launched nationally, 
after about a year’s market test- 
ing, in January, 1956, with a three- 
page ad headlined: “Triumph over 
tooth decay” and speaking of “a 
new era in preventive dental care” 
and “milestones in modern med- 
icine.” 

Within two weeks the ADA got 
off its first roundhouse right, as 
Dr. Harold Hillenbrand, associa- 
tion secretary, following a large 
number of inquiries concerning 
the new fluoride product, declared, 
“The ADA is not aware of evi- 


| dence adequate to demonstrate the 


claimed dental caries prophylactic 
value of Crest. Although clinical 


| tests of the dentifrice are in prog- 
| ress, 
je 2. Topical application of fluoride | 
children’s 


adequate information con- 
cerning its value may not be avail- 
able for a year or more.” 

Dr. Hillenbrand added that pub- 


|lished evidence on the efficacy of 
fluorides in other dentifrices was 
i“even less convincing” and con- 


cluded that “all fluoride denti- 
frices are being marketed prema- 
turely.” 


| Colgate-Palmolive Co. broke a na-|the endorsement. In at least one | manager of the Arrowhead Prod- | 


jtional campaign: “Colgate Brisk 
\fluoride toothpaste hardens tooth 
jenamel, makes teeth stronger, 
|starts working instantly’ to defeat 
\decay.” Bristol-Myers continued 


jand ultimately abandoned it. The 
lonly major threat to Crest was 
Brisk, but the product never took 
off. While still sold, it is no longer 
advertised. 

Two years later, ADA was still 
blasting toothpaste advertising in 
general and fluorides in particular. 
At a congressional hearing (Blat- 
nik committee) in July, 1958, Dr. 
Sholom Pearlman, assistant secre- 
tary of the ADA council on dental 
therapeutics said the Crest head- 


preventive claims | 


Conover 


Knight 


Murphy Richards 


CONGRATS—That beaming lad is Jim Murphy, newly-appointed di- 


wishers include Harvey Conover 
Industry; Ray Richards, vp and di 
Knight, re 


line, “Look, Mom—no cavities! 
was “at best both a gross exag- 
geration and a misleading distor- 
tion.” He said P&G had done ex- 
tensive research on Fluoristan 
(stannous fluoride) but results 
were not then sufficient to back 
up ad claims. 


|\@ Dr. Pearlman, who now serves 
on the council on dental research, 
yesterday asserted the statement 
made two years ago was “accu- 
rate at the time and, as far as 
I'm concerned, still stands.” He 
|made it clear, however, that he 
|doesn’t have direct responsibility 
jon the dental therapeutics council 
any more. 

Dr. Leland C. Hendershot, a 
| member of the dental therapeutics 
council, noted that the “scene has 
changed considerably since two 
years ago,”’ when Dr. Pearlman as- 
saulted the Crest slogan. He said 
P&G has given no indication of 
changing the headline, “Look, Mom 
—no cavities,” and the ADA is not 
going to ask the company to do so. 
P&G is modifying its advertising 
|copy for Crest in other ways, Dr. 
Hendershot noted, adding that the 
company will confine its advertis- 
ing statements to items which are 
backed by scientific data. 


s Now, says the council chairman, 
Dr. Lester W. Burket: “The stan- 
|nous fluoride dentifrice is an aid 
in combating dental decay; it is not 
a cure-all. Nor will it substitute 
for fluoridation of community wa- 
ter supplies. Fluoridation, which 
is supported by exhaustive long- 
term studies, remains by far the 
most effective means for obtaining 
the benefits of fluorides. We hope 
that additional studies will further 
|clarify the role of Crest or other 
_ dentifrices in the program of pre- 
venting dental decay.” 


} 
| 


| P&G competitors profess to have 


rector of advertising and sales promotion for Allis-Chalmers Mfg. | 
Co. He’s feeling good about his welcome at Conover-Mast Publica- 
tions, which put on a little congratulatory ceremony for him. Well 


Jr., vp and publisher of Boating 
rector of Purchasing; and Barbara 
ceptionist. 


NAB Opposes 
Multiplexing for 
Educational FM | 


WasHINncTON, July 27—The Na- | 
tional Assn. of Broadcasters is 
opposing a move to expand the) 
activities of non-commercial, edu- | 
cational fm stations into commer- 
cial subsidiary broadcasting areas 
through the use of multiplexing. 

NAB’s stand was expressed in 
comments filed with the Federal 
Communications Commission in 
partial opposition to a_ petition 
filed June 24 by the National Assn. 
|of Educational Broadcasters. 


. NAB did not oppose other sec- 
tions of NAEB’s petition, in which 
|authority was requested for non- 
;commercial, educational fm sta-| 
| tions to use multiplexing for the | 
|“transmission of in-school educa- | 
tional programs” and the “trans- | 
mission of information for use in| 
connection with governmental ac- 
tivities.” + 


AB-PT Forms TV Film 
Production Subsidiary 

American Broadcasting-Para- 
'mount Theaters, New York, has 
created its own tv film production 
subsidiary with Selig J. Seligman 
las president. Replacing Mr. Selig- 
|man as vp and general manager of 
KABC-TV, Los Angeles, will be 
Elton Rule, formerly sales man- 
lager of the station. Details of the) 
/new subsidiary have not been 
| worked out, but it is expected to} 
|be based in Hollywood. It will not} 
|be a replacement for ABC Films, | 
which is primarily a syndication | 
operation. 
| 
\Enyart & Rose Names | 
\Wright, Adds Account 
| Homer Wright has joined En-| 


2nd Class Permits 
for Puzzle Books 


WASHINGTON, July 29—Dell Pub- 
lishing Co. filed suit against Post- 
master General Arthur E. Sum- 


|merfield in U.S. district court here 


today, in an effort to prevent re- 
vocation of second class mailing 
privileges of three Dell puzzle 
magazines. 

The suit asks issuance of a tem- 
porary restraining order to sus- 
pend enforcement of the ban pend- 
ing trial of the case on its merits. 
Publications involved are “Pocket 
Crossword Puzzles,” “Official 
Crossword Puzzles” and “Dell 
Crossword Puzzles,” all bi-month- 
lies. 


® An important test case is ex- 
pected to result from today’s ac- 


|tion—possibly the biggest postal 


case since the celebrated Esquire 
decision of the Supreme Court es- 
tablished the rule that postal of- 


|ficials lack authority to question 


the content of a publication. 
The Dell case will affect hun- 
dreds of other publications threat- 
ened with loss of second class mail 
permits. If the Post Office suc- 


| ceeds in banning puzzle periodicals 
|from second class, 
|move against 


it intends to 
comic books and 
other types of publications, 

The Dell puzzle books have a 
combined annual circulation of 
around 3,000,000, with about 1,- 
000,009 sent to subscribers via sec- 
ond class mail. If forced to pay 
third or fourth class rates for 


|mailed copies, Dell’s postage costs 


will rise about fivefold. 

Last month, the Post Office ju- 
dicial officer upheld a hearing ex- 
aminer’s decision denying re-entry 
to second class of “Official Cross- 
word Puzzles” and “Pocket Cross- 
word Puzzles.” The former was 
admitted to second class in 1940 
and the latter in 1943. Applica- 
tions for re-entry filed in 1958 
raised the present issue. 


# On the heels of the decision 
against these two publications, the 
Post Office advised Dell that the 


|permit for “Dell Crossword Puz- 


zles,” dating back to 1939, would 
be annulled. Hearings in this case 
were held last month and an ex- 
aminer’s decision, based on the 
earlier cases, was handed down a 
week ago. Dell then moved for a 
court review, through its Wash- 
ington attorney, William I. Den- 
ning. 

The Post Office takes the posi- 


|tion that all three puzzle publica- 


tions are books, rather than peri- 


| odicals. It denies that the content 


is in question, and therefore ar- 
gues that the Esquire decision is 
not pertinent. The Post Office in- 
sists the only question is assigning 
the publications to the proper class. 


Screen Gems Promotes Two; 
Utica Club Buys Two Faces 
Sid Weiner, formerly syndica- 


known about the impending ADA | yart & Rose as account executive |tion traffic manager of Screen 
s Actually, the first fluoride on | change of heart for several months | for industrial and technical ac- | Gems, has been named adminis- 
\the market was Block Drug’s Su-|now; unofficially, they are ter-| counts. Mr. Wright was formerly trative assistant to Stanley Dudel- 
per Amm-I-Dent. By May, 1956, |ribly impressed by the strength of | advertising and sales promotion |son, syndication sales manager of 


competitive view, the Crest ap- 
| proval is the biggest thing that has 
happened to the toothpaste busi- 
| ness since the heyday of the chlor- 
| ophylls in the early 1950s. 

Currently the market is still 
|dominated by Colgate toothpaste, 
| with roughly a 35% share, fol- 
|lowed by P&G’s Gleem, with about 
20%; Crest, with around 12%; 
Pepsodent, about 11%; Stripe, 
about 9%; Ipana, about 7%. 

There is no other stannous fluo- 
ride-dentifrice on the market be- 
sides Crest, but it is assumed that 
others could also turn out a stan- 
nous fluoride should they desire. 
In the meantime, Crest can fight 
all those cavities all by itself. + 


ucts division of Federal-Mogul- | 


Bower Bearings. At the same time| 
Enyart & Rose was named to 
handle advertising for two resi- 
dential developments, Parkwood 
| Mirada Hills, La Mirada, Cal., and 
Laurelwood, Los Angeles. 


S&H Elects Beinecke 

Sperry & Hutchinson Co., New 
York, trading stamp company, has 
elected William S. Beinecke presi- 
dent, succeeding George Schirer, 
who was named chairman of the 
board. Mr. Beinecke has been vp 
and general counsel. Edwin J. 
Beinecke, formerly chairman of 
\the board, was named to a newly 


the tv film distributor. Replacing 
Mr. Weiner is his former assistant, 
James Bogans. 

Latest sale of Screen Gems’ 
“Two Faces West” was to West 
End Brewing Co. to promote Utica 
Club beer in Syracuse, Utica, Al- 
bany, Schenectady, Plattsburgh 
and Binghamton, N.Y. The series 
now has been sold in 123 markets. 
The agency for Utica Club is 
Doyle Dane Bernbach Inc. 


Storey Joins Grant, Chicago 
Dean Storey, formerly copywrit- 
er in General Electric’s apparatus, 
advertising and sales promotion 
department, Western Springs, IIl., 
has been named a copywriter of 


|created post, chairman. 


Grant Advertising, Chicago. 
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Notwithstanding Political Upheavals, 
Caribbean Magazine Revenues Grow 


(Continued from Page 3) Sunday newspapers in the area 
er’s Digest Latin America Inc., 
explained, however, that as a re- 
sult of increased sales in other 
countries the Digest expects to 
maintain the Caribbean edition’s 


® Figures compiled by Rome Re- 
search show that Hablemos car- 
ried $314,430 of advertising in the 
first six months of the year, com- 
pared with $227,721 for the com- 


circulation rate base of 400,000 
The Digest has been printing parable 1959 period—a whopping 
Latin American editions in Ha- | #4in of 36% 


Rome Research figures for other 
publications underline this up- 
surge 

The Reader's Digest carried $1,- 
954,821 worth of advertising in its 
five basic Latin American editions 


vana, and this operation now wiii 
be switched to another country 
probably Mexico 

Time is continuing, for the pres- 
ent, to print its Latin American 
edition in the same Havana plant 


The tipoff on the rising ad ex- during the first half—and the 
penditures in the Caribbean area Caribbean edition accounted for 
comes in the first-half perform $856,365 of this total. The Carib- 


bean edition was up 16% over the 


ance of Hablemos, a weekly mag- first half of 1959 


azine supplement published in - 

New York and distributed by 10 Life en Espanol, which launched 
Caribbean and Mexican editions 
last year, carried a total of $1,578,- 
453 worth of advertising in the 

’ Lthode kom, first half. This was a 19% gain 
over last year, and the increase 
was attributable directly to the 
new editions. The Caribbean edi- 

Produces tion contributed $202,620, and the 
Magnificently Mexican edition weighed in with 


OCTOBER ISSUE CLOSES AUG. 20 
Orders and sample copy requests te 
ANGELA M. CRAWLEY & STAFF 


278 €. Jackson Bivd., Chicago 4 


$226,580 

Mecanica Popular, Latin Amer- 
ican edition of Popular Mechan- 
ics, also launched regional editions 
last year, and the advertising 
breakdown shows where the mon- 
ey coming from. In the first 
half of 1959, this book carried 
$217,324 worth of advertising; in 
this year's first half, revenue in- 


Telephone WArrison 7.7176 


is 


TALK ABOUT 


COVERAGE! 


9 OUT OF 10 


3 OUT OF 10 FAMILIES IN METROPOLITAN 
NASHVILLE, 7 OUT OF IN THE 38-COUNTY 
RETAIL TRADING ZONE. ONE OR BOTH OF 
THESE NEWSPAPERS. 


FAMILIES 


C THE N ASHV TLE _ TENNESSEAN SS 
MID-STATE GAINS NEW PLANT 


tven ng é 
j NEWSPAPER TRINTING CORPORATION, Agta cor: 


tpreserted Natorally by THE BRANHAM CO 


v 


abel 
THE SAME STAMPEDE 


ie 


The Volkswage 


metrically opposed. Triumph ad 


horses “under the hood of a TR-3.” 


don’t need all those horses. Full 


horses for VW; 


creased 13%, of $245,174, broken 
down as follows: Mexican-Carib- 
bean edition, $165,729; southern 
hemisphere, $27,121; Portuguese, 
$52,324 


@ The new Mexican editions—of 
Life and Popular Mechanics—have 
heightened competition for the ad- 
vertising peso. The Digest’s Mex- 
ican edition carried $372,600 in 
advertising in the first half, down 
4% from the $388,995 carried in 
the 1959 period 

With circulations moving up to 
new highs, the five international 
editions of Life will all raise ad- 


vertising rates, effective with Jan.) 


1 issues. Life International will of- 


fer a new rate base of 365,000 (up| 


25,000), and its one-time b&w page 
rate will move up from $3,920 to 
$4,295. Life en Espanol will have a 
rate base of 380,000 (up 30,000) 


and a basic page rate of $3,700, up) 


from $3,315. 

Changes in the regional editions 
will be as follows: The Mexican 
edition of Life en Espanol, rate 
base of 150,000 (up 25,000), page 
rate of $1,530, up from $1,295; the 
Caribbean edition of Life en Espa- 
nol, rate base of 105,000-115,000 
(up 5,000), page rate of $1,425, up 
from $1,350; ex-Mexican edition 
(Life en Espanol excluding Mexi- 
co), rate base of 230,000 (up 5,- 
000), page rate of $2,735, up from 
$2,600. 


s The international books, in gen- 
eral, are enjoying a bumper year. 
Vision, Spanish-language bi-week- 
ly circulating throughout Latin 
America, had a first-half ad vol- 
ume of $928,379, an increase of 


26% over the comparable period 
last year. 


The Latin American 


om truck ad shown here, which is 
running this summer in Nation's Business and U.S. News & World 
Report, is faintly reminiscent of the Triumph sports car ad which 
ran in magazines in early 1959—although the copy themes are dia- 


-r & Smith 
Doherty, Clifford, Steers & Shenfield went to a 
California ranch to get the art for the Triumph ad 
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through Southeast Asia to India 
and Pakistan; it will have a 
circulation base of 65,000. A South 
Pacific edition will be printed in 
Melbourne and distributed in 
Australia and Oceania; it will of- 
fer a circulation in excess of 50,- 
000. The editions will have identi- 
cal editorial content. 

Newsweek's international edi- 
tions will have higher rates and 
circulations next year. Effective 
with the Jan. 2 issue, the rate base 
of the Pacific edition moves from 
32,000 to 40,000, and the basic page 
rate jumps from $515 to $650. The 
European edition, which will soon 
switch its printing operations to its 
own presses in England, has set a 
two-stage increase for 1961. Effec- 
tive with the Jan. 2 issue, the rate 
base rises from 60,000 to 65,000 and 
the page rate from $810 to $880; 
effective with the July 3 issue, the 
circulation guarantee ascends to 
the 100 | 70,000 and the page rate to $940 
Volkswagen argues that you ° 
& Ross corraled the |® Another phase of this picture 
consists of unchanging or declin- 
ing figures for export business 
publications. Twenty-two export 
publications reporting to Industrial 


Why feed em when you don! need em? 


® 


talked glowingly about 


edition of Time moved up 4%,| Marketing show a page decline of 
from $733,027 to $760,241 1.7% for the first six months of the 
Outside of Latin America, the year. Many of these books, how- 


gains also are striking, testifying 
to the growth of world trade and 
the debuts of many companies as 
international advertisers. 


ever, are ahead in revenue because 
of higher advertising rates. = 


‘Consulting Engineer’ 
Names Russell, Applin 

Robert E. Russell has joined 
Consulting Engineer, St. Joseph, 
Mich., as director of promotion 
and research, and George Applin 
has been named to represent the 
magazine in the metropolitan areas 
of Pittsburgh and Cleveland, and 
in West Virginia. Prior to form- 
ing his own business two years 
ago, Mr. Russell was with Ameri- 
can Lumberman, now American 
Lumberman & Building Products 


® Reader's Digest has_ reported 
that its 28 international editions 
carried 10,009 ad pages in the first 
half of the year—up 10% over 
1959 (AA, July 25). Life Interna- 
tional, English-language bi-week- 
ly with a worldwide circulation, 
increased its first-half ad volume 
21%, to a total of $2,211,185. 

Time’s Atlantic edition, circulat- 
ing in Europe, carried $1,627,404, 
in advertising in the first half of 
1960, up 23%. Merchandiser. 

Newsweek's European edition 
carried $471,247 in this period, up 
17% 

Business is also good in the Pa- 
cific. Time’s Pacific edition carried 
$968,686 in advertising in the first 
half—a gain of 26%. And News- 
week’s Pacific edition was up 57%, 
with an advertising revenue of 
$420,350 for the first six months. 


\Koret of California Names Carr 
| William B. Carr, most recently 
|advertising and promotion direc- 
tor of Swissair North America, 
has been appointed advertising 
manager of Koret of California, 
San Francisco women's sportswear 
manufacturer. 


Revel Craft to Levyne Co. 
Revel Craft Mfg. Co., Arnold, 
Md., has appointed S. A. Levyne 
Co., Baltimore as its agency. The 
company makes inboard and out- 


s Effective Jan. 2, 1961, Time will 
split its Pacific edition into two 
editions. An Asian edition will be 
printed in Tokyo and distributed 


in all countries from Japan’ board boats. 
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@ Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 
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LIFE, AUGUST 1, PAGES 24-25. PHOTO BY DON UHRBROCK, 


On July 20th, a Polaris missile was shot from a submerged sub- 
marine for the first time. Just 7 days later, you saw it in LIFE. 


And you also saw the Lockheed message (reproduced at the 
left) reporting its part in the Polaris launching. To do this, Lockheed used LIFE’s 
unique facility—the seven-day fast close. LIFE keeps its presses open far longer 
every week than any other general magazine—to bring its readers the latest news 
in great pictures. That is why advertisers like Lock- 
heed can go fast in LIFE, too. In just seven days, a 
black-and-white or two-color ad can begin selling coast 
to coast to LIFE’s 18,950,000 households— four to five 
times as fast as it can in any other general magazine.* 


*LIFE’s 7-day fast close is now available at only 5% over regular rates. 
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Merry 


= Midsummer 


The lights are flashing 
red and green on Park 
Avenue, in New York, 
and the gentleman up 
there in the busy edi- 
torial offices on the sev- 
enth floor of 230 Park 
can’t wait to tell the 
world that McCall’s 
next Christmas issue 
is shaping up bigger, 
better and more beau- 
tifully than the famous 
classic of last Decem- 
ber, which became the 
sellout sensation of 
publishing. 

This forthcoming 
Christmas 1960 number 
will offer a stunning 
showcase for anything 
a& woman wants to buy. 
Anything at all. Last 
December, McCall’s 
delivered a circula- 
tion bonus of 1,119,704 
copies, and newsstand 
gains have been spec- 
tacular every month 
since then. It is obvious 
that a better buy for 
Christmas selling can- 
not be had than in the 
pages of December, 
1960, McCall’s. 

Merry Midsummer. 
Start your Christmas 
customer-wrapping-up 
early. Call the people 
inside the windows at 


McCALLS 


FIRST MAGAZINE FOR WOMEN 
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